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Judges Hack 
‘Liver’ Out of 
Carter's Pills 


16-Year Legal Battle 
May Be Over as U. S. 
Court Upholds FTC Order 


SAN Francisco, June 16—In a 
69-page decision dealing largely 
with advertising, constipation and 
the human evacuation system, 
three judges of the U.S. circuit 
court of appeals today knocked the 
“liver” out of Carter’s Little Liver 
Pills. 

The 50 pages of court comment 
and 19 pages of footnotes upheld 
a 1956 Federal Trade Commission 
cease and desist order forbidding 
Carter Products Inc. and its co- 
respondent, Street & Finney, New 
York agency, from making any 
reference in its advertising to 
“liver” or to the effect of Carter’s 
pills on the bile of American con- 
sumers. 

The three circuit court judges 
who signed the decision, William 
Healy, Homer T. Bone, and Fred- 
erick G. Hamley, did not, how- 
ever, prohibit Carter from adver- 
tising a “cathartic effect” of its 
pills. 

(Street & Finney, which had 
been handling magazine and spot 
radio for the product, was replaced 
on the account by Ted Bates & Co. 


ads for the movie “The Naked 


DAMSELS IN DISTRESS—Last week the Post Office ruled that postcard 


prurient interest” and were therefore unmailable. Because of the 

Post Office’s interest in the exploitation of the Goya painting, news- 

paper ads for the film, like the one above, have converted “The Na- 

ked Maja” into a draped figure belying the title. Meanwhile, another 

noted object of censorship, “Lady Chatterley,” also was in trouble 
(see story on Page 121). 


“The Naked Majad 
Feminine Hygiene Ads 
Scrutinized; Board to Seek 
_ ‘Better Understanding’ 


| WASHINGTON, June 18—NAB’s 
| tv code board pushed its fight over 
hemorrhoid remedy ads into the 
mopping up stage today, and em- 
barked on several new enforce- 
ment projects, including a plan to| 
consult advertisers and agencies} 
about other personal product com- 
mercials which the board regards 
as objectionable. 

With the concurrence of NAB’s 
| television board, the code review 


Plastics Society 
Drive Warns on 


Maja” constituted an “appeal to 


NIAA Gets 


Ratification Needed for 
_ Vote Renaming It Assn. 


Membership Structure 


Aug. 1, 1942 [AA, July 27, '42];| 


Film Bag Misuse 


New York, June 18—The Soci- 
ety of the Plastics industry today 
launched a nationwide newspaper 
and radio campaign to educate the 
public on “the proper and improp- 
er use” of plastic bags. 

Batten, Barton, Durstine & Os- 
be followed to make everything|born is handling the campaign, 
strictly legal. which will bill about $500,000. In 

After a session that started at 9; announcing the campaign, the so- 
a.m., continued to noon, and then | ciety said it aims to educate people 


New Name, 


45 Stations Drop Preparation H Ads; 
21 Lose Seal; 17 Resign from Code 


board notified 13 more stations 
this week that their code privileges 
have been revoked because of their 
continued acceptance of ads for 
hemorrhoid preparations (Prepa- 
ration H). 

According to Donald H. McGan- 
non, chairman of the code review 
board, and president of Westing- 
house Broadcasting Co., the batch 
of revocations which cleared the 
NAB board today brings the hem- 
orrhoid remedy episode to the fi- 
nal phase, with only one case still 
unresolved. 


# In this first vigorous effort to 
insist on code compliance, he re- 
ported that a total of 21 stations 
had lost the right to display the 
code seal and 17 others resigned. 
Of 84 code stations which accepted 
hemorrhoid remedy ads when the 
enforcement program started, 45 
notified NAB that they were can- 
celing the ads. “So far as we 
know,” Mr. McGannon said, “ex- 
cept for the one unresolved in- 
stance, none of the 270 remaining 
code subscribers are accepting 
hemorrhoid remedy ads.” 

While the hemorrhoid remedy 
showdown has cost the code board 
the support of at least 38 stations, 
and a possible 39th, NAB sources 
emphasized that less than half a 
dozen have resigned from the as- 
sociation itself. 


Bates also took over the network 
radio, previously handled by the 


old Stack-Goble agency, and news- | 


paper ads, from the old H. H. Good 
Advertising Agency. The Carter 
budget at that time was estimated 
at $600,000.) 


s In spite of some 70 years of 
advertising claims that Carter’s 
“represent a fundamental princi- 
ple of nature in self treatment” 
and are “effective for sluggish 
(Continued on Page 120) 


of Industrial Advertisers adjourned until 5:30 in the after- 


For other news and pictures of | noon—going until 7:30—the indus- 
'the NIAA see Pages 3, 60 and 66.|trial advertising men _ finally 


s The lineup within the NAB’s 
tv board in support of the en- 
|forcement program of the code 
|review board was not reported. 


to the necessity of keeping plastic 
bags away from infants and chil- 
|dren just as they do matches, 
knives, etc. 


San FRANcisco, June 16—Na- 
| tional Industrial Advertisers Assn. 
emerged from a welter of parlia- 
mentary maneuvers late last night 
with a new name, a new dues 


structure, new restrictions on non- | 


| advertiser membership, and a new 
class of sustaining members—if no 
one rocks the boat in implementa- 
‘tion proceedings which must now 


‘60s to Be Business’ Golden Era, 
Barring War, Bungling, AMA Told 


200,000,000 U. S. Citizens 
to Live Better in 1970, 
Dr. Ensley Declares 


CLEVELAND, June 17—Golden 
1960s were envisioned for U.S. and 
Canadian business by speakers at 
the American Marketing Assn.’s 
convention here. 

Only a world eruption or bun- 
gling by marketing and advertis- 
ing men or distribution break- 
downs will keep the breath-taking 
decade from dawning, speakers at 
the conference said. 

Dr. Grover W. Ensley, exec vp, 
National Assn. of Mutual Savings 
Banks, sketched this picture of a 
dollar-spangled future: 

“There is every reason to expect 
that the nation will have a $750 
billion economy by 1970 compared 
*_ with today’s $475 billion economy. 
' It will be an economy in which 
physical output from factories and 
mines will approach 250% of the 


| 1947-49 base, compared with about 
| 150% today.” 

he “The 1970 economy will sup- 
/port, better than ever before, a 


| (Continued on Page 117) 
TV Nets’, Stations’ 
Revenues Topped 


$1 Billion in ‘58: FCC 


WASHINGTON, June 18—Tv sta- 
tions and networks received over 
$1 billion for time and talent for 
the first time in 1958, the Federal 
Communications Commission re- 
ported today. The networks and 
stations retained $171,900,000 as 
income before taxes, the FCC said. 

Total revenues of the three tv 
networks and the stations, includ- 
ing receipts for sale of talent and 
other services, added up to $1,030,- 


(Continued on Page 8) 


000,000 in ’58, a 9% gain, according | of UMS. 


adopted practically all of the rec- 
ommendations of the organization 
| development committee, headed by 
Willis Jensen, of the Rumrill Co., 
Rochester, designed to make the 
organization financially stronger, 
more closely knit and more effec- 
tive nationally. 

Among the 15 points recom- 
mended by the Jensen committee, 
and finally adopted by the mem- 
bership, were: 


For the first week of the cam- 
paign, page ads will run in 117) 
newspapers in 100 markets, fol- 
lowed by half-page ads for the 
next five weeks. Radio coverage 
will include radio spots on net- 
work and local stations (including 
foreign language stations) in 180 
cities. 


= The ads point out that in recent 
months a number of infants and 
small children have suffocated as 


(Continued on Page 121) 


e 1. A change in the name of the 
(Continued on Page 120) 


Last Minute News Flashes 
Grey Acquires Hudson Pulp & Paper 


New York, June 19—Advertising of the consumer products division 
of Hudson Pulp & Paper Corp. will be shifted to Grey Advertising | 
Agency Sept. 1. The account, which now bills about $1,000,000, has been | 
with Norman, Craig & Kummel. 


McDermott Leaves B&B as TV-Radio Chief 


NEw YOrK; June, 19—Thomas.J.‘McDermott has resigned as senior | 
vp in charge of tv-radio programming at Benton & Bowles; he will be | 
replaced by Oliver Barbour, vp and director of programming. The tv- 
radio department remains under the supervision of L. T. Steele, senior | 
vp and plans board chairman. Mr. McDermott’s destination remained | 
cloudy as ADVERTISING AGE went to press. After turning down the top | 
programming spot at CBS-TV, he was reported to be considering a spot 
as the head of Four Star Films, Hollywood. Dick Powell, however, told 
AA that while he would like to have Mr. McDermott at Four Star, he 
had been unable to reach him. 


C-E Names Davis to Head Non-Chevy Share of GM 


DETROIT, June 19—George W. Davis, vp of Campbell-Ewald, has been 
put in charge of the agency’s General Motors accounts—exclusive of 
Chevrolet—including Delco-Remy, Delco radio, Delco products and | 
Packard Electric. Clyde Bennett, account executive on United Motors | 
Service division of GM, will succeed Mr. Davis as account supervisor 


(Additional News Flashes on Page 121) 


However, it was revealed that at 

least two stations appeared to pro- 

test withdrawal of their seal, and 
(Continued on Page 117) 


Rent Suit Adds 


to C&H-Seklemian 
Legal Hassling 


New York, June 19—Calkins 
& Holden and Seklemian & North, 
participants in a short-lived (five 
months) merger which came apart 
in January amid charges of fraud 
and account piracy, found them- 
selves this week co-defendants 
in a $58,000 action brought by the 
landlord of quarters occupied by 
S&N at the time of the merger 
last August. 

The landlord, 18 E, 48th St. 
Corp., contended that because of 
the merger agreement, terminated 
in January by C&H Board Chair- 
man Sherwood Smith, both agen- 
cies were responsible for four 
months’ unpaid rent. 

At press time, it was learned 
that Fletcher D. Richards, which 
merged with Calkins & Holden in 
May, has been brought into the 
case via another suit, this one to 
collect $2,000 monthly rent alleg- 
edly owed by the defendants 
through June, 1961. “We are now 
suing the mother-in-law,” said an 
attorney for the landlord. 


# In still another late develop- 
ment, it was announced that the 
(Continued on Page 121) 
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Sanders Jacobs Murdock 


LATE, LATE SHOW—The end of the day is a film of 
award-winning commercial movies from the Cannes 
festival. Visible here are Jim Sanders, Hank Jacobs, 
residential advertising coordinator, Al Murdock, as- 


Dettman 


Eigenbrot 


kin-Kynett. 


No Napping at Couchiching ... 


~ 


Kilmer 


Minneapolis-Honeywell Takes Cool 
Reading onIts Marketing Operation 


4-Day Canada Seminar 
Joins Agencies, Media, 
Company’s Ad, Sales Folk 


By John Crichton 


ORILLIA, ONnT., June 17—Nine 
years ago Minneapolis-Honeywell 
Regulator Co. held a half-day con- 
ference of its merchandising and 
advertising people in Chicago. 

Now the big company’s annual 
merchandising conference is a 
fixture, and last week 35 people 
from Honeywell divisions in the 
U. S. and Canada, including agen- 
cy and public relations represent- 
atives, turned up at hazy Lake 
Couchiching to consider how to 
get more mileage out of the $4,- 
500,000 the huge (1958 sales, $328,- 
000,000) omnibus company spends 
on advertising and promotion. 

The attention of the meeting 
centered on new products, which 
are pouring out of Honeywell's as- 
sorted industrial divisions at a tor- 
rential rate, and range from a new 
version of Heiland’s strobe flash 
to the Micro-Switch division’s 


lighted push-button switches, to 
Datamatic’s new 800 computer sys- 
tem. 


# In the course of the proceed- 
ings, the meeting listened (1) to 
presentations of approaches and 


Honeywell Oversimplified 
Here’s a thumbnail sketch of 
Minneapolis-Honeywell Regulator 
Oe.: 
1958 sales: $328,480,122. 
Employes: 32,129 in 41 plants 
and 178 sales offices worldwide. 
Expenditure: About $4,500,000 in 
advertising and sales promotion. 
Divisional breakdowns _ aren't 
available, except that the largest 
promotional portion is the Minne- 
apolis residential-commercial-cor- 
porate segment, through Foote, 
Cone & Belding, at $1,200,000. Sec- 
ond biggest is probably the in- 
dustrial products group’s $425,000 
commissionable. Probably the ad- 
vertising and promotion budgets 
are about equal over-all, although 
the percentages vary widely in di- 
visions. 


Criticism of ‘Lobbying’ Ads Cuts 
Hope for Rule Liberalization by U.S. 


WASHINGTON, June 16—The cur- 
rent flare-up over advertising ex- 
penditures by “the munitions lob- 
by” may spell the doom of a move 
that has been under way for many 
months to liberalize the govern- 
ment’s attitude toward magazine 
and newspaper advertising by de- 
fense contractors. 

Traditionally, the armed services 
will not pay for any advertising 
other than a limited amount in 
trade and technical publications. 
Instead of modifying this position, 
there is even some thought now of 
tightening up on expenditures in 
trade and technical publications. 

With the three branches of the 
armed services locked in a no- 
holds-barred battle for larger slic- 
es of the defense budget, Presi- 
dent Eisenhower voiced his re- 
sentment recently over ads by 
members of the “munitions lobby” 
which try to influence the out- 
come of the defense budget fight. 


es At meetings with members of 
Congress recently, the President 
reportedly complained that ads by 
big contractors—he singled out 


Boeing—are used to whip up sup- 
port for particular weapons, with- 
out full regard for military consid- 
erations. He expressed irritation 
later when his remarks were 
“leaked” to the press by some of 
the congressmen who attended the 
meeting. 

“I do say this,” the President 
commented in response to a press 
conference question. “There is ob- 
viously political and financial con- 
siderations getting into this argu- 

(Continued on Page 116) 


Cole Joins Reincke, Meyer 
Bruce H. Cole has joined the 
copy staff of Reincke, Meyer & 
Finn, Chicago agency. Mr. Cole 
was previously an account execu- 
tive in the advertising and sales 
promotion departments of General 
Electric Co., Western Springs, Ill. 


Wilson Joins Detroit Bank 
Bayard Wilson has joined the 
advertising section, marketing di- 
vision, National Bank of Detroit. 
Mr. Wilson was formerly adver- 
tising manager of Gray Marine 


Motor Co., Detroit. 


problems encountered by various 
divisions; (2) to a projected out- 
line of Honeywell’s 75th anniver- 
sary celebration next year; (3) to 
a proposal fora television spec- 
tacular and (4) to a thorough 
analysis of automation and con- 
trol business papers, design pa- 
pers, electronic and aviation-mis- 
sile-space papers, and of the 
newsweekly-management maga- 
zine group. 

The conference also discussed 

(Continued on Page 74) 


International Unit 
of McCann Names 
Weaver, Sarmento 


Grimes, McDonough Get 
New Posts in Shuffle of 
Agency’s Overseas Arm 


New YoRK, June 18—Sylvester 
L. (Pat) Weaver Jr., who left 
Young & Rubicam 10 years ago 
to play a leading role in the devel- 
opment of television, returned to 
the agency business today in a 
new role: Chairman of the board 
of McCann-Erickson Corp. (Inter- 
national). 

Mr. Weaver’s appointment was 
one of several announced for the 
agency’s international subsidiary. 
Armando M. Sarmento, a Brazil- 
ian who has been head of McCann’s 
Latin American operations, is be- 


Pat Weaver Armando Sarmento 


ing brought to New York to be- 
come president of the internation- 
al company. 

Marion Harper Jr., president 
and board chairman of McCann- 
Erickson Inc., also announced the 
promotions of Arthur L. Grimes 
from senior vp to exec vp and 
Morgan McDonough from vp to 
senior vp of the international com- 


(Continued on Page 53) 


French Tourism 
Account Switches 
to Doyle Dane 


Move from Grey Is 
Office’s Third Shift 
in Past Nine Years 


| New York, June 17—The 
|French Government Tourist Of- 
fice has switched agencies again. 

Doyle Dane Bernbach Inc.—the 
Israel Tourist Office agency— 
| takes over the account Aug. 1, 
becoming the fourth agency in the 
past nine years. 

Doyle Dane succeeds Grey Ad- 
vertising Agency, which won the 


sistant advertising manager in Minneapolis, Morrie | account two years ago in a “Do- 

Dettman, advertising manager of the Datamatic di-| you - love - France?” competition. 

vision, Jack Eigenbrot and Jim Kilmer, both of Ait- | Agencies pitching for the business 
in 


1957 were told they should 
“know France, have a feeling for 


her history, culture, moods and 
personality.” 
Grey succeeded Benton & 


Bowles, which took over the ac- 
count from L. H. Hartman Co. in 
1952. 

The French tourist account is 
known on Madison Ave. as a “pres- 
tige, five-ads-a-year” job. When 
Grey was awarded the business, 

(Continued on Page 84) 


NBC-TV Wins 4 
Sherwood Awards 


New York, June 18—NBC-TV 
walked off with four of the seven 
Robert E. Sherwood television 
awards at the fourth annual pre- 
sentation here yesterday. Top prize 
of $5,000 went to “Made in Japan,” 
a CBS “Playhouse 90” drama, pre- 
sented by several sponsors. CBS 
received two of the awards and 
ABC one. 

The cash prizes were presented 
by Mrs. Eleanor Roosevelt, repre- 
senting the jurors. Established by 
the Fund for the Republic in honor 
of the Pulitzer Prize playwright, 
the prizes are awarded to the 
shows judged to have “dealt most 
dramatically and effectively with 
the subjects of freedom and jus- 
tice.” 

The other winning shows were: 
“Twenty Cent Tip” on the “Loret- 
ta Young Show” (NBC, Procter & 
Gamble); “Report from Alabama,” 
news department special (NBC, 
sustaining) ; “The American Stran- 
ger” of the “Kaleidoscope” series 
(NBC, sustaining); “Small World” 
(CBS, Olin Mathieson Chemical 
and Renault); “Bishop Pike” pro- 
gram (ABC, sustaining), and 
“Meet Mr. Lincoln,” special ‘Proj- 
ect 20” program (NBC, Lincoln 
National Life Insurance). # 


NATIONAL ~ 


SAMPLEBORD—Outdoor posters take on a new function—sample dis- 
pensing—June 22 when Sue Ann Food Products begins dispensing 
samples of its Cocktail Delight Cheese Chip Dip from a poster on 
East South Water St., Chicago. Trying it out are Milton Brav (left), 
president of Sue Ann, and Julian Jackson, Julian J. Jackson Agen- 
cy, Chicago, which handles the account. 


Advertising Age, June 22, 1959 


15 CBS Execs 
Get VP Badges 


New York, June 18—The vp as- 
sembly lines of Columbia Broad- 
casting System were working 
double shifts this week. 

Between them, CBS-TV stations 
division and CBS Radio division 
turned out 15 new veeps. The titles 
went to the general managers of 
the company’s 12 owned stations, to 
the two heads of spot sales and to 
the director of tv station services. 


® By territory, the new vps are: 
Chicago—H. Leslie Atlass, WBBM- 
TV, and E. H. Shomo, WBBM;; Los 
Angeles—Clark George, KNXT, 
and Fred Ruegg, KNX; Philadel- 
phia—John Schneider, WCAU-TV, 
and Joseph T. Connolly, WCAU; 
St. Louis—Eugene B. Wilkey, 
KMOX-TV, and Robert Hyland, 
KMOX; Boston—Thomas Y. Gor- 
man, WEEI; San Francisco—Mau- 
rie E. Webster, KCBS. 

New York, as headquarters city, 
contributed five to the list: Frank 
Shakespeare Jr.. WCBS-TV; Sam 
J. Slate, WCBS; Harvey Struthers, 
TV Station Services; Bruce Bryant, 
CBS Television Spot Sales, and 
Milton F. Allison, CBS Radio Spot 
Sales. + 


Outdoor Poster to 
Dispense Samples 
of Sue Ann Cheese 


CuHicaGco, June 16—The outdoor 
poster that dispenses samples 
comes into being next Monday, 
June 22, when Sue Ann Food 
Products Corp., Chicago, starts 
dispensing samples of its Cocktail 
Delight Cheese Chip Dip from a 
poster advertising the product on 
E. South Water St. here. 

The poster space, owned by 
General Outdoor Advertising Co., 
is novel in that pedestrians pass 
right next to it and can easily 
pick up little plastic packets of 
the cheese from a dispenser built 
right on the poster. T. J. Paisley 
Co., Medina, O., made the sample 
packets. 


s The board, tagged a Sample- 
bord, will be in test operation 
from June 22 through July 3, dis- 
pensing during the 11 a.m.-to- 
2 p.m. lunch rush. “If this test is 
successful, we plan to go coast-to- 
coast with our Samplebord pro- 
gram,” says Milton Brav, presi- 
dent of Sue Ann. 

The cheese being sampled will 
be one of five cocktail cheese fla- 
vors—onion, sharp, bleu, garlic 
and chive—that Sue Ann makes 
with Dariworld cheese. Sue Ann 
has an exclusive license to make 
this cheese (AA, Sept. 29, ’58). 

The Samplebord idea was 
dreamed up by Julian Jackson, 
head of Julian J. Jackson Agency, 
Chicago, the agency handling Sue 
Ann’s Cocktail Delight line. + 
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Ellington Named 
Northam Warren's 
Second Agency 


It Adds Odorono, Sage 
Line; Shares Ex-DDB 
Account with DCS&S 


STAMFORD, June 17—Northam 
Warren Corp. today split its ac- 
count between two agencies by 
naming Ellington & Co. to handle 
Odorono deodorants and Peggy 
Sage hand preparations. Combined 
billing on the two brands is about 
$500,000. 

Last week the company ap- 
pointed Doherty, Clifford, Steers 
& Shenfield to handie its $1,000,- 
000 Cutex account (AA, June 15). 
The entire Warren account had 
been at Doyle Dane Bernbach for 
the past year (AA, May 18). 

“In the past we’ve tried both 
consolidating and splitting the ac- 
count,” Richard E. Marsh, ad man- 
ager, told ADVERTISING AGE. “But 
we've decided it would be more 
beneficial to have one agency con- 
centrating on Cutex and its prob- 
lems and opportunities, and have 
another agency concentrating on 
Odorono and Peggy Sage and their 
problems and opportunities,” he 
said. 


# In all, the company interviewed 
18 agencies; then it narrowed the 
field to three for Cutex and three 
for the other part of the account. 
All the interviews were informal, 
and the final selections were made 
“mainly because of people,” Mr. 
Marsh said. 

“We asked them not to give the 
usual film and flip chart presenta- 
tion,” he said. “Instead, we had 
‘informal chit-chat conversations, 
telling each other about our re- 
spective companies. That way we 
got to know the people concerned. 
After all it’s people you end up 
working with, and you have to 
have people you can live with over 
the years.” 

Mr. Marsh said the company was 
impressed with the high caliber’ of 
all the agencies interviewed, but, 
he said, Ellington and DCS&S 
were chosen because they had 
people with the proper experience 

(Continued on Page 119) 


‘Researcher’ Ogilvy 
Tells How to Judge Ad 


Says His Standards 
Militate Against Creation 
of Distinguished Ads’ 


New York, June 18—David Ogil- 
vy, a somewhat dogmatic man 
when it comes to rules (AA, May 
13, °57), advances some new ones 
in a forthcoming book, “Art Di- 
rection/s,” to be published in the 
fall, at $10, by the publisher of 
Art Direction Magazine. 

The president of Ogilvy, Benson 
& Mather makes his rules for 
judging of art directors’ contests. 
They grew, he says in his fore- 
word, from an experience in judg- 
ing in which two art jurors found 
“50 highbrow layouts from the 
thousands submitted, and duly 
nominated them as the 50 best.” 
The third juror—Mr. Ogilvy—was 
a researcher, had access to knowl- 
edge not available to his fellow 
jurors, and concluded that “46 of 
the 50 advertisements selected by 
the two highbrow art directors 
were below average in their ability 
to communicate.” 


= Mr. Ogilvy says the following 
standards do “not militate against 


‘Don’t! the creation of distinguished ad- 


NOTICE!! 


ALL of the manufacturers’ list prices shown 


advertising are reproduced only for the purpose of identify- 
ing and clarifying the models of the nationally branded 
merchandise. All merchandise at Todd's three locations is 


sold everyday at low discount prices . . . 


always lower than manufacturers’ list prices. ev 
practically all of the sale prices shown in Todd’s advertising 


are reduced BELOW our regular, everyday 
This message is printed as a public service 


tion and protection of the general public in order to clear 
up any misconceptions about manufacturers’ 
which are not normal selling prices, but are used only for 
purposes of quickly identifying the many models produced 
by the various manufacturers. List prices shown on furniture 
—which are not established by national manufacturers— 
are set by our comparison shopper and the merchandise is 
evaluated against comparable current merchandise now 


selling in this area. 


TODD'S WILL CONTINUE TO BUY BIG AND 
SELL AT THE LOWEST POSSIBLE PRICES— 


—for the educa- 


FTC-PROOF? — This 
box is used in its 
newspaper ads by 
Todd’s, Washing- 
ton, D. C., appli- 
ance chain, to 
caution readers 
that national list 
prices are quoted 
for the purpose 
of identification 
only. It was 
drafted after re- 
tailers were 
warned that FTC 
regards national 
list prices as de- 
ceptive if they 
are not the usual 


in all of Todd's 


prices that are 
However, 


discount prices. 


list prices 


LOW PRICES YOU CAN TRUST! 


Retailers Ads 
Carry Disclaimer 
on List Prices 


Washington Appliance 
Sellers Say Prices Are 
‘for Identification Only’ 


WASHINGTON, June 18—With the 
Federal Trade Commission threat- 
ening to intensify its drive on de- 
ceptive price advertising, some 
Washington appliance chains have 
tried to head off trouble by putting 
disclaimers into their ads warning 
the public that manufacturer’s list 
price isn’t necessarily a measure 
of value. 

One of the _ biggest chains, 
Todd’s, is running a_ black-bor- 
dered box, which tells readers 
that manufacturers’ list prices have 
been reproduced “only for pur- 
poses of identifying and clarifying 
the models of nationally branded 
merchandise.” 

Another major discount dealer, 
Slattery’s, is using the phrase, 
“Comparative prices are manufac- 
turers’ list prices, listed for iden- 
tification purposes only.” 


s The appliance trade here has 
been in a turmoil over comparative 
price advertising for several 
months. Early in the year, the 
(Continued on Page 84) 


vertising.” 

In the first place, each ad starts 
with a score of 100. Then come 
deductions, as follows: 


“If the graphic technique ob-| 
trudes itself between the copy- 
(Continued on Page 56) 


Speed Queen Atlantic | 
Sets Ad-a-Day Push 
for Year in'N.Y. News’ 


New York, June 16—An ad a 
day for a full year will be placed 
by Speed Queen Atlantic Co. in 
the New York News starting July 
i. 

The campaign costs $111,000, ac- 
cording to the News, and it will 
embrace 366 insertions, aggregat- 
ing more than 30,000 lines. Each 
ad will be in preferred position, 
featuring a product of Hobart Mfg. 
Co., Kitchen Aid dishwashers, 
Gibson refrigerators and freezers 
or Speed Queen washers and 
dryers. 


Byrde, Richard & Pound Adver- 
tising is the agency for Speed 
Queen Atlantic. # 


prices in the 
area. 


Ziv PR Unit Offers’ 
Price List on New 
‘Short-Order’ Service 


Cuicaco, June 16—John Mar- 
shall Ziv Organization, pr wing 
of John Marshall Ziv Co., Chicago 
agency, today ran an all-type ad 
in the Chicago Tribune to promote 
a new no-retainer piecework ap- 
proach to company publicity. 

Instead of being based on the 
customary annual retainer, the 
Ziv plan puts publicity services on 
a functional basis. A list of “ap- 
proximate costs” includes the 
following examples: New product 
release to the trade, $250; new 
product release to the public, $500; 
feature magazine story, $750; cor- 
porate events publicity, $150; 
planning and conducting an open 
house, $500; invasion of a new 
market, $1,500; convention or 
trade show coverage, $1,000; or- 
ganizing an in-plant pr depart- 
ment, $5,000. Actual charges may 
vary somewhat from the estimates, 
Ziv said. 


es “Although many advertising 
agencies do a capable job on 
simple product publicity stories, 
it is unfortunate but true that 
‘free’ publicity done by an adver- 
tising agency is often worth just 
exactly its purchase price,” Ziv 
said. 

“All too many businesses are 
unable to make use of publicity 
and public relations techniques; 
yet these are the companies that 
need pr most,” Ziv said. 

“And yet the company that 
can’t justify an annual retainer 
still needs occasional pr service. 
To meet this need, the John Mar- 
shall Ziv Organization announces 
this totally new type of 
‘short-order’ service.” # 


3 


Ad Manager Can Enlarge Stature as 
Total Marketing Expands, NIAA Told 


‘Scientific ‘60s’ Will 
Alter Life and Marketing, 
Bell Tells Convention 


SAN FrRANCcIsco, June 17—Indus- 
trial advertising will become more 
important than ever in the years 
ahead, and the industrial adver- 
tising manager stands on the 


Chevrolet, Calo 


Win Ad Film Top 
‘Prizes at Cannes 


CANNES, June 
entries scored a sweeping victory 
here at the sixth annual Interna- 
tional Advertising Film Festival, 
| winning the two grand prizes—one 
for television and one for cinema 
| —and 14 other awards. 
| The festival, which closed Sat- 
| urday, saw a record number of 895 
advertising films entered from 20 
countries. The entries were about 
equally divided between films for 
tv and films for movie houses. The 
U.S. was represented by 90 films 
from 26 producers. 

The Grand Prix du Cinema went 
to a two-minute color film, “Chev- 
rolet Station Wagon,” made for 
Campbell-Ewald by Lawrence- 
Schnitzer Productions, a Holly- 
wood affiliate of Robert Lawrence 
Productions, New York. 

Although it won the top cinema 
award here, the Chevrolet film 
was originally shown on the Dinah 
Shore television show. The film, 
which has no dialog, shows how 
various members of a family “fall 
in love” with a 1959 Chevy station 
wagon. 

This is the first time in the 
history of the festival that an 
American film has won this award. 


s The Grand Priz de la Television 
went to “Tired Dog,” a Calo dog 
food commercial produced by Cas- 
cade Pictures of California for 
Foote, Cone & Belding. The film 
tells the story of an unhappy, 
tired dog who peps up after get- 
ting “a square meal—Calo dog 
food.” The dog wonders: “How do 
they get a square meal in a round 
can?” 

This is the first year the festival 

(Continued on Page 56) 


threshold of unusual opportunities | 


Miranda 
Guipe—Robert H. Fouke, official 


guides the NIAA organization development commit- 
| tee through a maze of by-laws. Listening intently 
|are M. Stephans Miranda, Dresser Industries, Dal- 


Fouke 
parliamentarian, 


committee, and 
NIAA, 


Freeman 


las, and outgoing NIAA board chairman; Willis Jen- 
sen, Rumrill Co., 


to increase his stature and impor- 
tance, the 37th annual conference 
of National Industrial Advertisers 
Assn. was told here this week. 
Built around the theme of 
integrated marketing and better 


NIAA Convention 


management of advertising and 
marketing skills, the program fea- 
tured a number of speakers who 
painted a rosy future for industrial 
advertising practitioners, but who 
warned that to cash in on that 
future would require a kind of 
management skill that is consider- 
ably different from that common 
among advertising men today. 


= The keynote was sounded by 


16—American | Robert S. Bell, president, Packard- 


Bell Co., Los Angeles. There can 
be no question, he said, that the 
next decade will be the “scientific 
60s,” with tremendous changes in 
life and marketing resulting from 
scientific advances. 

Electronics will deeply affect 
marketing and advertising, he 
said, because it will change the 
size and composition of the popu- 
lation by lengthening the life span, 
and will provide more and more 
leisure. 

Rattling off a couple of dozen 
“wonder” predictions of what will 
be accomplished during the next 
decade, Mr. Bell also predicted a 
great future for the television 
industry. There will probably be 
82,000,000 ty sets in use in five 
years, he said, with an annual 
replacement market of 11,000,000 
sets a year—compared with sales 
of only 5,000,000 sets last year. 


® At the Monday afternoon ses- 
sion, two speakers—Robert F. 
Dick, president of George Fry & 
Associates, and S. R. Bernstein, 
editorial director of Industrial 
Marketing and ADVERTISING AGE— 
pointed out the opportunities fac- 
ing industrial advertising men. 

Industrial companies are search- 
ing for individuals capable of doing 
the over-all coordinating job re- 
quired by the total marketing con- 
cept, said Mr. Dick, and this 
represents a tremendous oppor- 
tunity for the industrial advertis- 
ing man who can bring his com- 
pany the kind of thinking that 
total marketing implies. 


The big industrial need, Mr. 


Dick said, is for more carefully 
(Continued on Page 122) 


Jensen 


Rochester, head of the organization 
John Freeman, president of the 
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Philco Drive 


to Promote Its 
Portable Safari 


PHILADELPHIA, June 16—Philco 
Corp. will use a b&w spread in The 
Saturday Evening Post July 25 to 
kick off a major magazine cam- 
paign this summer and fall boost- 
ing its two tv receiver innovations 
—its Safari portable tv (described 
as the industry’s first true portable 
on the market) and its Predicta 
separate-screen tv sets. 


s In what Philco’s tv and radio di- 
vision ad manager, John Kelly, 
describes as a “mass plus class” 
media lineup, the schedule includes 
American Home, Better Homes & 
Gardens, Farm Journal, Ladies’ 
Home Journal, Life, Progressive 
Farmer, Reader’s Digest, Sports II- 
lustrated, The New Yorker and 


Time. 

The Wall Street Journal, which 
carried the Safari announcement 
/ad June 8, will be used later. 


® Philco’s tv receiver ad approach 
this year leans more toward maga- 
zines than in previous years (AA, 
| Jan. 19), according to Mr. Kelly. 
The company also plans to use 
more b&w to provide scheduling 
flexibility and b&w photo drama. 

Network tv plans for the rest of 
the year are limited to the Miss 
America Pageant telecast, from At- 
lantic City, probably on CBS-TV 
as before. No additional spectacu- 
lars, like its “Meet Me in St. 
Louis,” are slated this year. 

Following the selection of Miss 
America, Philco will take institu- 
tional space in some 325 newspa- 
pers around the country to promote 
the national beauty queen. This ef- 
fort will be augmented by radio 
and tv ads and direct mail. 


® The Safari is being shown to ap- 
pliance dealers at the International 


Home Furnishings Market in Chi- 


cago this week. 

The receiver weighs about 15 
Ibs., is about 16%” high and looks 
/somewhat like a camera with a 
| front visor. It operates on 21 tran- 
sistors plus a 7%-volt battery, 
made for Philco by Eveready Co., 
that costs $5.50 and powers the 
unit, with rechargings, for about 
80 hours. The Safari can also be 
played on standard AC current. 

The picture tube is actually a 
2” tube, facing upward. A 45° re- 
flector projects the picture forward 
and expands it to “approximately 
the same size as a 14” picture 
tube,” Philco says. 

The Safari, now being distrib- 
uted nationally, sells for $250 with- 
out the battery. 


® Sharing the ad billing with Sa- 
fari in the first ads of the new 
magazine series will be the Pre- 
dicta 17er, a line of six small cab- 
inet receiver units with the sepa- 
|rate Predicta screen, introduced a 
year ago. 

Batten, Barton, Durstine & Os- 
born handles the account. + 


68,678 tamilies*, who buy 14% of all general merchan- 
dise sold in the Puget Sound Circle, will never see your 
ad if it appears only in Seattle newspapers 


*68,678 families in the important Tacoma Market read the Tacoma News Tribune and not a Seattle newspaper 


QUICK FACTS: The Tacoma Market is separate and distinct from the ad- 
joining Seattle Market. Tacoma’s Metro Area has a population of 324,200, 
spends $44,624,000 yearly for General Merchandise and has a spendable 
income of $561,470,000. The Tacoma News Tribune is the only newspaper 
with merchandisable coverage in the Tacoma Market . . . delivers more 


than seven times the combined circulations of the Seattle dailies in this‘area. 


Ask the men at SAWYER-FERGUSON-WALKER COMPANY, Inc. 


New York «+ Chicago «+ 


Philadelphia « 


Detroit + Atlanta « 


Los Angeles « San Francisco 
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Highlights of This Week's Issue 


Minneapolis-Honeywell held its ninth annual mer- 
chandising conference at Lake Couchiching in Canada 
to talk over how to improve the use of its $4,500,000 
annual ad budget with its ad managers and agen- 
I Ce ae I ID iivsctsisscnvctetunceinsvcctstaancatszel Page 2 


NAB's tv code board pushes its fight on 
hemorrhoid remedy ads into mopping 
up stage and embarks on several new 
enforcement projects, including a plan 
to consult advertisers and agencies 
about other personal product commer- 
cials 


The 1960s will be a golden era for U. S. 
and Canadian business, if war, bung- 
ling, depression don’t intervene, Amer- 
ican Marketing Assn. is told at annual 
convention 


The Society of the Plastics Industry 
launches nationwide newspaper and ra- 
dio campaign to educate public on “the 


proper and improper” use of plastic 
a a an Page 1 
French Government Tourist Office 


switches its account from Grey Ad- 
vertising to Doyle Dane Bernbach Inc., 
which also handles the advertising for 
the Israel Tourist Office Agen- 
cy 


Sue Ann Food Products Cerp. will put 
into operation an outdoor poster in 
downtown Chicago which will dispense 
free samples of its Cocktail Delight 
Cheese Chip Dip . 


Washington flare-up over ‘the munitions | 


lobby” advertising may spell doom of a 
move under way for many months to 
liberalize government's attitude toward 
magazine and newspaper advertising of 
defense contractors 


Pat Weaver returns to the agency busi- 
ness with his appointment as chairman 
of the board of McCann-Erickson Corp. 
(International) ; Armando Sarmento 
moves up to be president of the same 
group 


Industrial Advertising will become more 
important in the years ahead and the 
industrial ad manager faces unusual 
opportunities to increase his stature and 
importance, the 37th annual conference 
of the National Industrial Advertisers 
Assn. is told 


David Ogilvy, head of Ogilvy, Benson & 
Mather, sets forth his rules for judging 
art directors’ contests in new book to 
be published in the fall by Art Direc- 
EE, TOD scecinnnnprinsrincsscnpicvessincteneie Page 3 


American entries score sweeping victory 
at the sixth annual International Adver- 
tising Film Festival, with Chevrolet 
and Calo dog food winning two top 
prizes—Chevy for a movie ad and Calo 
for a tv ad 


claiming manufacturers’ 
aren't ily a 

in move to stave off action by Federal 
Trade Commission 


Speed Queen Atlantic Co. starts an ad a 
day for a full year schedule in the New 
York News starting July 1 


Small bakers tell Senate anti-monopoly 
subcommittee that advertising by the 
big bakers helps jack up prices ....Page 6 


Look at the whole world as your market; 
don’t be shy about tangling with your 
foreign competitors, Bradley Fisk, dep- 
uty assistant secretary of commerce for 
international affairs, tells the Export 
Managers Club of Chicago ............ Page 19 


Bert Lahr sues Lestoil Inc. for $500,000 
damages charging that a tv commer- 
cial tried to trade on his ‘‘unique”’ style 
of delivery without his knowledge or 
permission 


$471,298,000 was spent last year by drug 
and toiletries manufacturers to adver- 
tise in major media, annual “brand-by- 
brand” compilation by Drug Trade 
News reveals 


House committee on interstate and for- 
eign commerce reports it favors fair 


trade legislation sponsored by Rep. 
Oren Harris (D., Ark.), its § chair- 
ID. sawivinncessersainichiecineensitimeninminsse Page 24 


Porcelainize petitions FTC to rescind old 
cease and desist order saying it ean’t 
Say its auto wax has no abrasive be- 
cause its product has been changed so 
that it isn’t abrasive .... Page 26 


Theatre-screen Advertising Bureau offers 
film to promote movie theater adver- 
tising as a medium Page 43 


Newspaper r.o.p. color linage in April 
was 13,866,321 lines, a gain of more 
than 25% above color linage reported 
Oe Ge UE eetineetiivincctennsrioninnns Page 43 


Scott Publishing Co.'s suit, with aid of 
other newspaper publishers in the state 
of Washington, against the Interna- 
tional Typographical Union and other 
defendants, moves aé_ step. nearer 
WISIN \dsicesinccisisticbhiiadhabiianienpbeptsnasannsesa Page 46 
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Outdoor Advertising Inc. distributes 
“1958 Poster Annual,” a collection 
award-winning posters Page 


FIGURES TO FILE 


Spot TV Advertisers, ist 
UITUINEE  shstepnapantigabbeteoneescsetenen Page 86 

Consumer Magazine Advertising 
BUI  desensctenanscthadiareceanincinseend Page 96 


REGULAR FEATURES 
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A happy heart comes from a well done job. 
We are America’s finest photoengraving plant 


for letterpress and gravure. 


Collins, Miller & Hutchings Nc. 
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A message to advertisers about THIS WEEK Magazine: 


“TN THIS WEEK Magazine we find the ideal combination of suppliers 


pre-selling their products to the consumer and giving retailers a special reason 
for tying in with their own advertising and merchandising support. We witness 
every day the movement of more goods across the grocers’ counters as a result 


of advertising appearing in THIS WEEK.” 
Cat 


D. P. Lloyd, Chairman, Executive Committee 
Cooperative Food Distributors of America, Chicago, Ill. 
(24,000 stores. $8,000,000,000 annual volume) 


To Move Goods Fastest... Buy The Big One Thi 
CIRCULATION MORE THAN 13,000,000 


Ss Week 


MAGAZINE — 1+... 


iar = vs ee el ¥ 5 ae 1 i  - “ae Mpg: Pl We he jet” se ae ee irs 
ea ‘a chem ge eh ae des pega. fe a Ra Es oe : mf z re = * ed autre te Leer. h 
- Wa eae «5 RR RIE ace 00s apa le. Ge RS age SAR eM in ia. Si cl ascii a: ge f alanis a ee neo oes: Leads: st eee eres mae 
eS. eee = ES ER NS tei 9 Poe se i ona mrt rete: RE ee te eee heer ee RGAE _ er ee eee te Sara ¥ : 
Pia = a = be A eer haste Nik oR I ae Laer sal Tee al area ne pet pets ed y Fai sin ha, Wee 2 Sh =. ar te z e te res iz : 
aie — A oe ea ene Roa OPA gs eee Re Mia ly DAN fp Reg Ch f Be Oe ae So 9 YS at ee ee od cl, va ed eee meh wh 
Pe a ae i ee Bones kg me Be he es i eet a SS 
d 
' 
{ a vere pate eai . 
SED) 7 : i 
{ a. “a > 
i » ———— : 
A , Wik: = 
Yo. i, fw ‘WA: 
: Uy # w \ ; 
Y/ w “TR ; 
: . oo = Bes wy \ e 
i i > N \ \ 3 
“3 mm ” 
f % m h \\Y SN ; 
' “ Ny : 
= ia ; 
i i {7 \ Bg : 
| } 4a) Bsiiiis: Bis 
iP Bi RR 
ioe hat } pest H I 
‘* Nl : 
' \ ay sie 
; a ” > “ 1 3 BN . : 
Wei ae hae Ss: - : 
‘ ite HiT) 43 . cox. 2S a ume’ S 3 
: “ >: po =: lil és ri 
. ’ ., aa Bees wy 7) 2 
Ss; Wy Sa es. dA a F FH 
SS { ; = i hit — ‘ 4, z 
: oF Hin . —_— — ro © a GY | Z ; 
’ Vidi il y ae a a. ’ tT eae J ree ii) & 
eee? ; ia a Dy A ee ae 
. ¥ \ _ tio. ia ee 
| So 3 \ cei | RY \: ot 
Re EST eS aay a r \ SSS3hc00-. | 
\ ) tte - y eae /// S, 
\ er os | aN file 
; : * \ tf —- OW Hy \\ RS f 
; \e \ ‘ P. » a Be |< “=. yf 3° re 
‘ he wt ig 7 ug 1 / ; 
‘ \\ a m 4 = 3 
? ‘ BN se Sa g 
&. M0) <i Se " we = 
! . iii, \ i 1 i eS oo xs #) Ps = Di ; 
oo ae Fe — = 7” f 
“as AN \\ Ba, Re . e + H : 
Ys NY if TY \: s | 
YY ‘ = aN a) 7, | ; 
4 mM \\\\ oy BS Poems. a | : 
MN: F ’ cs be Hh 
Wy sik; ¥ ‘4 * 4 ; my i) " 
, ‘ \ we a all o. dj 4 ! ah ‘i 
\ ame oe < 4 Wee 
| \ ¥ \ Re hy AER A Sw nt 
\ NS Mei “ ‘ae Ya: = aye 
SS % ; ig e Wy 
SS bi “SS = y 
‘ a \ . \ y 7 7 : s m : a FL oe yy 
RS Rs. ‘& lille ~ e 5 
; Ce Sa. =. = =e Y 
yy Ry Ait es SS SS en Jeete J 
Z a } NS : SN ‘ Ca 
AN\ ehh a SS Se iis : 
{ a) \ea BOSS Si 2 oe az wh 
AA WA\\ a SSS SSS - ____ ; 
a i 4 | \\\ \\\ gee a Py : hi .. i Page 7 y ‘4 yf \) . 
LE A  \"\\"\ ae 33 Si = a ak Mg CSS , 
Fi adil BAN SNS sales SEE “ute fa es WS : . . 
2 si ww eae S Re Ve acer TG ee {ees . : 
We ". ae S eee; re Wee \ ae ’ 
wh A We. ——S i —— 
F ‘ ely \ ae | 
A NN | ! 
Yow \ N i) he 
ON Ow \ fee Bese ; 
$ \* N } in 
: NN W I | Wet)! 
Lat % WX Sie | i | { Yul y t , 
w s, \\ § | ul A 3 
FO AN I a ts hf 
Ra. \ a | ts HW 
YN NS \\ ifs \ ft Ni Mj 
AMA \ : \ Pia | 
WA SAN \ \\ a ; 
, RB \\ : tie 
Las NG 
Ws, | : N yy 
Dos, : \ 
wy \ | 
WY 4 - WY 
| WK NT A 
: ~ \ \ we fa oN ‘a 
aves Ba \ 
REN 
“a Y 
YN 
4 be " 
| ee | 
, ’ 
* 
ee 


This Week in Washington 


Senators Again Hear Ads-Hike-Price | pendents have joined in promoting 


Charge-This Time 


By Stanley E. Cohen 
Washington Editor 
WaAsHINGtTON, June 18—In the 
past 10 years bread prices have 
gone up twice as fast as other liv- 
ing costs, while the farmer’s share 
of the bread dollar has dropped 


from Small Bakers 


|last fall with a report which sug- 
gested that ad costs add more to 
the price of autos than they save 
by fostering mass production. Now 
the committee wants to know 
whether advertising and other dis- 
tribution costs are promoting the 
emergence of a more dominant 


from 30% to 16%. 

Under the circumstances, it is | 
hardly surprising that the Sen- 
ate anti-monopoly subcommittee | 
perked up at testimony this week | 
that advertising costs of the “big 
four” among the bakers are up| 
127.6% since 1950, and the ad costs 
of the leading independents up 
64.7%. 

This same anti-monopoly sub- 
committee under Sen. Estes Ke- 
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HARRY SMART, vice president 


Blair-TV's Chicago office, one of ten offices 


providing a fast efficient ser 
tising throughout the United 


A NATIONWIDE ORG 


W-TEN— 
Albany-Troy-Schenectady 
WFBG-TV — Altoona 
WJZ-TV — Baltimore 
WNBEF-TV — Binghamton 


WHDH-TV — Boston 


i, 
eT ee 


“big four” in the baking industry, 
and adding to the price of bread. 


8 A spokesman for Quality Bak- 
ers of America, an association rep- 
resenting leading 


has given nationally advertised 
brands a tremendous advantage 


over local brands. Before tv, he |Continental, the biggest of the 
said, “independents generally could | “big 
fauver (D., Tenn.) stirred a fuss|compete effectively. Now tv pro-| which was approximately 5%. 


Ss 


ae 


0 red 


on the power of 


resentation is a 


, has charge of 


vice to Adver- 
States 


ANIZATION 


WBKB — Chicago 
WCPO-TV — Cincinnati 
WEWS — Cleveland 
WBNS-TV — Columbus 
KFJZ-TV — Dallas-Ft. Worth 
WXYZ-TV — Detroit 


| vides tremendous impact, and it is 
very costly for independents.” 
To meet this situation, 105 inde- 


the Sunbeam brand of the Quality 
Bakers of America. Nevertheless, 
the “big four” are getting effective 
advertising for an average of only 
0.46¢ per loaf, while the independ- 
ents are spending 0.72¢. 

“It is usually said that competi- 
tion and advertising reduce costs,” 
commented one Senate committee 
staff member. “Would you say that 
in the case of bread, competition 
in advertising, packaging and the 
handling of sales has actually in- 
creased prices?” The answer from 
Mr. Graf: Yes. 

As spokesman for the independ- 
ents, Mr. Graf contended his people 


independents, |clobbering” from one of the “big 
George N. Graf, reported that tv | four.” Normally, he said, a bakery 
|spends 3% to 4% of its sales for 


Their advertising decisions 
demand up-to-the-minute data on 
markets and stations — data 
instantly available through Blair- 
TV’s Chicago office. 

Blair-TV operates on this basic 
principle: that alert, informed rep- 


only to stations but also to all Ad- 
vertising and to the businesses de- 
pendent on it for volume and profit. 


live in fear of an “advertising 


advertising. In 1957, however, 


four,” spent $15,600,000, 


“If Continental spent 3% for ad- 


vertising, it would use only $9,- | 


000,000,” he observed. “That 
would still leave $6,500,000 to slug 
or clobber one or half a dozen 
markets at a time and for short in- 
tensive periods.” 


The Federal 
FCC Salutes 
Broadcasters tions Commission 
marked its 25th 
anniversary by issuing a greeting 
to all who have contributed to the 
development of broadcasting— 
which presumably includes the ad- 
vertisers and the agencies which 
underwrite the cost. 

The greeting described the con- 
tribution which radio and tv have 
made in bringing information, edu- 
cation, religion and entertainment 
into our homes and declared: “The 
commission salutes not only those 
who have made possible the phe- 
nomenal telecommunications ac- 
complishments of the past quarter 
century, but also those who are 
working on still bigger things to 


made up of 


Spot Television. 
are located 
greatest ma 


In its area 
stands as a 
service vital not 


WABC-TV — New York 
WOW-TV — Omaha 
WFIL-TV — Philadelphia 
WIIC — Pittsburgh 
KGW-TV — Portland 
WPRO-TV — Providence 


Memphis 


uce selling- 


In their continual drive to reduce 
costs of distribution, the midwest’s 
great food companies rely heavily 


hsts 


From the first, our list has been 


stations and markets 


we felt in position to serve most 
effectively. Today these stations 


in 26 of America’s 
rkets. Together they 


cover 56 percent of its population, 
virtually 60 percent of its effective 
buying power. 


, each of these stations 
powerhouse of selling 


force. To help advertisers and their 
agencies make most profitable use 
of that force, is the constant ob- 
jective of our entire organization. 


ae 
LAI R WV AT THE SERVICE OF ADVERTISING 


KFRE-TV — Fresno 
WNHC-TV— 
Hartford-New Haven 
KTTV — Los Angeles 
WMCT— 
WDSU-TV —New Orleans 


KGO-TV — San Francisco 
KING-TV — 
Seattle-Tacoma 
KTVI—St. Louis 
WEFLA-TV — 
Tampa-St. Petersburg 


Communica-| 
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| come.” 
Acting anti-trust 
Fair Trade chief Robert 
_Called Subsidy Bicks came up 
with a new argu- 
ment when he went before the 
Senate committee on interstate 
and foreign commerce this week 
to reiterate the administration’s 
opposition to a federal fair trade 
law. “Fair trade,” he said, “seems 
akin to a federal subsidy. The 
amount of the subsidy would be 
fixed by private manufacturers or 
processors, and the subsidy would 
be paid, almost like a sales tax, by 
the American consumer.” 

Under strong pressure from or- 
ganized retail groups, the Senate 
committee is considering a bill 
making it a federal offense for re- 
tailers to sell below the fair trade 
price of a nationally advertised 
product. A similar bill already has 
cleared the House committee on 
interstate and foreign commerce, 
despite warning that at least four 
influential federal agencies will 
urge a veto in the event it passes. 

Mr. Bicks repeated an argument 
he used last year when he testified 
on fair trade before the Senate 
small business committee: That 
fair trade plays into the hands of 
|chains and mail order houses. 
\“They put out products under 
their own private brands and un- 
dersell retailers handling national- 
ly advertised brands,” he con- 
tended. 


Rep. William G. 
|'Defense Ads_ Bray (R., Ind.), a 
Hit as ‘Colored’ member of the 
House armed 
services committee, complained 
about defense contractors who use 
| high pressure publicity to generate 
| public support for the weapon they 
|are making. He told of an incident 
|involving a tv show publicizing a 
new missile, which produced hun- 
dreds of letters demanding that 
| the government step up production 
of the missile. 
| Actually, he said, this weapon 
was still in a developmental stage 
and has only been fired three times. 
“Even now,” he added, “it is still 
too soon to know whether the bugs 
are out, and whether it ought to be 
stockpiled. 

“We have many reliable manu- 
facturers who are doing a magnif- 
icent job for national defense and 
|not resorting to highly-colored ad- 
vertising,” he commented. “We al- 
so have manufacturers who, to jus- 
tify their sales, while doing a great 
job for defense, are resorting to 
_hysteria advertising to sell their 
products. 

“As is often the case in sales- 
|manship, the poorer the product 
| being sold, the greater and more 
| glowing the claims deemed neces- 
|sary to sell the product.” + 


pare Takes Leave from EWRR 

George F. Drake, vp and creative 
\director of Erwin Wasey, Ruthrauff 
& Ryan, Chicago, has been granted 
/an indefinite leave of absence, ef- 
fective July 1. Mr. Drake, who has 
|been with the agency nine years, 
| will continue to serve EWRR as a 
|creative consultant. He requested 
|the leave in order to devote more 
time to independent creative writ- 
ing. The agency will name some- 
one to handle Mr. Drake’s duties 
next week. 


McGraw-Hill Boosts Callaham 

John R. Callaham, chief editor 
of Chemical Engineering, has been 
named vp and editorial director of 
the publications division of Mc- 
|Graw-Hill Publishing Co., New 
| York. He succeeds Ralph Smith, 
who will retire Sept. 1. 


fe 7 2. WESTERN HORSEMAN 


VV HE WESTERN HORSEMAN 


4 Readers Own 720,776 
“7h 


, Head Horses, 
Ae 7,600,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 
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Once, the word was not spread freely around. It was 
graven in stone, or etched in the mind. On the record 
it was fixed and immutable, but in moving across the 
land, the fidelity of the message hung by the thread of 
memory. Then man invented type that could move, and 
a press that could duplicate, and the message sprung 
from a thousand sources where once it had but one. To- 
day, as the machinery of ideas keeps pace with thought, 


the problem is primarily one of preserving worth and 
meaning. In antiquity, the right message could, through 
accident, be distorted or blurred. Today, the wrong 
message with fidelity, ironically can be preserved. It is 
a challenge for all who spread a message, that depth of 
reason and soundness of thought match the scope of 
communication. To advertisers, the agency dedicated 
to this deeper dimension offers The Competitive Edge. 


WARWICK & LEGLER, INC., ADVERTISING 875 PARK AVENUE, NEW YORK 22, NEW YORK 
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Strike Closes K. C. 
Dailies as San Jose 


Newspapers Resume 


Kansas Crry, Mo., June 19—The 
same day that a 124-day strike at 
the Mercury and News, San Jose, 
Cal., ended yesterday, another ma- 
jor newspaper strike hit here when 
some 400 printers of the Kansas 
City Star and the Kansas City Kan- 
san walked off the job last night. 

The Kansas City strike leaves 


' BOYS | GIRLS! Enter KRAFTS Naming Contest! — 


1S LIFE-SIZE 
WIN TO SPACE SHIP! 


BLAST OFF—Kraft 
is touring the 
country with a 
life-size training 
space ship made 


idle Missouri's three major dailies | 


in its two largest cities. The St. 
Louis Post-Dispatch and Globe- 
Democrat have been shut down by 
some 40 striking stereotypers and 
15 apprentices since June 10. 

The Kansas City Kansan, a 
Stauffer newspaper, is printed in 
Kansas City, Kan. 


| 


| 


® The 124-day strike at the San) 


Jose Mercury 
longest strike in the history of the 
stereotypers union,” according to 
Francis Carey, chairman of the 
strike committee—ended when 
stereotypers accepted an offer that 
included a wage settlement of 
$124.10 for a 35-hour week. 

At the same time, a 47-day-old 
strike against the Mercury and 
News by the Newspaper Guild of 
San Jose also ended with a con- 
tract providing for wage increases. 

The San Jose dailies will resume 
publication next Tuesday morning. 
During the 47-day ANG strike, 
guild members put out a strike 
newspaper called the San Jose Re- 
porter. 

Neither the Star nor Kansan is 
printing editions today. The strike 
reportedly came over issues of 
hours and pay. Negotiations had 
been under way several weeks on a 
printers contract, which expired 
Oct. 1. The Kansan’s printers could 
negotiate a separate contract, but 
they decided to go out with the 
Star printers. 


s Meanwhile in St. Louis, a meet- 
ing has been called for 1 p.m. to- 
day for further negotiations be- 
tween Post-Dispatch management 
and the stereotypers. Both news- 
paper management and the union 
have filed charges with the Na- 
tional Labor Relations Board unit 
in St. Louis. A report may be sub- 
mitted to Washington early next 
week, where the Post-Dispatch said 
it will receive “top priority.” 

The St. Louis Globe-Democrat, 
which is printed on contract by the 
Post-Dispatch, will remain idle as 
long as the Post-Dispatch is struck. 
The Globe-Democrat resumed pub- 
lication June 1 after a 99-day 
strike by the St. Louis Newspaper 
Guild, # 


Y&R Names James Wilkerson, 
Edward Bond Senior VPs 
Young & Rubicam, New York, 
has named James P. Wilkerson 
and Edward L. Bond Jr. senior 


James Wilkerson Edward L. Bond 


vps. Mr. Wilkerson, formerly vp 
and account supervisor, becomes 
director of the international divi- 
sion. He will report to Harry En- 
ders, exec vp, who formerly served 
as international division director. 

Mr. Bond, with Y&R since 1946, 
will continue to direct the contact 
department. 


‘American Baby’ Moves 

American Baby Inc., New York 
publisher of American Baby, has 
moved to new quarters at 400 
Madison Ave, 


and News—“the | 
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by Aerojet-Gen- 
eral Corp. After 
the runends 
Aug. 19, Kraft 
will run ads in 
Metro, Puck and 
independent 
comics sections 
plus the Dell 
Comic Group 
and on tv offer- 
ing the ship as 
the prize in a 
contest for kids 
to name its 
new Jet-Puffed 
marshmal- 
lows. Foote, Cone 
& Belding is the 
agency. 


TV Nets’, Stations’ 
Revenues Topped 
$1 Billion in ‘58: FCC 


(Continued from Page 1) 

to commission data. With expenses 
up 9.6%, net income before taxes 
was 7.4% better than 1957. 

Meanwhile FCC reported reven- 
ues of seven radio networks and 3,- 
178 stations managed to equal 
1957 despite further losses in in- 
come from sale of network time. 
Radio’s net before taxes slipped 
30.9% to $38,100,000, the lowest 
since 1946. 


s Revenues of tv networks and 
stations reported by FCC included: 
$424,600,000 for network time 
sales, a 7.7% gain; $345,200,000 for 
national and regional spot sales, a 
14.9% gain; $181,100,000 for local 
time sales, a 4.1% gain. The re- 
maining $79,100,000 was for talent 
and other services, and was a 9.2% 
gain. Expenses added up to $858,- 
100,000, an increase of 9.6%. 


s Total revenues of radio stations 
and networks from sale of time 
was $538,700,000, three-tenths of a 
per cent more than 1957, but ex- 
penses were up 4.4%. Local time, 
which is radio’s biggest money 
raiser, brought in $320,200,000, up 
1.1%; national and regional time 
totaled $172,000,000, up 1.5%. Net- 
work time dropped another 8.1% 
to $46,500,000. 

With radio-tv stations receiving 
$1,550,000,000 for time, talent and 
services, final figures for 1958 will 
probably show advertisers spent 
well over $2 billion in broadcast 
media. In 1957, FCC reports show 
that in addition to expenditures 
with networks and stations, agency 
commissions added $204,000,000 to 
broadcast industry expenditure 
totals, and purchases from inde- 
pendent talent agencies and pro- 
gram producers another $248,000,- 
000. # 


‘Institutions’ to Use Split Run 

Institutions Magazine, Chicago, 
will publish its July issue on a 
split-run basis. All magazines for 
mailing west of the Mississippi 
River will carry an insert for 
Crown Zellerbach Corp., San 
Francisco; all copies mailed east 
of the Mississippi will carry an in- 
sert for Precision Metal Products, 
Miami. 


Dial Finance Names Doner 

Dial Finance Co., Des Moines, 
has appointed the Chicago office 
of W. B. Doner & Co. to handle 
radio advertising for its local 
branches. Dial previously had no 
radio advertising. 


FCC Confirms It 


Will Call Agencies 
in TV Program Probe 


WASHINGTON, June 18—The Fed- 
eral Communications Commission 
officially announced today that ad- 
vertising agencies have been called 
to testify at the tv programming 
hearings, and that the next sessions 
are scheduled to begin in New 
York on July 7. 

Last week several advertising 
agencies told ADVERTISING AGE they 
had been asked or instructed to ap- 
pear at a hearing in New York. But 
FCC staff personnel said there was 
still a possibility the hearing would 
be held in Washington (AA, June 
15). 

The commission’s announcement 
today did not indicate the number 
of days of hearings that are sched- 
uled at this time, or the list of 
witnesses. It said only that “the 
sessions will take testimony and 
receive evidence from representa- 
tives of various advertising agen- 
cies and others.” 


s “This investigatory proceeding,” 
FCC said, “is concerned with the 
policies and practices pursued by 
the networks and others in the ac- 
quisition, ownership, production, 
distribution, selection, sale and li- 
censing of tv programs, and the 
reasons and necessity in the public 
interest for said policies and prac- 
tices.” 

Five specific issues listed by FCC 
include: 


1. The extent to which networks 
or others control or seek to control 
tv programming. 


2. The extent to which network 
ownership or control of program- 
ming is desirable in the public in- 
terest. 


3. The extent to which networks 
exclude or seek to exclude pro- 
grams in which they have no fi- 
nancial interest from access to the 
network tv market. 


4. The extent to which networks 
demand a proprietary interest in 
independently produced programs 
as a condition precedent to exhibit- 
ing such programs on the network. 


5. Participation of networks or 
persons owned or controlled by 
networks in the acquisition, owner- 
ship, production, distribution, se- 
lection, sale and licensing for tv 
syndication or non-network tv ex- 
hibition. 


six top agencies told ADVERTISING 
AGE they were asked or ordered to 
appear. At least one agency, Young 


|& Rubicam, agreed to appear only 
after it was subpoenaed. # 


In New York last week, at least | 


Telemeter to Start 
Pay TV System in 
Toronto in Fall 


TORONTO, June 17—International 
Telemeter Co. will begin construc- 
tion soon for the first Telemeter 
wired pay-television system here, 
with public demonstrations sched- 
uled for fall. 

Louis A. Novins, president of 
Telemeter, said in Los Angeles that 
the company will announce its 
first U.S. market “in the near fu- 
ture.” 

The Canadian operation will be 
handled by Trans Canada Teleme- 
ter, a division of Famous Players 
Canadian Corp. International Tel- 
emeter and Famous Players are 
both affiliated with Paramount 
Pictures Corp. 

Telemeter units, already in pro- 
duction, will be installed in at least 
5,000 Canadian homes during the 
fall and winter, with the eventual 
aim of full Canadian coverage, 
Famous Players said. 


# Mr. Novins said Telemeter will 
not take advantage of a recent Fed- 
eral Communications Commission 
permission to allow over-the-air 
pay tv tests in major markets. 

“We believe that, under prevail- 
ing conditions, the economics of a 
wire pay tv system offering three 
channels are much more favorable 
than a broadcast pay tv system on 
one channel—certainly during the 
initial growth stage,” Mr. Novins 
said. 

For example, he said, the cost of 
showing two movies on one night 
on one Los Angeles station would 
average $7,400. To duplicate the 
three Telemeter channels would 
triple that cost, and compared to 
that, wire costs are “virtually noth- 
ing.” 

Mr. Novins added that a wire tv 
system now has a lower economic 
break-even point than broadcast, 
but that when saturation makes 
broadcasting more popular, the 
Telemeter system can be convert- 
ed easily. + 


Western Family Inc. 
May Sell, Refinance 
Its Two Magazines 


GLENDALE, CAL., June 18—An an- 
nouncement is expected soon— 
possibly next week—on the future 
of Western Family Inc., publisher 
of Western Family, store-distrib- 
uted magazine, and Western Out- 
look, a newsstand magazine which 
was launched last February. 

Dana Tasker, publisher, told Ap- 
VERTISING AGE rumors that the 
company will fold are “prema- 
ture,” but said negotiations are un- 
der way for sale or refinancing of 
one or both magazines. 

Mr. Tasker, who became pub- 
lisher July 15, 1957, said Western 
Family has been walking a finan- 
cial tightrope since 1954, when it 
suffered substantial loss of ad vol- 
ume. 

Despite this, Western Family 
has maintained a circulation of 
about 1,000,000 through 2,800 food 
markets in the West. In September 
of last year the magazine picked 
up in ad volume, a rise which 
continued through February. In 
March a decline started, which has 
persisted through the June issue. 
Future bookings indicate the de- 
cline will continue, Mr. Tasker 
said. 


@ The publisher said advertiser 
acceptance of Western Outlook has 
been good, but circulation (about 
50,000) has not met anticipated 
copy sales of about 75,000. + 


Engel Joins Schneiderman 

Robert L. Engel has joined Harry 
Schneiderman Inc., Chicago, as an 
account executive. Mr. Engel was 
formerly with Biddle Advertising 
Co., Chicago. 


Cigaret Makers 
End Old Taboo, 
Test Premiums 


New York, June 18—If you’ve 
been coveting the Newport ashtray, 
you may soon have a chance to 
own one for a buck and ten empty 
Newport wrappers. 

P. Lorillard Co. expects to start 
a test operation in several north- 
eastern markets within the next 
few weeks in which the spinnaker- 
shaped ashtray will be offered to 
viewers of the “Arthur Murray 
party” for a self-liquidating $1 plus 
the ten wrappers. 

The ashtray has been used as a 
prop in Newport commercials seen 
on the show and some viewers 
have been writing in asking where 
they could get an ashtray. 

This latest venture by Lorillard 
points up the company’s activity in 
the premium field. For better than 
a year now, Lorillard has been 
giving away free cigaret lighters 
to carton purchasers of Kent or 
Newport cigarets. When Newport 
first came on the market, in the 
summer of 1957, Lorillard gave 
away caps to purchasers. 


= Among the other companies, R. 
J. Reynolds Tobacco Co., Winston- 
Salem, for the past year has been 
offering cigaret lighters to match 
its cigaret packs. The customer 
sends in ten packages of Camels, 
Winstons or Salems plus 50¢ to re- 
ceive a lighter bedecked with the 
trademark of his favorite Rey- 
nolds brand. 

The premiums are promoted by 
store displays only, and they are 
handled entirely by the company. 
The response has been “very good,” 
and the promotion will probably 
be continued for several months, 
according to Howard Gray, Rey- 
nolds ad manager. 


® Periodically, Philip Morris has 
given away lighters and other pre- 
miums at industry conventions. 

Among the significant aspects 
of this trend in the cigaret business 
is the feeling by industry observers 
that this type of giveaway or pre- 
mium no longer tends to cheapen 
a brand’s stature. Not too many 
years ago, no major company ex- 
cept Brown & Williamson would 
be caught with premiums show- 
ing. + 


AA Names Gallagher, 
Kelne in Suit Against 
Gallagher Report 


NEw York, June 18—The names 
of Bernard P. Gallagher and Na- 
than Kelne have been added to 
the action that Advertising Pub- 
lications Inc. started to recover 
damages from The Gallagher Re- 
port Inc. (AA, April 6). 

The action, started in April in 
the supreme court of New York 
County, originally sought $100,000 
in damages and arose out of the 
publication of allegedly defama- 
tory material in a January issue of 
“The Gallagher Report,” a news 
letter devoted to the magazine 
publishing industry, in connection 
with Gallagher’s comments on the 
handling of subscriptions acquired 
when Advertising Publications Inc. 
bought Advertising Agency Maga- 
zine. 

Subsequently, the suit was 
amended to include other alleged- 
ly defamatory material published 
in a March issue of “The Gal- 
lagher Report” and the damages 
sought were increased to $200,000. 

Both Mr. Gallagher, publisher of 
“The Gallagher Report,” and Mr. 
Kelne, who reportedly writes some 
of the material published in “The 
Gallagher Report,” have been 
served as individuals. + 
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theres nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


A good idea never has much trouble getting someone to try it. And 
BH&G is loaded with ideas for things to do or to make or to buy. The 
people who read Better Homes and Gardens (a monthly average of 
15% million men and women) really “live by the book.’’ They discuss 
it, lend it, save it, clip it, act on it—and buy by it. 

Whatever guides people to richer, happier family life concerns 
Better Homes and Gardens. From how to make a 
garden grow to what to do to make a teen- 
age party tick. And these families 


During the year '/ of America reads 


who dig in their gardens or entertain their friends are in the market for 
an endless variety of products. Hand lotions and sun glasses and home 
permanents as well as foods and beverages and garden equipment. 
Product advertising is welcome and important in the climate 
Better Homes and Gardens creates. BH&G turns readers into spenders 
because nothing makes sales faster than ideas. Meredith of Des Moines 
... America’s biggest publisher 
of ideas for today’s living and 
tomorrow’s plans 


... the family idea magazine 
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A couple of weeks ago, 
The Saturday Evening Post, in a burst of natural ebullience jae well-being, inaugurated the 
Saturday Evening Post “Ulcer Gulch” Contest. The spectacular contest offers the opportunity to win 
the town of Uleer Gulch, Arizona (plus other wondrous western prizes), by completing the jingle 
at right. Spurred on by the promise of such heady reward, entrants have already filled the Post 
corral with thousands of joyous jingles. 


N Ow READ ON Deadline for entries in the Post “Ulcer Gulch” (% 


Contest, pardners, is July 18! Don’t miss this singular opportunity to win the town of Ulcer 
Gulch — 75 miles northwest of Phoenix on the Santa Fe line — and give it your name! Ulcer Gulch 
comes complete with (in non-mint condition) an adobe and brick building where the saloon and 
general store used to be, the 11-room Ulcer Gulch Hotel, the old galvanized-iron Red House — 
and a close-up view of Rich Hill! Prospectors found shiny gold nuggets lying right on top of the 
ground on Rich Hill back in 1863, but only last year a modern expert stated: “Six years of 
placering on this mountain have convinced me that much wealth remains undiscovered. And Rich 
Hill has more than gold. The finest gem garnet I ever found came from here. And black sand 
from the top, speckled with translucent yellow grains, is radioactive.” 

Make Ulcer Gulch yours, all yours! Yours to settle in while you prospect for gold! Yours to 
turn into a vacation resort! Yours to rename for yourself and send post cards from. Yours! And 
don’t forget the other splendiferous prizes. (See picture.) Enter the Saturday Evening Post 
“Uleer Gulch” Contest today! 
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Shown above is the town of Uleer Gulch, Arizona (about as far away from it all as you can get). 
First Prize in the Saturday Evening Post “Ulcer Gulch” Contest. Second Prize is the real live 
stagecoach (seen pulling away from the 11l-room Uleer Gulch Hotel). Be the first on your street 
to own one! And 100 “Big Think” Third Prizes — real western hats like the ones atop the stage! 


CONTEST AIDS, IN WHICH WE WORK 
IN A SALES POINT OR TWO 


x Post circulation is hitting new all-time highs — over 6,000,000. 

@™F~ The Post has the youngest median age of any general weekly. 

@aF~ The Post has the highest median income of any general weekly. 

WF The Post shines in the burgeoning suburbs where it puts the highest 


percentage of its metropolitan circulation. 


@F Post-Influentials are leaders on every income level. 
QF Post-Influentials repeat what they read in the Post to friends. 
@F 29 million times each issue, someone turns to your ad page in the Post. 


That’s Ad Page Exposure (APX)! 


@F The Post gets the most exposure the first week out because it’s the 


fastest-moving general weekly. 


@F The Post gets more repeat exposures than any other general weekly. . . 


4. 


gives you lots more opportunities to sell. 


RULES OF THE GAME...OR ELSE! 


Do not write on both sides of coupon at same time. But be sure to fill in 
your own original last line to the jingle . . . your name, address, firm and 
title or department. 

You are eligible to enter if you’re a resident of the United States or 
Canada and with an advertising agency, or in the advertising, marketing 
or sales department of any national advertiser. Contest subject to Federal, 
state, local and Ulcer Gulch regulations. 

Employees of The Curtis Publishing Co., its subsidiaries, its advertising 
agencies and their families won’t be shot for entering — but they won’t 
win, either. 

Send as many entries as you want. (Only one prize awarded to any entrant, 
though; give the others a chance!) All entries become the property of the 
Post, and may show up in our advertising someday. Especially if they 
show originality, sincerity and aptness of thought—the judges’ criteria. 
Entries must be Post-marked by midnight, July 18, 1959, and received 
by July 25, 1959. The judges — The Reuben H. Donnelley Corp. — won’t 
have it any other way. Send your entry to POST “ULCER GULCH” 
CONTEST, BOX 42-A, MOUNT VERNON 10, NEW YORK. 


JUST FINISH THIS 
JINGLE-JANGLE JINGLE! 


Let Ad Page Exposure show you 
What face-to-face contacts can do. 
Just tell the essentials 

To Post-Influentials 


SAMPLE LAST LINES: 


The magazine reading Who’s Who! 
What they buy, the others buy, too! 

A fast-talking, fast-growing crew! 

And watch all the orders come through! 
29 million times, sir, per issue! 


Name 
Address 
City. Zone State 
Firm Name 


Title or Dept. 
pap CLIP AND PONY-EXPRESS YOUR ENTRY TODAY! —3pg 


Be sure to fill in last line of jingle on this coupon. Clip and mail to 
POST “ULCER GULCH" CONTEST, BOX 42-A, MT. VERNON 10, N. Y. 
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The Editorial Viewpoint... 


Carving a Niche for the AFA 


It looks as though, after a good number of years of wandering 
around in a reasonably dense fog, the Advertising Federation of 
America may be setting out to carve a special and sensible niche for 
itself in the advertising world. 

For this over-all association of advertising clubs and organizations 
to take on the threefold task of concerning itself primarily with ad- 
vertising education, legislation and public relations for advertising 
makes sense. These are jobs it should be better able to do than most, 
simply because it is an over-all tent for all kinds and degrees of ad- 
vertising interests and people, and because its 131 member clubs give 
it grass roots “branch offices” all over the country, from the Eastern 
Seaboard to Denver and El Paso. 

To do a decent job in the areas it has chosen to work in, however, 
the AFA must be able to present a united front, and for this two 
things are important: The individual associations and groups within 
advertising must refrain from public backbiting and internecine war- 
fare (as has not always been the case heretofore) ; and some workable 
arrangement, extending beyond the present once-a-year cooperation 
on Advertising Week, must be worked out with the Advertising Assn. 
of the West, which is the almost exact counterpart of AFA in the 13 
western states. 

We are not altogether positive that to fulfill its functions in the 
areas of education, legislation and public relations, it is necessary for 
the AFA to take up its principal residence in Washington, as it plans 
to do. Perhaps it is the part of realism to acknowledge that Washing- 
ton is the business, as well as the political, center of America. But we 
are not so sure. 

At any rate, there can be little question that a great deal has been 
accomplished in resuscitating and revitalizing AFA in the past couple 
of years, and in pointing it in new and useful directions. Bob Feem- 
ster, of Wall St. Journal, who has just retired as AFA chairman, has 
passed a different organization on to the new chairman, Jim Fish, of 
General Mills, than the one he took over two years ago. It has possibil- 
ities for great service to the advertising field, in areas where great 
service is needed. 


Cleaning Up for Advertising 


We've been looking at a book, “Clean City, U.S.A.” 

“Clean City, U.S.A.” is “a record of the activities of Young & Rubi- 
cam as volunteer advertising agency for the Citizens Committee to 
Help Keep New York Clean, Inc.” It highlights what happened be- 
tween May, 1955, and July, 1959, when advertising worked—as a pub- 
lic servant—to reduce litter and dirt in the largest city in the U\S., 
and worked so hard and so well, and with such excellent results, that 
the New York pattern has been followed in cities all over the world. 

While it would not do to call this clean-city advertising campaign 
and the contribution of Young & Rubicam “commonplace,” still in one 
sense it mirrors a fairly commonplace type of activity by advertising 
interests in many places. 

Advertising organizations and individual advertising men are con- 
stantly contributing their talents, and often their money, to public 
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“I dreamed I supported the Community Chest in my Maidenform 
bra.” 


service projects of all kinds. They should get more public credit for 
the work they do, but even if relatively few people learn of their 
activities in public service, they are still doing a fine job of raising 
the public regard for advertising and advertising people. 

All of us owe a debt to the society in which we live. Advertising 
people and advertising organizations have particular skills which are 
especially useful in civic, educational and charitable activities of many 
kinds. They should give freely of their time and efforts to these causes 
—and, we are proud to say, they do. 


Sense on the Tax Front 


Sidney Diamond, conductor of AA’s “What’s Doing on the Legal 
Front” column, last week made a point we’ve been trying to get across 
for some time. 

Taxes on advertising are not necessarily unconstitutional, he point- 
ed out, despite the declaration of unconstitutionality of the Baltimore 
advertising tax. 

Advertising, he says, is just as much subject to tax as anything else, 
and there is not any constitutional guarantee against such taxes. Only 
when the taxes are clearly discriminatory or unfair in some way are 
they subject to constitutional limitations. 

This means that no one should falsely assume that attempts to place 
taxes on advertising need not be taken too seriously, because the 
courts will eventually throw them out. As Mr. Diamond says in con- 
nection with the Baltimore situation: “There is no guarantee that the 


next incident—if there should be one—will end the same way.” 


a # 
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What They're Saying... 


As We See It 


Television’s self-censorship is 
undergoing its severest test. Sev- 
eral stations have lost the privilege 
of displaying the Seal of Approval 
of the National Assn. of Broad- 
casters’ TV Code. Reason: alleged 
infractions of the Television Code. 

The number and identity of the 
stations have not been revealed. 

The alleged code infractions by 
the stations had to do chiefly with 
the advertising of a patent medi- 
cine that has no difficulty in plac- 
ing ads in newspapers and maga- 
zines. The stations, when first 
warned by the Code Review 
Board that their Seals of Approval 
might be revoked, argued that the 
spot announcements were not of- 
fensive. The Code Review Board 
thereupon revoked the Seals. 

The Board may or may not have 
acted wisely in the case. More im- 
portant than that, though, is the 
question of how effective the revo- 
cations of the seal can be when the 


public has little opportunity to 
know whether a station does or 
does not subscribe to the provisions 
of the tv code in the first place. Of 
the 511 commercial stations on the 
air in the United States, only 304 
agreed to obey the code. The others 
preferred to set their own stand- 
ards. 

But even the stations that do 
subscribe to the code flash the 
seal of approval on the air too early 
or too late for most viewers to see 
it. We know of no station that in- 
corporates the seal in its station 
identification slide where it be- 
longs. 

Revoking the seal of a few sta- 
tions, then, and without publicity, 
can hardly be an effective way of 
enforcing the code. Perhaps be- 
fore taking punitive action the 
Code Review Board should devote 
itself to making the seal of approv- 
al mean something to the stations 
and the public. 

—Editorial in “TV Guide,” June 13, 
1959. 
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Rough Proofs 


Joe Friday “works only for you, 
in your market,” starting this fall 
on “Badge 714.” 

If you missed “Dragnet” first 
time around, here’s your chance. 


Those American Airlines jets 
move so fast that like the famous 
express train passing a local sta- 
tion, it takes one man to say, “Here 
she comes,” and another to add, 
“There she goes!” 


“You can’t make love by long 
distance,” remarks Station WJR. 

But according to the gossip col- 
umnists, it’s being done all the 
time. 


Want to know the difference be- 
tween business and pleasure? Note 
this from the New York Times 
Magazine on C.P.A. tax service. 

“An advertising executive asks 
if he can deduct the cost of per- 
fume, given to a client’s wife. I ad- 
vise him ‘Yes’ if he gives it to her 
in the bottle, but ‘No’ if he helps 
her dab it on.” 


“Our assignment was, and is, the 
Universe,” says Scientific Ameri- 
can, 

Wonder how that affects editors’ 
expense accounts. 


Connie B. Gay, who says his 
Station WGAY will concentrate on 
serving government workers in the 
nation’s capital, didn’t need to have 
taxpayers tell him their number is 
big and getting bigger right along. 


Leo Burnett says the toughest 
creative job is to make “every 
commercial look as if it had just 
stepped out of the bath.” 

But after the commercial has 
been exposed 67 times, it’s ready 
for another bath. 


“Carol,” who writes a column of 
sprightly store news and gossip for 
a Los Angeles emporium, gets the 
jump on reader interest by calling 
it “Counter-Spy.” 


“Of course I use lipstick (I have 
for two years),” a 13%4-year-old 
reader of American Girl is quoted 
as saying. 

These days the glamor girls start 
their careers early. 


“In the happy arithmetic of 
wedlock,” says Good Housekeep- 
ing, “man plus wife often equals 
child.” 

Speaking conservatively, that is. 


Jewell Chemical Corp. describes 
Terra-Gro as “the thinking man’s 
fertilizer.” 

Must be farmers have been con- 
fused by all of those conflicting 
fertilizer claims. 


Now that the other seven teams 
in the American League have had 
their fun, Casey Stengel and the 
New York Yankees have decided to 
show them who’s boss. 
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Now 86% of 
The Washington Post’s 


City and Retail Trade Zone circulation 


is home delivered. 
This is more home delivered circulation 
in the City and Retail Trade Zone alone 
than any other Washington newspaper 


has total circulation everywhere. 


For More Than 20 Years Washington's R.O.P. Color Newspaper 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphiu, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida 
Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, 
New York and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly. 
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“|,.$0 after I discovered he was afraid 
of making a mistake, | used a different 
pitch...and nailed down the order!" 


This salesman is prospering. So is his company. Both un- 
covered an exciting fact, long suspected and now proved: 
there is no such thing as a cold, rational, industrial buyer 
who buys solely on merit. He’s a human being who buys on 
emotions as well as reason! STEEL’s new depth study of 
why metalworking managers buy reveals an amazing variety 
of emotional factors underlying industrial purchases. Imag- 
ine how these data can open new, rewarding avenues for 
more effective advertising and selling! To the best of our 
knowledge, this is the first study of its kind in industry. It is 
another example of STEEL’s leadership in serving metal- 
working marketers. For complete details on how you can 
apply these findings to improve sales and advertising direc- 
tion, drop us a line . . . or get in touch with your STEEL 
representative. STEEL Magazine, Cleveland 13, Ohio. 
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Omheee everywhere — het a8 anch offic 
arden for tntormetion ts Aaa | | CINCINNATI, June 16—The appli- 
augwen Amenign lo ae | ance industry is taking a chance 
phone directory of calles |in “unrealistic expansion” of pro- 
Mm | duction facilities at the expense 
lof other phases of the business, 
|particularly research and adver- 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. $O 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. - 
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tising, said B. A. Chapman, exec 
vp and general manager of the 
Kelvinator division of American 
Motors. 

Talking to the 27th annual con- 
vention of the Institute of Appli- 
ance Manufacturers, he said: “The 
industry in general has compen- 
sated for the discrepancy between 
virtually stable prices and rising 
costs by reducing service organi- 
zations, squeezing money out of 
long-term research for product 
improvement, and reducing adver- 
tising expenditures, when declin- 
ing sales needed advertising sup- 
port most.” 

He recommended increasing na- 
tional advertising budgets as busi- 
|ness improves, and development 
of more informative, convincing 


advertising. 

“Bewildering claims and phony 
price comparisons, particularly in 
local advertising, have served only 
to confuse and discourage the 
potential customer,” he said. # 


Dr. Burbank Joins McGraw-Hill 

Dr. Bernerd H. Burbank, former- 
ly assistant clinical director of 
Socony-Mobil Oil Co., New York, 
has joined McGraw-Hill Publish- 
ing Co., New York, as medical di- 
rector. 


Williams Named Senior VP 


moted from vp in charge of field 
operations to senior vp of corporate 
planning and development of 
Audits & Surveys Co., New York. 


You can now cover one of the nation’s top 
three test markets (and the Number One test 
market in New England!) thoroughly and more 
economically than ever with The Providence 
Journal-Bulletin. New Journal-Bulletin package 
plans—explained at right—make it easy. 

And you'll like what The Providence Journal- 
Bulletin delivers. This one medium is the strong- 
est selling force throughout New England's sec- 
ond largest market . . . a million-plus interstate 
— center where buying power is BIG... 

igger than ever, as Sales Management shows. 

In ABC Providence alone, The Journal-Bul- 
letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more 
than 80% coverage. 

Isolated from other major markets . . . repre- 
sentative and well-balanced between urban and 
suburban . . . cosmopolitan in composition . . . the 
bustling Providence market offers you the ideal 
testing grounds for new products, new packaging, 
or sales promotion ideas. 


PROVIDENCE JOURNAL-BULLET 


Represented Nationally 


a sod ag 


"A ONE-IN-A-MILLION TEST MARKET . . . 


b one newspaper... 
and a million and more prospects! | 


"ee ot, | 


Low Cost Gravure Opportuni 
This Week zine or locally 
$.44 a line, using same copy. (M 


calendar week.) 


to fit your campaign program 
Combination :* 


FoR Peet ewe eee eeeeeeee 


Sunday, Morning, Evening 


eeeeeeeee 


New Journal-Bulletin Package Plans 


tv—Your gravure advertising in 
Maga -edited Rhode 
adapted for Journal-Bulletin combination, black 


in. b&w size to be at least 
equal to the gravure, and combination to be 


We make plates, no charge. Ask 
Job-tailored Combinations—You have a choice of combinations 
and budget: 


Feet e ee eneeeeees 


(ABC circulation, March 31, 1958) 


*Daily copy may run morning and evening or evening and morn- 
Sunday and daily combinations may start preceding Sat- 

urday A.M., to be completed with Tuesday 

day Journal not sold in combination. 


Islander 


may be 
and white, at 


eted in same 
about it. 


Circulation Line Rate 
sees 204,022 62 
sees 185,473 bit 
sees 243,234 70 
soos 3317 BA 
coos 389,495 $1.04 


P.M. editions. Holi- 


Write for full market data or Package Plan information 
to Frank S. Rook, Manager, General Advertising, The 
Providence Journal-Bulletin, Providencé 2, Rhode Island. 


Or your nearest Ward-Griffith 


office. 


by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 


Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 


Robert Williams has been pro- 


= ee ee oe ee ee 


ee 


whit 


Hh 
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z 


MARATHON CONTEST—Ohio Oil Co., 
Findlay, O., is promoting its new 
“sweepstakes” contest with ads 
like this in newspapers in Ohio, 
| Michigan, Wisconsin, Indiana, 
| Kentucky and Illinois. Radio spots 
and outdoor also will be used. N.W. 
Ayer & Son, Philadelphia, is the 
agency. 


FTC Charge of Ad 
Ban for Competitors 
Demolished: ACP 


WASHINGTON, June 16—Associat- 
ed Construction Publications, De- 
troit, and its 15 member publishers, 
contended last week that witnesses 
have demolished the basis for a 
Federal Trade Commission com- 
plaint that non-member publica- 
tions in the construction field are 
barred from obtaining ads in com- 
| petition with ACP members. 

In an argument before Federal 
Trade Commission Hearing Exam- 
iner John B. Poindexter, Marshall 
Massey, attorney for ACP, said 
| testimony by non-ACP members 
who appeared at hearings on the 


, charges show that there is no basis 


for FTC’s charge that firms seeking 
nationwide coverage of the build- 
ing industry were unable to use 
| non-ACP publications. 


| Mr. Massey also said evidence 
| shows there frequently is consid- 
erable overlap in the circulation of 
ACP members, and that there is no 
basis for FTC’s charge that the 
association limits membership to 
one publication in each region. 
His arguments were advanced in 
support of ACP’s motion to dis- 
miss the restraint of trade com- 
plaint which FTC issued against 
the association late last year. # 


Huhn Joins Albert Frank 

Tevis Huhn, formerly a vp of 
Bryan Houston Inc., and before 
that a vp of Warwick & Legler, bas 
joined Albert Frank-Guenther 
Law, New York, as a vy and will 
concentrate on business develop- 
ment. 


Elliot Wager Joins Broyles 

Elliot W. Wager has joined Ga- 
len E. Broyles Co., Denver, as a 
copywriter and assistant account 
executive. Mr. Wager was for- 
merly an account man with Walter 
Kranz Advertising. 


Ciba Names Hazard 


Ciba Pharmaceutical Products, 
New York, has appointed Hazard 
Advertising Co., New York, to han- 
dle advertising and public relations 
for Ciba’s new feed additives div- 
ision. 


Railroad PR Assn. Elects Shea 


James G. Shea, general public 
relations manager of Southern Pa- 
cific Railroad at San Francisco, has 
been elected president of the Rail- 
road Public Relations Assn. 


os 
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...@ Shot in the arm for sales: 
_ 
’ , 
QUI § y 
‘ 
BLUE BIRD ~ 
i 
’ 
Duplex 
Glassine Bag 
There comes a time in the life of every product when it % 
needs a “‘shot in the arm” to spur sales, to win new friends, ur Roses 
to re-interest fickle customers, to broaden sales horizons. | 
Packaging alone often succeeds in doing the whole job — sourson wwrsney 
especially when it’s creative packaging that creates sales... siteiea 08 A , 7, . 
. 7 . . . ° 2 
the kind of packaging Milprint has been producing Px squant 
for over half a century. q 
Call your Milprint man — first! 
Rotogravure Printed 
Foil Canister Label Rotogravure Printed 
Cellophane-Foil 
This insert lithographed by Milprint, Inc Lamination ¢ 
ce at Pie ig ee “a MPN gies Te 
: pe crected by Seymour D Washes 
+ Director of Packaging, Four Roses 
at Distiliers Co o 
. Execunon by Irving Werbin Assaciates ’ 
“i eee CAL a ap % sa a RE dari NE Bae 
ee , - - g ot x j ' 7 i 
e 4 j Senate Ses: 2 Be ig st ote, AEE t 
Me cuiianieh Eorions, trerendiit, Wisconsin * Sales Offices in wn: Pincipad Cian 
| | 
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In 3 years, Readers of 


New York Journal-American 


in Homes Owning 
Cars Bought New 


INCREASED 20% 


From New York Daily News ‘'Profile of the Millions’’ 1955 & 1958 


TOPS 
IN “BOX OFFICE”! 


WHO.TV’s spectacular library of film packages*— 
loaded with award-winning movies — means 
“box office’ for YOU, in Central lowa! 


Three times each weekday, thousands of viewers — 
men, women and children — watch film features on 
WHO.-TV. WHO-TV programs these films 

in choice, low-cost time periods, and their ratings 
(Monday-Friday) are tremendously higher 

than those of competition, according to ARB 

for March 16-April 12, 1959: 


FAMILY THEATRE (Noon-2 p.m.)..............006- 44.3%, 
EARLY SHOW—Cartoons (4:30 p.m.-5:05 p.m.).....36.1% 
EARLY SHOW—Feature (5:05 p.m.-6 p.m.)........ 29.9% 
LATE SHOW (10:30 p.m.-Sign-Off)................. 25.8% 


PGW can give you all the details on WHO-TV 
and what “box office’ in Central Iowa means 
to you. Ask your Colonel! 


*®WARNER BROTHERS ‘leature” and hh: MGM Groups 


1 and 3, NTA air ee ne.’ “Rocket 86,” “Dream,” "Lion. 
“Big 50,” SCREEN GEMS "Sweet 65," HOLLYWOOD TELE. 
VISION SERVICE “Constellation,” M and A ALEXANDER 


"Imperial Prestige,"” ABC's "Galaxy 20” and others. 


ARB SURVEY 
METROPOLITAN DES MOINES AREA 
(March 16-April 12, 1959) 


FIRST PLACE QUARTER HOURS 


Number Reported Percentage of Total 

1-Week 4-Week 1-Week 4-Week 

WHO.-TV 233 227 50.0% 48.7% 

Station K 186 197 40.0% 42.3% 

Station W 27 42 6.0% 9.0% 
Ties 20 0 4.0% 0 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


Schenley Import Co. will increase 
| advertising expenditures on its line 
|of Marie Brizard cordials by 16% 
| for the second half of 1959. Four- 
| color and two-color ads have been 
| scheduled to appear with greater 
frequency in Cue, Esquire, Gour- 
met, Holiday, The New Yorker, 
Social Spectator and Town & 


/er & Peck, New York, is the agen- 
| cy. 


Charms Names Needham 

| Charms Co., candy manufactur- 
'er, has appointed Needham & 
|Grohmann, New York, to handle 
|its advertising. Future plans call 
for a market by market introduc- 
tion of a new Charms package, 
with a concentrated advertising 
|and merchandising program. The 
/account was formerly with Grant 
| & Wadsworth, which has gone out 
of business (AA, April 20). 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 


National Representatives Affiliate 


Marie Brizard Boosts Ad Budget | ' 


| Country. Theme of the campaign is | 
“The genuine French touch.” Don- | 


DOLLED up—Breinig Bros., Hobo- 
ken, paint manufacturer, bows 
to the women’s influence in its 
new label, the first major revi- 
sion in its 80-year history. 


Motivation in 
TV Spots Hikes 
Use of Music 


Drug Commercials 
Put Least Stress on 
Music, Plandome Finds 


New York, June 16—Plan- 
dome Productions has put to- 
gether an analysis of the use of 
music in tv commercials during 
the first quarter of 1959. 

The company, which produces 
music for radio and tv sales 
messages, concentrated its study 
on the 25 leading network tv 
spenders and the 10 top-spend- 
ing product categories in spot tv. 
After looking over the first 
quarter picture, Plandome con- 
cluded that: 


e “The use of music is heaviest 


where copy is’ motivational, 

rather than strictly information- *§ 

al.” : 
ay 


e “The price of a product does 

not influence the use of music. : 

Automobiles are among the " 

heaviest users of music. Coin- 

cidentally, the copy approach is ; 

usually motivational. 4 
“At the same time, food prod- 

ucts and cosmetics and toiletry 

products are among the heaviest 

users of music.” 


e “Drug products use music 
least.” 


= 


e “Impulse purchase items, 
such as cigarets, are evenly 
split, depending upon the copy 
and campaign theme.” 


Plandome plans to release a 
continuing series of studies on 
the sales impact of music in 
commercials, covering such 
subjects as (1) the “degree to 
which music alone carries copy 
theme, (2) memory value of 
music in commercials, (3) ef- 
fectiveness of musical trade- 
marks and (4) the psychology 
of music.” + 


WMCA Promotes Two 

Rita L. Garner, previously 
sales development manager of 
WMCA, New York, has been 
named to the new post of pub- 
lic relations director. Mona Mil- 
len, formerly on the radio sta- 
tion’s sales staff, will succeed 
Miss Garner. 


Hunt Joins Sound Masters 
Charles R. Hunt, formerly 
sales manager of Fordel Films, 
has been named sales manager 
of Sound Masters, New York, 
tv film producer. Mr. Hunt will 
also serve as comptroller of 


Sound Masters and its affiliate, 
National Educational Films. 
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Vie Boldly with 


- Rivals Abroad, 


Marketers Told 


Cuicaco, June 16—American 
manufacturers were urged by a 
Commerce Department official 
here last week to stop being 
timid about tangling with for- 
eign competition and to look 
earnestly at the whole world as 
a market—for their own benefit 
as well as for the nation’s eco- 
nomic security. 

Bradley Fisk, deputy assistant 
secretary of commerce for in- 
ternational affairs, told the Ex- 
port Managers Club of Chicago 
that the “cries of alarm and a 
certain wringing of hands by 
American business men because 
of increasing foreign competi- 
tion are not compatible with the 
character of American business. 
Our great companies have nev- 
er backed away from competi- 
tion with other American 
firms,” he noted. 


® Iie described as “ridiculous” 
the idea of limiting marketing 
plans to the American market 
of 170,000,000 consumers when 
there are another 180,000,000 
prospective consumers in the 
European Common Market 
alone. 

Not only competition with 
foreign manufacturers but in- 
vestments in foreign countries, 
Mr. Fisk said, are much needed 
by the U.S. to help bolster the 
American position in the 
world’s economic arena. 

“Contrary to what seems to 
be a general impression among 
American business men,” he 
said, “investment abroad is not 
a luxury available only to the 
richest and most powerful. 
Hundreds, probably thousands, 
of medium and small businesses 
can enjoy the benefits and prof- 
its of such investment,” he said. 


= But Mr. Fisk warned that it 
is no longer possible to sell 
products abroad just because 
they are American and have a 
reputation for being well made. 
Many U.S. products now re- 
quire redesigning to suit the 
country for which they are in- 
tended, he emphasized. 

About the economic challenge 
that the Soviet bloc is posing to 
the free world, Mr. Fisk noted 
that there have been charges 
recently that the Department of 
Commerce has unduly magni- 
fied the importance of the So- 
viet economic warfare—that the 
Soviet bloc’s market penetra- 
tions only seem great because 
there are many scattered small 
penetrations. 

In a partial counter to this, Mr. 
Fisk pointed to Latin America, 
an area he described as consist- 
ently one of America’s best cus- 
tomers. Two-way trade with 
Soviet bloc countries is rising 
sharply, he said, in Argentina, 
Brazil, Chile, Colombia, Cuba, 
Uruguay and Venezuela. 


= “In some of these countries, 
such as Argentina,” Mr. Fisk 
noted, “imports from Russia 
have become of great absolute 
significance. The Soviet has 
shipped in petroleum, wood 
pulp, iron ingots and_ steel 
sheets, machinery and chemical 
products. Coal has been import- 
ed from Poland and mechanical 
equipment has come in from 
Hungary and Czechoslovakia. 
Much of this has been on a bar- 
ter basis,” he said. 

P:obably the deepest Soviet 
marketing penetration of all, he 
said, is in Uruguay. Soviet pur- 
chases took up 27% of Uru- 
guay’s wool production in 1957- 


1958, 33% in 1958-59—and the fig- 
ure, he noted, is now 40%. # 


MGM-TV Opens N. Y. Studio 
MGM-TV will expand its pro- 
duction facilities for commercial 
and industrial films by opening a 
studio in New York about July 1. 
The New York studio at 550 Fifth 
Ave. will facilitate contacts with 
eastern advertising agencies and 
clients and will augment the com- 
pany’s present studio space at Cul- 
ver City, Cal. Bill Gibbs, director 
of the company’s industrial and 
commercial film division, who re- 
cently moved from the West Coast 


to MGM’s home office in New 
York, is helping set up the new 
studio. Elmer Wilschke is head of 
commercials production on the 
West Coast. 


‘Variety Store’ Expands 
Edward J. Bodnar, after a two- 
year special assignment in the 
publisher’s office of Variety Store 
Merchandiser, New York, has been 
named western advertising man- 
ager in the company’s Chicago of- 
fice. James F. Day has been named 
a senior advertising representative, 
and George R. Coleman has joined 
the Chicago advertising sales staff. 
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THIS IS THE JINGLE MILL RECORD 
$58 PER JINGLE 


pwedhy yd COMPLETELY CUSTOM MADE 


WE HAVE SERVICED OVER 700 RADIO STATIONS 
98% OF STATIONS HAVE REORDERED 
OVER 10,000 JINGLES ORDERED AND WRITTEN 
PUT THIS RECORD TO WORK FOR YOU 
Completely custom made |jingles for 


commercial accounts and station breaks— 
no open ends and no inserts. 


JINGLE MILL 
201 West 49th St., New York City 


With a possible straight staring you in the face—what 
would you give for an ace in the hole? (Even Maverick 
couldn’t bluff this one. ) 


It all depends on your hole ecard... 


FORUM alone is edited for and read by the kind of 
building customers you must reach and influence. Just 
how important are they in building decisions? Here’s 


The competition in the building industry has never 
been tougher, and the stakes have never been higher. 
You need those “up” cards, of course—architect, engi- 
neer and contractor—but you also need that buried 
Ace—the Client. 


All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organi- 
zation needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 


As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact, 
FORUM is the only magazine whose growth keeps pace 
with the building industry itself. 


With the biggest circulation in the field—60,000— 


*Source: The new FORUM Census, ‘‘Portrait of the Building Client.” Write for a 
copy. Architectural FORUM, 9 Rockefeller Plaza, New York 20, New York. 


one indication: 


Of FORUM’s 21,000 client subscribers — 
89% are concerned with building matters within 
their companies, and these companies will spend 
at least $6.4 billion on new building and major 
remodeling within the next two years.* 


It’s all aces 
in FORUM 


because: 


FORUM! 


delivers the entire 
specifying and buying 


power of the gi =. 
building market. aoe 
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Bert Lahr Sues 
Lestoil for Alleged 
Damages from TV Ad 


New York, June 16—Bert Lahr, 
the actor, wants $500,000 damages 
from Lestoil Inc. and Robert Law- 
rence Productions Inc. on the 
grounds that a Lestoil television 
commercial allegedly tried to trade 
on his “unique” style of delivery 
without his knowledge or permis- 
sion. 

Mr. Lahr, in an action filed in 
New York state supreme court, 
charges that his “vocal comic de- 
livery and comic sounds” were 
imitated—and poorly, at that—in 
an animated cartoon film made for 
Lestoil by Lawrence. 

The suit identifies the film as 
one featuring the figure of a duck. 
It is the voice-over for the duck 
that Mr. Lahr objects to. 


® According to the complaint, the 
film has been used on ty stations 
throughout the country since De- 
cember, 1958, despite objections by 
Mr. Lahr. 

The actor charges the imitation 
of his voice and delivery was of 
such inferior quality that “the pub- 
lic and the entertainment industry 
were deceived into believing that 
plaintiff's talents had _ deterio- 
rated.” Result: “. . . plaintiff has 
sustained serious and irreparable 
damage and will continue to do so, 
as a result of the defendants’ 
a 


= The defendants have entered 
formal denials to the complaint, 
claiming that no imitation was in- 
tended and no damage was suf- 
fered by Mr. Lahr. 

A British court recently denied 
an injunction to Actor Alastair 
Sim in a similar case (AA, March 
2). Mr. Sim charged that his 
“unique” voice and manner were 
imitated in a Heinz baked beans 
commercial, He asked for an im- 
mediate injunction. This was de- 
nied, although British courts have 
still not ruled on the substantative 
issue. # 


]&] Introduces Big Band-Aid 

Johnson & Johnson is introducing 
a Band-Aid measuring 2”x5”. 
Called Band-Aid plastic strips ex- 
tra large, the retail price is 69¢ 
for a tin of nine. Consumer adver- 
tising will be through network tel- 
evision, magazines and point of 
sale. Media include “Cheyenne” 
and “Sugarfoot” over ABC-TV, 
and Life, Look, Progressive Farm- 
er and The Saturday Evening Post. 
Young & Rubicam, New York, is 
the agency. 


Circulation Men Elect Williams 

Milton L. Williams, director of 
circulation, Fairchild Publications, 
has been elected president of the 
National Circulation Round Table 
of the Associated Business Publica- 
tions. George S. McBride, circu- 
lation director of Editor & Publish- 
er, is vp of the group. 


memo: _ 


Hand-Picked Coverage 


EVERY hotel in the 
U. S. with over 100 rooms. 
EVERY motor hotel — 
The TOP 64.5% of hotels 
from 50 to 99 rooms — 
Covered at the buying and 
specifying level 
by 

THE 


HOTEL MONTHLY 


105 W. Adams St. 


Chicago 3, Ill. 
a Clissold Businesspaper 


Meredith Publishing Offers 
New BH&G Meat Cook Book 
Meredith Publishing Co., Des 
Moines, has put on sale its new 
“Better Homes & Gardens Meat 
Cook Book.” Priced at $2.95, the 
160-page book includes more than 
470 recipes, main-course ideas, 
tips on buying, storing, preparing 
and serving meats. Promotion for 
the book includes a full-page ad 4n 
the June issue of Better Homes & 
Gardens, trade advertising, and 
radio and television advertising. A 


complete summer-long promotion, 
built around the book, has been 
planned for book dealers and food 
stores. 


Impasto Joins Industrial Press 
Peter B. Impasto, formerly with 
Snips, Chicago sheet metal publi- 
cation, has joined the Industrial 
Press as an advertising repre- 
sentative for Air Conditioning, 
Heating & Ventilating, and Heating, 
Plumbing & Air Conditioning News. 
He will cover Indiana, Kentucky, 


Missouri, Southern Illinois and part 
of Chicago. George G. Turner will 
continue to represent those publi- 
cations in the remainder of Chi- 
cago, plus western Michigan, 
northern Illinois, Wisconsin, Min- 
nesota and Iowa. 


Warren Joins Richards, C&éH 

Norman Warren, formerly vp of 
Lear Inc., has joined Fletcher 
Richards, Calkins & Holden as vp 
and creative director of the agen- 
cy’s Los Angeles office. 


Advertising Age, June 22, 1959 


Albright Joins Robert Kane 

Lee Albright, formerly an ac- 
count executive at Batten, Barton, 
Durstine & Osborn, has joine 
Robert B. Kane Advertising, New 
York, as account supervisor for 
the agency’s fabric accounts. 


Tool & Armstrong Adds One 
The Colorado Research Corp., 
Broomfield, Colo., has appointed 
Tool & Armstrong Adve tising, 
Broomfield, to handle its adver- 
tising. 
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Advertising Age, June 22, 1959 


Harris & Co. Names Naya VP 
Charles F. Naya has been ap- 
pointed vp and account executive 
of Harris & Co. Advertising, Mi- 
ami. Mr. Naya, with the Puerto Ri- 
co department of tourism for the 
past four years, has been southern 
regional manager of the island’s 
tourism division for the past year. 


Griswold-Eshleman to Move 
Griswold-Eshleman Co., Cleve- 
land, as part of an expansion pro- 


SE ene: = a 


gram, will lease the 12th floor of 
the new Public Square office 
building. The agency plans to 
move to its new quarters in the 
fall. 


Two Join ‘House Beautiful’ 

House Beautiful, New York, has 
named Robert C. Myles Jr., for- 
merily with Aluminum Foils Inc., 
to its New York sales staff, and 
Robert E. Levine, previously with 
Organic Gardening, to its adver- 
tising promotion staff. 


$471,298,000 Spent 
for Drug, Toiletries 
Ads in ‘58: Survey 


New York, June 16—A total of 
$471,298,000 was spent last year by 
drug and toiletries manufacturers 
to advertise in major media, ac- 
cording to the annual “brand-by- 
brand” compilation of Drug Trade 
News, published in the June 15 is- 
sue. 


The total is a shade under 
(0.8%) the expenditures reported 
for 1957. Included in the analysis 
are all brands of beauty aids, toi- 
letries and drug products which 
were backed by more than $20,000 
in advertising and promoted in two 
or more markets, the publication 
reports. More than 30 product cate- 
gories are broken down into spe- 
cific brands and their expenditures. 


® Network television led the me- 
dia expenditures with $168,500,000, 
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American Home devotes 
a greater share of its pages to 


— building 


3 than any other mass magazine 
bi That’s one good reason why it’s hard to find 


remodeling 


- better prospects for building materials, appliances 


and home furnishings than the 12 million 
and women who look to American Home 
for fresh, down-to-earth suggestions. 


For 10 straight years a greater percentage 
of American Home families have remodeled their 
homes than have the families of any other 
mass magazine. And in 8 out of the 

past 10 years they’ve set similar records 

for building and buying new homes. 


AMERICAN 


a Curtis magazine read by 3,600,000 families 
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followed by spot tv, $110,301,000; 
magazines, $76,657,000; newspa- 
pers, $38,346,000; spot radio, $26,- 
506,000; newspaper supplements, 
$24,988,000; network radio, $21,- 
000,000, and a miscellaneous ex- 
penditure estimated at $5,000,000. 


Pool Names Schmerler VP 
Joseph Schmerler has _ been 
named vp and eastern sales man- 
ager of Pool Publications, pub- 
lisher of Swimming Pool Weekly 
and Swimming Pool Digest, Fort 
Lauderdale, Fla. Mr. Schmerler, 
formerly eastern sales manager 
of Swimming Pool Age, will head- 
quarter in the New York office. 


Cargill to O'Mara & Ormsbee 

Dallas W. Cargill has joined the 
Detroit sales staff of O’Mara & 
Ormsbee, newspaper representa- 
tive. Mr. Cargill formerly was 
with Sawyer-Ferguson-Walker 
Co., MacManus, John & Adams, 
and Ford Motor Co. 


Hillman’s Names Baker 

Hillman’s Inc., Chicago super- 
market chain, has appointed Her- 
bert Baker Advertising, Chicago, 
to handle its advertising. Hill- 
man’s formerly placed its adver- 
tising direct. 


My Mommy Listens 
to KFWB 


...and listens, and listens 
and listens! Pulse and 
Hooper have proven it for 
many months past...and 
now Nielsen makes it 
unanimous: rates KFWB 
#1 in total audience in the 
L.A. Area in their book, 
too! So...whether you 
use Pulse, Hooper or Niel- 
sen as a guide...one 
thing you should do for 
sure: Buy KFWB... first 
in Los Angeles. It’s the 
thing to do! 


6419 Hollywood Bivd., Hollywood 28 / HO 3.5151 


ROBERT M. PURCELL, President and Gen. Manager 
Represented nationally by JOM BLAIR & CO. 
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Number 6 in a series to American business on the multiplying growth at the top of the market. 


S The happiest sound is the 


ec 
« 
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From 1948 to 1958, the U. S. population soared from 
146.6 million to 174.1 million —an increase of 19%. An 
impressive growth? Just check these three percentages 
and compare their growth: 
The number of two-car families went up 39.6%. 
The number of residential swimming pools rose an 
amazing 4,896%. 
The number of American travelers who ventured 
abroad increased 215%.* 


These are the people who are creating the boom at the 
upper level—and making it sound clear across America. 

The boom began just after World War II—and it’s 
picking up decibels every day. Who’s behind it? Some 
8 to 10 million well-educated, upper-income Americans 
who make the decisions, establish the trends, set thestyles 
of this nation locally and nationally. With, of course, 


the consent (and even the admiration) of their fellows. 

Are all these people TIME readers? Certainly not. But 
many, many of them rely on TIME to keep them well 
informed in every area of interest. And those who don’t 
read TIME are surrounded by their TIME-reading 
friends, business associates, colleagues and families. 

These millions make the great years for advertisers 
selling anything—from stocks to steel, from packaged 
goods to private planes . . . to corporate personalities. 
They can make this year—and every year—a great sell- 
ing year for you. 

You can reach these special millions with maximum 
effectiveness only in the pages of their favorite maga- 
zine, TIME, The Weekly Newsmagazine. 


*And the same kind of growth occurred in the business world. The 


ranks of executives and professionals increased more than twice as 
fast as the total United States labor force. 


Make the most of it in TIME 
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boom at the upper level 


ee ee a ee ee cs TS ee 
wae 


“b) age te 


foe 


he 


hig 


ae : aes adie: a re r cS ; fe es . ; ae See lh ceo te atai: : G Pt ae a eae: i, d te ge = a aoe a WPT 
Pe Soe my mag < : rg far ee Gis Pe ee a 5S Pac ae aa Seer ee Rites ee i we e 
pie 5 - ey a ‘ if a: ee SG mi aee = Meirae ee [Se fe oe pene oi mee? sures: sine ee jmp Ate a Ver Si ce scone, Sn nga Dee he 
tices oe 3 ees Ee a cee Reels tem whe en ee Deeg ee sale aya ea Nie See en 1 ia ae oe 
ag x ae ener ew yee fe Via ‘ ae eo geen te ee Ae fase, a some : 
ee re oi at ah Al Ss pli apg Ee SE eater Pape siete IS en sian ES ude aR ae = i erg te eS Pee ered. See os ae B= 78 pa em aa 
eal = ie [ae Oe ne i ie Ba ar al et : Rigor ema ease mas — Bo sss i 2 a a all aa Sa a Aa or aka Bik ek sata 
= 4 ae 2 < 5 ‘ : z sa ae , : ; ‘ . = 
aie 
teu 4 
= 
ae 
ie 
5 | : 
Ss . . 
= 4 i 
= 
Sea 
Spee 
at 
. 
‘ tf 
s 
a 
4 
ae { a ”y ‘ : “ = tee is 
—— oR ere ’ = « ~ Pi ry a AWA Seeer 3 
: pine : } > a ’ “vi : = : : 2 . 2 : "shies a / aners” 
Geen, 4 i , | : Se Pe ‘ a ; te Nien 2 ¥ = i PSNR a) ey eee ry j ) a). Vink! ; -: 
ie i) Bae PoN " Magee. = te Ose SE ce ome - ud : one ike Tre 
| ene | Bs 4 _ . eae hae en io . : a = Be * Meat camer lege ian. 13 aati ig iy Sit ee eeu Pe fite Fee Yaa) | 
E. nN ' eg oer _ eae SS: te ; ae Pai ; tt COTES Gee! ie 2 ee lege tay 2 Saw bad oe ho = ie ioe es : . 
a \ un a i eer / Te oe “CA ore wae oh 8 Bes, ep : na a aie ad i % © on rn | 
ae SO eer ee OP Til oe ty oe ae ay ae mia ae | 5 3 NS ae 8 acaation Ait e $ 
‘ ’ be : , i , = > ere 4 ‘ iz Wes nas ee oes : ty ares 5s aan mF - -y - , . ™ Cor t 
ake ae ges ei * vee mS aaa as ie" oe ; eee ts Fines gx * iss, 5 ’ 
: Es , a ee ee 4 pate ; as , tet Bory F tg uF oy m3 Pe” rie : 
os is cra Pes Canes Boe a5 : re ; ts 7g ew) Rigs 2 F ae elite’ ame 
y a ore. t Gataaee ; hg € eee ey ; : * 28 : : : : eae Ee eo a 
a ee Se ies a * See j rae Pra ae : a. Mile raks pl, ar : ae in — ee! ee J 
| - ‘ “Tpit oan ’ SE ie = i ee = WS . 5 Fe ‘ ¥ We ees Eee i rie? +, eae ; ae r *e “4 Peiglinagt s 
. eee a Ws oe ee bp. oe oe Bese) a Z sags 5% 3 bi Darr * itt t ioe 4 et 'y's > ter |e 3 
if ! py PR oe rine es, Te! ne i me 4 etlen d nhl het aie 7 ‘g a SS oe emis i: Taree eM, pe NT BS ete 
ee ; 2 he c aa oe ie 8 sine <4 ee sional ie We) he a Sn: | Ce cf 40 a fee 4 A 
; a 2 i { itis ; ‘ ya : ie) et ‘ ae APES rate . oo Fe 2 : “ oo J ‘ 
“ A. iF op ae q r. : — t " , eae a. 
ae Ss Aaa ¥ ? aes 7 (te hag © . o Fy: ie % y ‘*~ os mae af 
3 ica ai me r oe i & : es , egies wv ¢ 
es ™ » a. ne ea e ee r ue ; 7 . le Moe ts em ii 
: , # * A : re es ; as ie ee a) 
4 : yY if o 4 i ars Rete rate 5. j a ed y } thy 
‘ J ae a £ J ae era ‘ - er HA \\ 
~ ——- “ iv 7 -— br es eo gees sy oe tele ‘5 f he 4 So a 2 Yh dey AN 
: B A & } ‘“ Sa oh § a Gi ; ; Pe rs * , ‘ fe pe 
Pa 4 a4 2a = 5 " ws ya 5, eg , Fan 4 is . 4 ee 
eae x ey a . “ee . ’ wl Ps Be rs cad oat, a a + . it ors 
aes a & Nev a — SS a —- Ree ee j Sa as oe. & eee ke: se a ee 
a a . - Eas’ ee... ae oy ee ee _ ; i eee, 8 a te 
«| WW ee ; N ee ee oe fe. 2 ae Na ; ye [pie Fae" eh 4a oy if rate Ae my ae a ‘y 
oe & oe . a i ce fa a bs —— Patni 7 be : 
7 wy =e 2, we ae ‘a i . a <e aoe ce mee er ge ay ee ‘tia te , ; 
“a —  . ; . ‘ Pa ae "as eee . ane ie ae oy vt gtk taht >; v 
Pe ae ; =e rae Bf we, SIR are EOF bites t We Ges Av; Pui ‘ i “tl ee: e 
ne — x ge ee Pipe a Rese, ~ a oa adie te iat. ns eG . ‘ 
ae ee ‘ bo re Miki Pena asa My een LO ae — i ee vi oa : 
we SS y rage os PS ae louie ees = SAA ee aa srt ne Te OS Siar 
gre % % _ ime = e / . a ~\! Pen aaa “haga? = m . Beiter Piha: Ped i Ea ia 
F ane ee, ha ; F v Jeter be ‘ yeu Boe ; - eo 
Bye —— lt hg f * per ee ae ie oy - ee ae ft “Va 
ma 2 fe . Se Wie’ ae ll ge 4 SS  ———— Mee a 
‘ — ‘ a , eile uae ' ae ed * we, > | POP grad, ks ee 
7 ’ fi t ys zl” . _ ae a S ~ wie wa - 
oS ‘ 2 f ers, 4 te 7, a wera Pie e ee ; es — 
* a 3 Faia Ee wee j : — f F fa ; y ~~ ee es, " es wo. rs > - ; "ay 3 a Sl ca Me 
4 s : eae ae ~~ yee “dl ; : . : i pane 
. ev ead lh gate se “ — * . % " —_ oe > eee ee ar ae 
é bi See ee ra y RO eee - a7 yma > ae ‘ 0 a r2qtts et 4 sks eet 
eo | y te ——— ; ies is 7 igen Foal 2 JR oS. Se Pree a eke 
ew ) ae 2 Ae eg Oe ae eet gt a j ‘ ~ a , ne Nee ge ‘tm: es a a ese aa ane ch 
aes ee ee ee Be ie eee ‘ oa ‘ ’ * Nae, to il oh ae .. ae _ es a om rege 
ei ma SN. es ee ee _—_— = ca f aes ep OR ig Sa 1 aa ee 
es | ee i, Seg pear is te a > 4G Se “Pees e ie Se se 
eS } ae is a. é 2. ” . bik y ‘ — tt, : Gee eae 
7 See “be ‘ - : 3 a tod baat Se an - , at ie or ee . pia “Te Bi ce tom sa 
Bee si : aes a ee le , = ee on k i igs SOR. 4. 
a 4 . cee . Ay aie — < c gienks ohh : ne S st 
ool yf Z " ia E ae. " 7 ie .* o ~ , eA 
a : : : ee Ra sae : : “as ne : oh + ee 
in fa ay ; 2 i pe taal “7 be 4 7 ‘ey a ly Be aed 
oc \ : ss ¥ . Se i " 0. BD. 4 a oo 
a a ‘ : a. " ce ; oe 4 SAS ig OO De Bite: ~ wt By hk ae | i aga 
by 4 = “eae | aa as ; Fate s ete a 
. r i . —— —< a . 
a ee fh es ee cet oe fi Bee ato : 
pe Sa ce ae in |e be . : — he , : ‘ a 
a oe NG eh . mete en ‘ ree # SS oy Mf. ty F) ; 4 2 Mc 
tad beniae’ Mito >» q ghey ey ; a 
gant s ee . b oo aa os : “14 ‘ ; , pe 
mai es ee } . <i 
: . . .% Ue Soir] ea, Lge 
} ee , 2 ae ee if , - ; 
‘ ‘ . ‘ a ee a “faa : 
i ~ *s, ‘ : Talay PUT Ss. Pins ak a « : 
aun é ‘Se ‘Sy “ ‘ Lou ee, oh Oe * , 
¥ a ; * ¢ ty j : ee < 
easly a ay on ee ae — er +2 . is 
aa a ee te ig i Ms 7 a aes a a: . 3 
&§ om ’ mee “= 4 aa is) 
iis oi ¥ 3 Ss me ~~ ; “a 
. ) be ca ages i 0 at . 7 A . ay é . : 5 
i 4 hes" , oo = P a a i% » 4 7 ‘ { « ine - ‘ ul 
~s ; 7 << ior 4S , ih % 
ico “ a i = a dot 4 ? % $ ‘ 
5 Sarl a : — Pops” ; . i 3 ‘ * 
ds “ ee eae a ‘ ; 
age a ae eer Ws ra i 
ea S " kel rae * whi se e ks ie - . : ¥ ; P 
ee ee er GAs sere entice tities 5 : Se ae me K PP _ 7 
ae Se oe < Pe a ae 2 ae 3 4 5 he ~<" a fai : 
a3 ee 2S os Fe te ge ie »,? i <a 4 4 .. 3 
a LR SRE ad ade b 2 acl ay a Be hee a bog oye - & 
a > ella tisk lle nth Mei apeddtee dix Ge “pn er £ ‘” eee ke gee Mig ‘ s . 
es Na lg tle Al «AOE Leta deghes to” Ps. F ee rar A, foe a sf ‘ie veg 
te POE PE et |) i a | | 
ae Blt pent GAAS ne Meee ae ee ee ae ee ih PN a io ast ea iT OUR ; ‘ 
. BT gee TYR ee Cl ag aie Ae 1 a ;. ae mais a es om wiv s 
: Pe ginar ie batho Sewell irae eee oa ee 3 say ’ t rt 
‘ ; oS 4 ees, ae ' ‘i | 
: ; neinaeteaie It 5 1 2 fe Meee a, ce ) 
az q F ee 0 RE SR eS a Ve . fen i“ } ~ fe 
: « aod ee = Fo oe Pi Be o 06? S948 ‘' , : : ; nol ¢ « ’ a 
- x vid Ae ee eg ; ‘ 
ae Beeman sh, oe Bt eg 3° fwd ce em jooue e 
a | 4 1 0 3 oe ry Pl fey hae 3 & - : Pes eF P Sos, Sar 4 5 
rig Metre wee Ue Bee YS ‘ge oes . 
ie eid he eve : . rita oy: ant ®, eer ees nd 
a s ? . 4 I + ‘oes? vo ee 3 Se ae Se ¢ the ae.” ae ! 
a Coy es Te eee me Bey SO A ~ +? Tn ee mes : : i 
5 2 awa + eee ty: ae cen 1 er id, aoe es, nly: ; i 
oa oat gh RL Be eo 2 Bee eS ae 4 win Ms 
: ee bes > Se cee: FOr ae ae .' Ny ‘ a é *% i a ~ } e s oh e : 
i ; % eee 5 6 ot ok a 7) é nig r i ; ry « ‘ 
ee | See ee ee ds ot es om ae ‘ in ; ‘ E 
eS ‘ 3 + ge Cet pee "evade Fagg © he 3 Se yg! : : , 
| one meer Sh Se s oe. 
: , ‘ ewe ee WO ee ae z $ “ * ; ¥ ‘ 5 sod 5 mr 5: . ¢ od ane E ‘. e 
2 Say a h aE ss ied 4 My J a’ J Ss - ra 2a « - Z , ‘ - 
: BERET OT eS Sal ; Kspnty . SU gt My" NM * . ay ae. K, i ; b : 
: aah oe cet : ies bs ce: ; a ibs + . ie, : a 2 Rieeid , ; : 4 ~ 
= Wee? at at suite ay Ss Me oles s ve bs SP fa ih ee é "i je oe : j ; f 
; ee 3 fs * a ge ee . AS * bi ‘ . : é 
: : ie £ <®, 4. aa sae oO, a4 PET ghee aS bi : ‘ e ; De et. ee. ae ae ¥ 
: ae ©, ae ee a hem P iat « J as 2 4 : us ; g J oe i 
; hee ; ; A . Lng 3 A RS ape ae a ; x ‘ i - j 5 
eae cP ok be ae ees ne eo as ; ee * 
125 yy ea $F gh 9,33 PAR Se ie eam op i eo, 7% ae : : 
: ¢ eae ae re ae hats se io ‘a AE a i , ‘ i 
ae cor ad % Ree : yo ‘ * + eae 8,9 Aa : ? gee eed aw 7. ‘ . - i “> k 
is . . f é ‘ Pe CM Bi A Oe ie a8 %, PS Fie 3%, on ‘ 
% eae ‘ oe. 4 “ LORY es ae ee eS a dome: a ; » 
eae Fy bats Pa . Ee UES a A LS All “alt Lg r t "i 
: = wo : ee ’ ‘ Oe Bae peeln Oe ee eee ek eS : ~ nts - #3 
x . se me a ro ot ee af ’ / cy ig 
x e : . : Pe lag. % * . é : ; . j 
’ ae ena . os. : 2 r A ay 4 Ys. : om Rh fn : % - Are ) me Po Page Oe ht 
| 4 : . F ef alee het ir ee Ai ae | ‘ fig Py ve ahaa meets ; , f 
. ‘oe as le hee oN ae . mt ri ee nS 
) x * ee t } te es hae EER - el Pear. e bay, x ar le 
: ba : ead ie ‘ “re 4 ig kak oe i is lt I a Bo j By 1 ies ie ae ; ee he ; : y ve, 
ae we ge: pS 5 pe es é a ee ria Fo er ge Meee co yk eee ad $ 
f My .f 4 A ¢ - 23. s Pind J go e * ia 
/ y ee : ; PER rp ap me ” E an pee =. See, Ow PORE: ppt? ET? ae ‘ ; ; a 
& aa? oy oe es Cae $ * Aa! 3 aed = ig VE ag 4 Bs yg" ae ab «gh, Me ae ae ee; i 5 ot 
. | rs . bo + A 5h ir ea m s © a aff F ad tte iit yi 9 CO Si a, Sd © he 4 SS oo pele ee oN ee. a ® , a a at 
— eis sid te Ee, ae a3 ; P 0 : . hi - 
: rf ON ay ae : Sale, Peas b * , ; ae, Uy ee “3 Ms nilleg Agee a BES Dp Opes Bo 1. aiah ae ag e C 
oh : $ 
ae ; ‘ i ; i ae Bea, ‘ a ' c Cie 


Arps Le 


Radio-TV Award 
for Highway Safety. 


KWTV is proud to have received the 
coveted Sloan Award for its highway safety 
program within the KWTV Community. 

KWTYV feels an added satisfattion in know- 
ing that its efforts contributed to the 
preservation of lives and property within its 


John Griffin, Chairman of the Board, accepts the 54-county community coverage. 


Sloon Award for KWTV from Mr. Alfred P, Sloan. 


'House Group Okays 


Rep. Harris’ Fair 
Trade Legislation 


WASHINGTON, June 16—The 
House moved toward action on fed- 
eral fair trade legislation last week 
|as the committee on interstate and 
|foreign commerce reported it fa- 
| vors legislation sponsored by Rep. 
|Oren Harris (D., Ark.), its chair- 
|man, which makes it a federal of- 
\fense for a distributor to sell be- 
| low an officially established resale 
price. With the filing of the report 
the bill can be scheduled for de- 
bate soon. 


s While the committee majority 
said the ‘bill will help small busi- 
ness, and will enable owners of 
trademarks to protect their prop- 
erty, a vocal minority charged it 
will stimulate use of private 
brands, and enable the federal gov- 
ernment to get a foothold in con- 
trolling retail business throughout 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 
. Apvertisinc Orrices: Philadelphia * New York * Chicago 


Reparsentatives: Sewyer Ferguson Walker Company in Detroit * Atlante * Los Angeles * San Francisco 


Resorts: The Leonard Company * Miami Beach 
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the country. 

The majority’s report said the 
bill is intended to restore “fair 
trade” in the 16 states where it has 
been declared unconstitutional in 
part or in whole, and to extend it 
to Alaska, Missouri, Texas, Ver- 
mont and the District of Columbia 
where it has been defeated by local 
authorities in the past. 

Under the bill, the owners of an 
advertised trademarked product 
can go into federal courts to sue 
any distributor who sells below his 
fair trade price. The bill provides 
that the distributor can defend 
himself by proving that the manu- 
facturer has not consistently en- 
forced his price in the past. 

The report contends that the bill 
is essential for the survival of 
hundreds of thousands of small, 
independent business men—corner 
druggists, grocers, jewelers, hard- 
ware merchants, electric appliance 
dealers and bookstore dealers. 


a “These small merchants are be- 
ing hard pressed by competitors 
who sell highly advertised nation- 
ally branded merchandise at very 
low price, often below cost, in or- 
der to drive other merchants out 
of business,” the report com- 
plained. 

According to the majority, this 
“loss leader” selling “plays havoc 
with the distribution system of the 
popular brands by making it im- 
possible for other retailers to 
make a profit on these brands.” 

The report noted that the De- 
partment of Justice, the Federal 
Trade Commission, the Department 
of Agriculture, the Department of 
Commerce and the Budget Bureau 
filed reports opposing the bill. 
There also were dissents from sev- 
eral committee members, who 
warned that consumers will be 
hurt. # 


Buchen Names John Handley 
International Division Head 

John M. (Bud) Handley has 
been named director of the inter- 
national division 
of Buchen Co., 
Chicago. He suc- 
ceeds R. L. Cut- 
ler, who resigned 
to join National 
Export Advertis- 
ing Service. 

Mr. Handley, 
who joined Er- 
win, Wasey & Co. 
in 1922 and be- 
came manager of 
its Brussels office 
and later creative director of all 
operations in western Europe, also 
has been with Grant Advertis- 
ing as international vp and inter- 
national ad manager of Borden Co. 
He joins Buchen from Needham & 
Grohmann, New York. 


Dopke Joins Gardner 

George R. Gibson and Maurice 
A. Umans have been promoted to 
new posts in the New York office 
of Gardner Advertising Co. and 
J. Russell Dopke, formerly in the 
catalog advertising department of 
Sears, Roebuck & Co., Chicago, 
has joined the St. Louis print 
department as a copywriter. Mr. 
Gibson, a vp of the New York 
operation, was elected to the 
agency’s New York executive 
committee. Mr. Umans, a group 
account executive, was elected a 
vp. 


John M. Handley 


22 More Dailies Hike Prices 

U.S. dailies continue to boost 
newsstand prices to offset higher 
costs, according to a survey just re- 
leased by the American Newspaper 
Publishers Assn. 

In a rundown of price hikes from 
Feb. 19 through June 8, the ANPA 
reported that 22 dailies have hiked 
single copy prices. Of the 22, nine 
boosted newsstand prices from 5¢ 
to 7¢, two from 6¢ to 7¢, three 
from 7¢ to 8¢, and eight from 7¢ 
to 10¢. 
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America's Top-Bracket Farm Merchandisers 
Prefer Weekly Star Farmer 
for Quality Farm Coverage in Missouri and Kansas 


Above is a list of some of the products advertised in current issues of Weekly Star 
Farmer. They are big sellers in Missouri and Kansas. Dealers who handle them enjoy 
the benefit of widespread consumer acceptance. 


Quantity sales are the result of quantity circulation. In Missouri and Kansas, Weekly 
Star Farmer reaches thousands more farm homes than any other farm publication—and 
it sells the most goods to farmers. 


In line with its circulation leadership, Weekly Star Farmer prints more classified ad- OYSTER SHELL 
vertisements than the two leading state farm papers combined. There is no sounder test DE SOTO CARS 


of publication influence than the way farmers spend their own advertising dollars. Same 
with implement dealers. They place more advertising in Weekly Star Farmer than any- SHELL CHEMICAL 


where else. | NEW HOLLAND 


If you sell the rural market, you can make faster sales and quicker profits with 
Weekly Star Farmer. It is the No, 1 farm buy in prosperous Missouri and Kansas. It 
lays down mass coverage where farmers are making more money, raising more live- 
stock, growing more crops, buying more equipment. 


America's Largest Farm Weekly 


eekly Star Farmer 


KANSAS CITY CHICAGO NEW YORK = SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 Webster 9-0532 Murray Hill 3-6161 — GArfield 1-2003 


CIRCULATION 


in Missouri and Kansas 
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FOOD SALES? 


204 million in Georgias money belt 


ed the Georgia Group to blanket the Augusta- 
Columbus-Macon retail trading area... with its $204 
million in grocery money. It's one bill...one check 
...one, order. Combination rate gives savings up to 
10% on each ten thousand lines. 


For coverage in the Peach State, it’s Atlanta plus 


i | 9 
AUGUSTA Chronicle and Herald 


COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


Represented Nationally by THE BRANHAM COMPANY 


U 
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Porcelainize Asks FTC to Admit 
It's Not Abrasive, Ease Ad Restraint 


WASHINGTON, June 16—The man- 
ufacturer of Porcelainize opened a 
drive last week to get out from 
under an old Federal Trade Com- 
mission cease and desist order 
which prohibits him from suggest- 
ing that his product is any better 
than an ordinary automobile pol- 
ish. 

The move has important com- 
petitive implications in the auto- 
mobile polish field because man- 
ufacturers of new cars have been 
telling car owners that abrasive 
polishes should not be used on the 
new long-lasting auto finishes un- 
til the car is at least three months 
old. 

In testimony before Federal 
Trade Commission Hearing Exam- 
iner Robert Piper last week, Wil- 
liam H. Freeman, owner of Free- 


Air Express never leaves a bride waiting 


This June bride’s gown arrives AIR EXPRESS! And she’s relaxed. So is Priscilla of Boston — bridal 
outfitters. They take those last-minute changes in stride. The bride may suddenly order another 
bridesmaid’s dress... but Priscilla never panics. Every day AIR EXPRESS delivers dozens of Priscilla 

creations on time... right to the store. Cost of this amazing shipping service that assumes all respon- 
sibility? A 20-lb. shipment, for example, Boston to Dallas (1565 air-miles) is only $11.90! Other 
rates similarly low. So whatever you market, it pays to. . . think FAST. . . think AIR EXPRESS first! 


& CALL AIR EXPRESS, DIVISION OF RAILWAY EXPRESS AGENCY + GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


man & Freeman, Denver, maker 
of Porcelainize, said auto manu- 
facturers recognize that his prod- 
uct is not an abrasive, and they 
are selling it to their dealers for 
use in enhancing the appearance 
of new cars at the time of delivery 
to customers. 


= He said the cease and desist or- 
der which was issued against the 
product in 1945 is outmoded be- 
cause the formula for Porcelain- 
ize has been changed twice in the 
past decade. Mr. Freeman ex- 
plained that his firm wants to be 
in a position to use advertising to 
tell car buyers and car owners 
that the inhibitions against use of 
abrasives do not apply to Por- 
celainize. 

Former Federal Trade Commis- 
sioner Lowell Mason, who is quar- 
terbacking the Freeman & Free- 
man appeal, told Mr. Piper that 
the company only seeks partial 
modification of the old cease and 
desist order. Specifically he asked 
for elimination of a provision 
which declares that the company 
must not, directly or indirectly, 
imply that the product is not a 
polish, or that it has any property 
or value other than that of an 
abrasive polish. In addition, he 
said Freeman & Freeman also 
feels the commission should mod- 
ify another provision which pre- 
vents use of ads that Porcelainize 
will preserve the color or finish of 
an auto or restore the finish of an 
old auto. 


= Since this is one of the few in- 
stances when a company has re- 
turned to FTC and _ requested 
modification of an old order, the 
hearing raised some unusual ques- 
tions. One of them was over the 
numbering of exhibits. Inasmuch 
as the old hearing record was no 
longer available, attorneys con- 
ferred on whether to start a new 
numbering series for the exhibits, 
or to try to take up where the com- 
mission left off in 1955. 

Mr. Freeman testified that his 
company changed its product and 
its method of distribution radically 
since the original commission 
complaint was issued in 1942. At 
that time, he said, Porcelainize 
was a paste, and was sold directly 
to the public in a unit which in- 
cluded a cleaner, the paste, and a 
wash cleaner for use after the 
paste was applied. 

Now the product is a liquid sold 
only to auto dealers for use by 
trained personnel. Mr. Freeman 
said experience showed the prod- 
uct is effective only when used in 
strict conformance with directions, 
and that it was not possible for 
the ordinary car owner to use it 
effectively. # 


Roman Advertising Names 
Zweig Exec VP, Goodrich A.E. 

Fred S. Zweig, former account 
service director of Roman Adver- 
tising Co., St. 
Louis, has been 
elected exec vp 
and member of 
the board of di- 
rectors. 

Mr. Zweig, who 
presently is an 
account group di- 
rector, joined the 
company in 1947 
as an account ex- 
ecutive. Three 
years later he left 
Roman to join the St. Louis office 
of Ruthrauff & Ryan. He returned 
to Roman in 1954 as account serv- 
ice director. Roman also has named 
J. Thomas Goodrich, formerly 
with D’Arcy Advertising Co., an 
account executive. 


Fred S. Zweig 
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How Digest Advertisers 


Get More Readers For Their 
Dollars And More Power 


For Their Messages 


Whatever your budget, you can benefit by the unique 
new advantages to advertisers exclusively available 
in Reader’s Digest. 


“The things you do that you don’t have to do,” a lead- 
ing advertising agent once wrote his client, “are what 
make you rise above the crowd.” 


In this category, he placed the new concept that Reader’s Digest 
brought to magazine publishing with its January 1959 issue. By 
discarding traditional thinking about rates, and capitalizing on its 
printing advancements, the Digest extended these benefits to all 
its advertisers: 


e 40% more space for their messages, at no extra cost. (The 
Digest charges no premium for bleed.) 


e Better attention through use of a second color, free. (The 


Digest has one rate only for black-and-white or two-color.) 


e Economical impact through use of four-color. (The Digest 
charges only 13% more for four-color.) 


e More opportunity for the advertiser with a limited budget. 
(The Digest now makes half-page units available.) 


e Better reading for all advertising. (Every advertisement 
now appears adjacent to editorial content.) 
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From these new policies, advertisers can count on more power : 
for their messages, more readers for their dollars — as the table oa 
below demonstrates. 


How Color and Bleed Help Advertising Work Better 


Note that on the average during 1958, two-color bleed pages at- 
tracted over 1,000,000 more people than did black and white regular. 
Now, in the Digest, you get two-color bleed for the price of black 
and white! Four-color bleed attracted still another 2,500,000 or 
3,500,000 more than black and white regular. 


a 


This means four-color bleed advertising which costs only 13% 
more than black and white attracted 1187 more readers. 


You’ll find, on the following pages, a few actual examples of 
what these new advantages have meant to leading advertisers. 


7 
MEN AND WOMEN 
AVERAGE NUMBER NOTING ‘ 
6 i 
NON-BLEED : 
es BLEED 
5 
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BLACK & WHITE 2-COLOR 4-COLOR 


Source: Daniel Starch 
Monthly Advertisement Reports 1958 
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KITCHEN CONVENIENCE. Choice of the regular instrument or the special wall 
type shown above. Both types are available in a choice of attractive colors. 


“I couldn't get along 
without my kitchen telephone” 


You'll say so, too, once you know 
the convenience of a telephone right 
beside you in the kitchen. It saves 
a lot of steps and time. Saves you! 


No need to leave the baby or the 
kids or the roast or whatever you're 
doing to make a call. No need to 
rush to another room to answer the 
telephone. You just reach out your 
hand and there it is! 


A kitchen telephone is so conven- 


Advertiser 


American Telephone & Telegraph Co. 
The Bell System 
195 Broadway 
New York, N. Y. 


ient when you need that “telephone 
break” from your houschold chores. 
Other favorite locations are the bed- 
room, den, recreation room and 
workshop. 

Kasy to get. Wonderful to have. 
Just call the Business Office of your 
local Bell ‘Telephone Company. 


It’s fun to phone... 
BELL TELEPHONE SYSTEM 


Agency 


N. W. Ayer & Son, Inc. 
West Washington Square 
Philadelphia, Pa. 
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Take your choice of attractive decorator colors. 


Why you need a kitchen extension phone 


First, it’s a great help in running 
the house. Your handy kitchen ex- 
tension is near your shopping lists. 
and at your finger tips for emer- 
gency calls to the plumber and 
other repairmen. 

Next, it saves you trouble. Bis- 
cuits won't burn, or a pot boil over, 
because a telephone call took you 
out of the kitchen. And while you 
handle important household calls, 
you can keep a watchful eye on 
playing children. 


BELL TELEPHONE SYSTEM ( fA’ 


It saves you steps, too. When it 
rings you're right there to say 
“Hello.” Since the kitchen is where 
you spend so much time, it makes 
sense to have a telephone handy. 
(Your husband, like you, will find 
it one of your most useful phones. ) 

The comfort, privacy and protec- 
tion of extension phones through- 
out your house — where you work, 
play and sleep — cost surprisingly 
little. To order extensions, just call 
your Bell Telephone business office. 


People prefer their telephones in color, and how better can 
you sell extensions than by showing them exactly as they 
are? The Bell System shifted from black-and-white to four- 
color when the Digest made it available at economical rates. 
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In outboards as in cars, Champions give full-firing power. 


Above: Champion-equipped Johnson “35” on runabout. 


Q. Why does every major manufacturer of outboard 
motors use Champion spark plugs? fit 


A. Champions give full-firing power. es 
Put new Champions in your car every 
10,000 miles. Youll get an “mediate boost 
in horsepower...and save gasoline, too! 


Norlds favorite spark plug on land, on sea,and in the air | CHAMPION | 


Advertiser Agency 
Champion Spark Plug Co. J. Walter Thompson Co. 
Upton Ave. 535 Griswold St. 


Toledo, O. Detroit, Mich. 
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Champion spark plugs powered every 
winner of the last 13 Gold Cup races! 


Q. Why do 9 out of 10 powerboat winners 
use Champion spark plugs’? 


A. These experts know spark plugs 
can win or lose a race. And Champions 
deliver the full-firing spark they need to win. 
Kor performance like this in your car. 
insist on Champions. 


NYorlds favorite spark plug on land. on sea, and in the air CHAM PION | 


Champion Spark Plug Co. advertises around the world — in 
28 editions of Reader’s Digest. It was a “charter advertiser” 
in the U. S. Edition in 1955 — and has appeared continu- 
ously since then. For 1959, it changed from black-and-white 
to four-color, achieving maximum impact at only 138% more. 
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r4 Honestly, Rubbermaid makes 

a bath so much safer! Safti- 
Cup Bathtub Mats have scores of 
vacuum cups that hold firmly, wet or 
dry ... no worries about unexpected 
slips or slides. Little ones, older ones, 
everyone's safer at bathtime with a 
colorful Rubbermaid Bathtub Mat. 
Sizes from $1.98 to $3.29, 59 


where housewares are sold. 


Kidbermeuid. 


Rubbermaid Inc., Wooster, Ohio ¢ Cooksville, Ontario 


Advertiser 


Rubbermaid, Inc. 
Wooster, O. 
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group after group finds with su 
instinct the small stream in which 
they were hatched. They begin to 
pair off. When a pair reaches the 
right gravel bed the female swims 
close to the bottom, turns on her side 
and fans violently with her tail. This 
digs a trench 12 to 18 inches deep. 


} 


Now she expels her eggs, dozens at 
atime. The male covers them with 
|a cloud of sperm as they sink to the 
‘bottom of the trench. The female 
‘now pushes the gravel back, cover 
jing the eggs. Then they repeat the 
| process, extending the trench, ex: 
pelling and fertilizing more eggs. 
| This may go on for five days. The 
| female lays up to 20,000 eggs. 

By now the pair are completely 
exhausted. Pacific salmon always 
die after the act of reproduction. 
Those of the Atlantic sometimes 
| managé'to get back to the sea. There 
they recuperate, returning to the 
“river to spawn again. 

In due time there is a stir of life 
in the eggs. The cycle starts once 
| more. 
| This is what is known of the ex- 
traordinary life of the salmon. Even 
‘more fascinating is what is not 
known. 

Mystery number one: where has 
/the salmon been and what has he 
‘been doing during those years at 
sea? Few salmon are seen from the 
day they leave the river mouth to the 
day they return. 

This is strange, because today all 
the seven seas are pretty well known, 
from the surface down to the dark 
depths. Fishing vessels roam the 


Agency 


Ketchum, MacLeod & Grove, Inc. 


Pittsburgh, Pa. 


One of the first to use the Digest’s newest space unit — the 
vertical half-page — Rubbermaid shows how compelling it 
can be in four-color bleed. Always in outside columns, these 
half-pages can answer many problems... of frequency ... 
new products and low-budget products . . . or variety. 
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Chinese. The city decided to rebuild 
Chinatown on its original site. 
The fire also served to bring many 
Chinese into social and business con- 
tacts with other Americans. An out- 
standing case was that of Charles 
Gee, who had built up a small chain 
of shoe stores in the area. After the 
flames swept through the city, 100 
Chinese refugees jammed into Gee’s 
Oakland store tor shelter. Noting 
the bulge of a money belt beneath 
the jacket of almost every man, Gee 


had an inspiration, He went to the | 


First National Bank and explained 


to its president that Chinese had | 


never patronized American banks 
because none of the banks had both- 
cred to hire Chinese employes who 


could speak the Orientals’ language. | 


Fifteen minutes later Gee found 
himself manager of the First Na- 
tional’s Chinese department, receiv- 


ing thousands of dollars in deposits | 


from the refugees and authorizing 
loans which helped to put the small 
restaurant owners and businessmen 
back on their feet. When San Fran- 
cisco’s Chinatown was rebuilt, Gee 
returned there as manager of the 
first American bank branch in a 
Chinese community. This branch, 
managed by Gee’s daughter Dolly 
since 1929, is today a unit in Califor- 
nia’s Bank of America chain. 
From their earliest days in this 
country, even the most illiterate Chi- 


nese immigrants had scrimped and | 


saved to support Chinese language 


schools for their children. But, as | 


American-born Chinese began to 


raise their own families, they real- | 


Advertiser 


Kraft Foods Co. 
Chicago, Ill. 


Last year, with this new product, Kraft expanded the mar- 
ket for low calorie dressing — and won a lion’s share for 
itself. It gives major credit to three full-page advertise- 
ments in the Digest. This year, it has shifted to half-pages 


to get greater frequency. 


Now...a really tasty 
Low Calorie Dressing 
from Kraft! 


S e u sjieve this is 4 diet 
ici it’s hard to believe 5 nig 
A ; — ‘raft ye Calorie Dressing has a 
eye s , at does WOn- 
sree} spice-and-tomato flavor that do n 
vivid § 


ders for slim-down salads. 


On lot g = ooked veg- 
ie »w way to season COO” ! 
pret ets fo ‘ ies 314 calories er 
ae Kraft Low Calorie Dessains on 
ie vee greea beans and toss lightly. 
eets 


Agency 


J. Walter Thompson Co. 
Chicago, Ill. 
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e—every window of every Chevrolet is Safety Plate Glass. 


The Impala Sport ( 
es eet Te | ee 


x 


hie 


EXCITEMENT RIDES WITH YOU every mile you roll in 
your nw CHEVROLET. At rest or on the road, this sleek 
style-setter promises action, gaiety, glamor—and it keeps its 


promise beautifully. Come aboard and take the key! 


One look at those saucy lines and 
you know this new Chevy’s ready to 
shove off for wherever you say. 
Just name your course—a_ bus- 
tling highway, a tumbling mountain 
road or a side street to the corner 


ride or the zestful response of its 
new Turbo-Thrust V8.* 


If you haven’t yet had the pleas- 
ure, it’s an oversight your dealer 
will gladly remedy. . . . Chevrolet 
Division of General Motors, 


grocery. Here’s the car with an 
eager gait that turns any route into 
a pleasure cruise. 

You'll see what we mean the first 
time you feel Chevrolet’s restful 


Detroit 2, Mich. 


*Optional at extra cost, 


Advertiser 


Agency 
Campbell-Ewald Co. 
General Motors Bldg. 
Detroit, Mich. 


General Motors Corp. 

| Chevrolet Div. 
General Motors Bldg. 
Detroit, Mich. 
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The Chevrolet Impala Sport Coupe. 


CHEV ROLET 
If you can’t be happy with this car, you just can’t be happy 


This is all the car anyone could ask for. It has Here’s why so many owners of other makes 
are trading for Chevrolets—Roomier Body 
by Fisher—famous for its soundness. Magic- 
there with the most expensive of them, And it Mirror finish—no waxing for up to three years. 


style. It has room. It rides and performs up 


Safety Plate Glass all around. New, bigger 


has those practical Chevrolet virtues of econom 2 
I f ” brakes for safer stopping. Hi-Thrift 6—up to 


reliability, durability. 10% more miles per gallon. 


eee? 


. Chevrolet Division of General Motors, Detroit 2, Michigan 


To display a car on the open road (or in an open field) four- 
color bleed does the job best — and it does it economically 
in the Digest where bleed costs nothing more. Chevrolet is 
one of a half-dozen General Motors campaigns in the Digest 
—all using bleed. 
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| Lathering has its place—but not in Automatics. 
alf s “Controlled Suds” never clog washing action! 


Unlike thick suds, a//'s ‘Controlled Suds”... ZA 


Soll 


for every type | 
AUTOMATIC | 
WASHER 


e let clothes slosh around freely—wash 
cleaner, whiter, brighter 


e rinse away clear—leave clothes suds-free, 
soft and sweet 


e cut repair bills—give better care and longer 
life to your Automatic. 


a// is prescribed by the makers of every type ~*~ % ’ ’ 
of Automatic Washer. Performance and quality ™, J 
guaranteed by Lever Brothers. Purchase price i 
refunded if not satisfied. 
Advertiser Agency 
Lever Brothers Co. Needham, Louis & Brorby, Inc. | 
Lever Div. Prudential Plaza 
390 Park Ave. Chicago, Ill. 


New York, N. Y. 
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SOME PEOPLE 
GET PLENTY 

IRRITATED IF | 

{CLOTHES ARENT f 


...and they’re specially grateful for 
all’s “Controlled Suds’’ which, unlike 
thick suds, rinse out completely in your 
Automatic Washer. They never leave 
suds scum on clothes to irritate tender 
skin. a// is prescribed by washer 
makers. Satisfaction guaranteed by 
Lever Brothers or your money back. 


Your trade name jumps right off the page and into the mind 
with a simple spot of color. One of several Lever Brothers 
products advertised in the Digest, aff spends nothing extra 
for the heightened impact that color creates. 
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How do present advertisers feel about the extra impact 


and effectiveness they can achieve, at little or no extra cost, 
in Reader’s Digest? The table below shows what they have 
done — as you can, too, to get more sales power for your 
business. 


In the first six months of this year, advertisers have 


increased their use of the Digest by 60‘. . They have tripled 
their use of bleed and doubled their color pages. As a result 


color now appears in more than 90‘. of all advertising in 
the Digest. 


ADVERTISING PAGES 


NO. PAGES 
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BB cvack & wuite 


2-COLOR 
, 63% 
De) 4-COLOR 7 INCREASE 
200 \ 
—_—— — Lt - 
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ia a a ar | 
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l 
> 614% | 
DECREASE 
i 8 8 = ar en: sees SO , 
0 
Ist 6 MONTHS Ist 6 MONTHS 
1958 1959 
PAGES Ist 6 MONTHS 1958 1st 6 MONTHS 1959 ; nee 
NO. PAGES % OF TOTAL NO. PAGES % OF TOTAL 
BLEED 105.50 35.0 354.94 73.9 235.5 
NON-BLEED 196.00 65.0 125.56 26.1 (35.9) 
TOTAL 301.50 100.0 480.50 100.0 59.4 
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T For more information about how Reader’s 
Digest can help you make more sales at 
4 less cost, write or call: 


New York 


Chicago 


Detroit 


Los Angeles 


San Francisco 


230 Park Avenue 


New York 17, New York 
MUrray Hill 4-7000 


Prudential Plaza 
Chicago 1, Illinois 
WHitehall 4-2544 


New Center Building 
Detroit 2, Michigan 
TRinity 5-9600 — ¢. 


6505 Wilshire Blvd. 


Los Angeles 48, California 
OLive 3-0380 


235 Montgomery Street 
San Francisco 4, California 
EXbrook 2-3057 
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People have faith in 


; fReaders Diges 


Largest magazine circulation in the U. S. 
Over 11,750,000 copies bought monthly. 
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Theatre-screen Ad 
Bureau Offers Films 
to Promote Medium 


Cuicaco, June 16—Theatre- 
screen Advertising Bureau has 
compiled three 20-minute reels, 
comprising clips from European 
theater ads which won honors in 
the 1956, ’57 and ’58 Venice and 
Cannes film festivals for showing 
to advertisers and agencies to pro- 
mote use of the theater screen 
medium. 

Frank Block Associates, St. 
Louis, one of the first agencies to 
make use of the TsAB promotion, 
drew more than 75 people in a 
workshop screening earlier this 
month. 

TsAB has issued a booklet de- 
scribing the promotion and giving 
sample information on costs and 
circulations in the medium, plus 
other data. + 


Dailies’ R.O.P. Color 
Linage Is Up 25% in 
April, Hoe Reports 


New York, June 16—Newspaper 
r.o.p. color linage in April was 13,- 
886,321 lines, a gain of more than 
25% above color linage reported in 
April, 1958, according to the Hoe 
report on r.o.p. color issued this 
week. Color linage for the first four 
months of the year was 41,222,573 
lines, up 15.9% from the same pe- 
riod last year. 

Leading color advertisers in 
April were Shell Oil Co. (302,666 
lines), Phillips Petroleum Co. 
(265,125), Eastern Air Lines (232,- 
536), Ford (198,267) and Pillsbury 
(163,056). 

The color report, issued monthly 
by R. Hoe & Co., is based on a 
Media Records check of more than 
400 newspapers in 130 cities. + 


Feeley Adds Disogrin. 
Roll-A-Grill Accounts 

Disogrin Industries, Mount Ver- 
non, N.Y., manufacturer of indus- 

trial plastic products, has appoint- 
’ ed Feeley Advertising, New York, 
as its agency to succeed Ben Sack- 
heim Inc., New York. 

Feeley has also been named to 
handle advertising for Roll-A-Grill 
Corp. of America, New York, 
maker of restaurant equipment. 


Priestly Buys Rest of 
‘Las Cruces Sun-News’ Stock 
Orville E. Priestly, editor-pub- 
lisher and president of the Sun- 
News, Las Cruces, N.M., has pur- 
chased the remainder of the stock 
giving him full control of the daily 
newspapers. Joseph S. Priestly, 
son of Mr. Priestly and assistant 
editor and publisher, will become 
a stockholder, vp and director. 


National Presto Boosts Seaman 

Paul R. Seaman has been named 
marketing manager of National 
Presto Industries, Eau Claire, Wis. 
He has been western regional man- 
ager of Presto since 1954. 


SCREENING ASSIST—Prize winners from the 1958 Venice festival of the 
International Screen Advertising Services are viewed by advertiser 
guests in the production department theater at Frank Block Associ- 
ates, St. Louis agency, which recently presented a “film festival” 
of theater-screen ads. 


came a request for a room at the Sheraton-Dallas Hotel. In just 4 seconds the reservation was confirmed — thanks to 
Reservatron, our flabbergasting electronic marvel. To challenge it is to believe it. Just call your nearest Sheraton and 
ask for a reservation at any of 53 fine hotels. Fat free booklet is yours for the asking. You'll have 96 pages about 
Sheraton facilities in 41 major cities. And you'll have our gratitude — we're testing this ad. Address: Sheraton 
Corp., Ad Age Ad #3, 470 Atlantic Ave., Boston, Massachusetts. 


Oshawa Names Muter, Culiner 

Oshawa Wholesale Ltd., the In- 
dependent Grocers Alliance supply 
depot for south central Ontario, has 
named Muter, Culiner, Frankfurter 
& Gould, Toronto, to handle its ad- 
vertising. 


JACKSONVILLE 


GATEWAY TO 
THE MOON! 


CAPE 
CANAVERAL 


U.S. Census Bureau 
Adds Another Big Fat 
Prosperous County to 


Orlando’s Standard 


Metropolitan Area vaaaiglll 


aatunnel 
spo #* 


U. S. Census Bureau has added Seminole County to Orlando's eh 


Standard Metropolitan Area — now 275,400 — 88th in 
U.S.A. You can sell the five-county Central Florida popu- 
lation of 417,000 only with the Orlando Sentinel-Star. We 
dominate Miami, Jacksonville and Tampa papers combined 
in our five counties by 6-1. 


a Orlando Sentinel-Star 
Circulation Domi- 
nates The Cape 
Canaveral [Missile 
Base] area Complete- — 
ly with its Pink 
Regional Supplement. — 


ORLANDO SENTINEL-STAR 


Largest Circulation In Central Florida Ask Branham 
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your passport to a 


ETOP TRAVEL 
MARKET 


38.3% of all ELxs Macazine 
households spend more than $200 
a year for vacation travel...a 
percentage exceeded by only 7 of the 
53 magazines in the latest Starch 
Consumer Magazine Report. 


24% of all Elks spend more than $200 for 
business travel during the same period. In this 
category, only 3 publications exceed 
Tue Evxs MAGAZzIne. 


A direct route to this top travel market is open 
to you through advertising in THe ELKS MAGAZINE. 


More information? Write for your copy of our booklet, 
MAGAZINE “The Elks Market” 


THE 


NEW YORK 16 
386 Fourth Avenue 


CHICAGO 1 
360 N. Michigan Avenue 


LOS ANGELES 17 
1709 W. 8th Street 


BUT... The WKZO-TV Coverage Map Will Give You 
“The Picture” Around Kalamazoo -Grand Rapids! 


PLEASE NOTE! As shown below, WKZO-TV de- 
livers 94.9% more homes than Station “B," 
Sunday through Saturday, 9 p.m. to midnight! 


NSI, ARB, NCS No. 3—all three give WKZO- 
TV a big edge as Western Michigan’s best 
television buy! 


And here's proof of WKZO-TV superiority: 


@ Latest NSI survey gives 
WKZO-TV more homes in six times as 
many quarter hours as Station B! 


@ WKZO-TV is out front in 60.6% of 
all quarter hours in the Kalamazoo- 
Grand Rapids ARB 9-county survey 
(Jan. 12-Feb. 8, 1959). 


@ NCS No. 3 gives WKZO-TV far more 
homes—monthly, weekly, daily—than 
any other Michigan station outside of 
Detroit! 


Add WWTV, Cadillac, to your WKZO-TV 
schedule for all the rest of outstate Michigan 
worth having. 


% World's oldest map (c. 2,200 B.C.) is a cadastral clay tablet used for land taxation, now in Istanbul Museum, Turkey. 


mee WKZ0-1V 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
Studies in Both Kalamazee and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


NSI SURVEY—KALAMAZOO-GRAND RAPIDS AREA 
(Jan, 25-Feb. 21, 1959) 
STATION TOTALS FOR AVERAGE WEEK 


HOMES DELIVERED | PERCENT OF TOTAL 
WKZO-TV{STATION B] WKZO-TV 


Mon. thru Fri. 
6 a.m.-9 a.m. 17,600} 17,300 | 50.4%, 
9 a.m.-Noon 55,500} 32,300 | 63.2%, 
Noon-3 p.m. 69,400} 35,200 | 66.3%, 
3 p.m.-6 p.m. 68,000} 54,500 | 55.5%, 
Sun. thru Sat. 
6p.m.-9 p.m. |148,700} 95,500 | 60.8%, 
9 p.m.-Midnight | 134,300] 68,900 | 66%, 


~~ PEORIA, " 
WMBD TV — PEORIA, ILLINOIS 


Getting Personal 


June 20 is an important day for Herb Bissell, advertising vp of 
Minneapolis-Honeywell. His daughter, Carol, is being married in 
Minneapolis to Lynn Truesdell, a law student at the University of 
Minnesota... 


On his 13th anniversary with Farm Journal and his daughter’s 
13th birthday—Sunday, June 7—Dana Fernald of Farm Journal 
managed to celebrate by playing his first golf game of the season in 
Detroit, on his way from Philadelphia to Minneapolis . . . 

Sports news: Clayt Huff, assistant treasurer at BBDO, scored his 
first hole-in-one on the second hole of the Pelham, N. Y., course... 
Roger P. Nowak, Merrick Co. vp who frequently officiates at golf 
tourneys, served on the scoring committee for the big U.S.G.A. Na- 
tional Open at Mamaroneck ... Alan Hoppe with a 68 low net won 
the sixth annual open golf tournament of the Brady Co., Appleton, 
Wis. He won last year, too. Keith Green tied him, but lost the play- 
off... Francis Stifler, service representative of N. W. Ayer & Son, 
Philadelphia, is again judging horse shows this summer. In May he 
was sole judge at the Ellis school horse show, Malvern, Pa. On June 
14 he judged the Reading Riding Club show. Breeding and training 
horses has been a lifetime hobby for him... 


CARICATURED—Bea Adams, vp of Gardner Advertising, poses with her 

portrait, depicting her as “The Belle of Pistol Palace,” the role she 

played in this year’s St. Louis Women’s Gridiron show. The painting 

is a gift from the cast, honoring Miss Adams as founder of the event 

25 years ago, and as author and director of many of its productions, 
including this year’s silver anniversary edition. 


Harold Himmelman, son of S. N. Himmelman, circulation vp of 
Macfadden Publications, is in Italy on a scholarship from the State 
Department’s American Field Service. He’ll spend ten weeks there 
living with Italian families...Back home after more than three 
months in the hospital is Ed Gottlieb, head of his own New York pr 
company. One of the eight survivors of the jet air crash in New York 
Feb. 4, Ed is energetically conducting his business from a wheelchair 
at home, flanked by two telephones and a dictating machine. One 
leg is still in a cast, the other has graduated to a splint, and the prog- 
nosis is he’ll be in the office “soon”... 

Alan N. Greaves, ad manager of BOAC, New York, a dad for 
second time. Son Mark weighed in at 8 pounds...Alvin Sussman, 
eastern division sales manager of United Artists Associated, New 
York, is crowing about his first child, Patricia Anne. ..Don Blauhut, 
radio-tv director of Parkson Advertising, who had a one-man art 
show in New York last fall, is anticipating another at Southhampton 
this summer...Winner of Beaumont, Heller & Sperling’s annual 
art exhibit was Clarence Weight, who entered a watercolor called 
“Rockport” in the Reading, Pa., agency’s contest. . . 

Advertising is well represented at the community level in Bur- 
bank and Glendale, Cal. Mayor of Glendale is Cal Cannon, manager 
of KIEV, while the mayor of Burbank is Dallas Williams of Dallas 
Williams & Sons, Hollywood ad agency.. .Arch C. Hancock, public 
info director for Remington Rand, has been honored by the New 
York chapter of the American Public Relations Assn. for “hu- 
manitarian services in aiding employment of the physically handi- 
capped”... 

Gerald G. Hotchkiss, promotion manager for Life-Fortune Inter- 
national, returns to his post in London June 20 after a honeymoon. 
He recently married Patricia Jane Volimer of St. Louis... 


Norman Knight, head of the Yankee Network, WNAC-TV and 
WNAC, has won American Heritage Committee’s Freedom Book 
Award. ..Bruce Forbes, president of Forbes Inc., New York, is still 
walking on air. He won pro-amateur division of Greenbrier open 
on his birthday. Bruce’s pro partner was Sam Snead, who shot a 
record-breaking 59. Then Bruce followed up by winning a Cadillac 
convertible offered by Jack Kriendler (21 club) Memorial Heart 
Fund... 

Arthur J. Mott, Pacific Northwest manager of Story, Brooks & 
Finley, got the President’s award from St. Mary’s College, near Oak- 
land, Cal., June 6 for contributions to “Goals of Higher Education” 
. . » Jane Clark of MacLean Advertising, New York, will wed James 
M. Rae in London in August... 


Richard Zavon, TV Guide’s Minneapolis manager, has a new 
daughter... Tom Kilbride, account exec with Knox Reeves Adver- 
tising, has been named “Man of the Year” by the Minneapolis Sales 
Executives Club...An exhibition of the work of Leo Lionni, de- 
signer and painter, will be on view at the San Francisco Museum 
of Art from June 12 to July 12... . 


Advertising Age, June 22, 1959 


ee 


~ 


i 
‘ 


" Brag “ectuagtt ; ; j 3 > - " . 95 = ‘ ace i a es ; Re ee : es fol E sia : = eae 
eee eee Ve ee Cap a mee egy oe ra age ae <5 dee ‘a ite ee: igre jae” ee ve Wet oR feowd Se eles ee Peek ke ne 
ee OTR. Re Sag se ce hes POSS ee ae aoe Se A een oa i ae Ase. "ge heim NS IRR eme tare 7 aR SP. <TR a Ai el reer erly eRe 4 

eats eye: ae meres ie aes ee ee E tes Gee re : THE Re Tae Tee na: ae p53 oe eae = See Ee ae 
apes ; = Se 
Wi 
“4 ES 
te | : % - , bs -) : . | 
oe < * sc ee ' 
ph \ \ . s. Ve Be 
ae f a saa } 
cr ae “ Mae a: j 
res eg ee 
in | ie Ri: . 4 
4 ae Be 25 oy 
se . oe 
ai + tae “S a se AN 
aes . nae xt Fa i a a i y 
oo ae a ) 
: Ta Bg 2) Sd 
4 
Be | { 
— pO 
| +, 
_ OO O:?0O@ OO ses a se © ; 8 iy. . Aik é * GaP ae 
sy, : Reape ie, | .— ws : iy syle a } 
é r + ee oe any? ee ae i 4 7 rok, yt : ie 2: ae vu : Nag = r ( 
™ Ns ; i . e.g tee ae nine ee ie, “§ gat. et ae ‘ ~ ee” a 
oe “f Cae 3 : a % + ya \G # iv ie - lent “Fe 8 . ie aes, : 
v ns 3 F g A ar, ms y as ys ete * “Soy Cy ee, , Set a 3 i > ~~ = ea 13 i t a” : y Bite 5 } ’ 
Se ei he | fo oO 7 i 
: Rei Sieg ees i ik ee Ye tS al i jx i ieee Oa Le / c* A " ‘ nd ae \)- 
ze ee , meee is By Lag z ‘7 “ P r Fd : oo * ee ££. e% ‘ . . 8) 7" : ' 
: err Pe Ree =— "2% OE, ie Peas ” es els se ‘eR i ; ; ‘ Bae i 
| c.” al ny ).~ _ ae :. ae ~| 2 oo i‘ iia 
* tig or iia va” j a O48: ora Bo Syt le tgs RR: pallor ib a od = 4 E { AS oe cee 
va . —————— . ie ere hee cae es wed é J — . ia ae 
; ; ; , eee’ Ft i ~ ); a Pr rad < oe ee i c : ¥ , : n A. 1 ‘ea Lh se A x ; : : 
‘“ r 4 aE Pi é. 7 ie st oul a « ee ea = ec ay s soar 3 AN y % ¥ 4 a % ‘ ae é ae ‘ ie ‘ 
| —_ TE ny, | (YN GF | 
3 ik Sep ona :. ; sh f; %. Lo) . = « ™ - rs : iy gi : ae i ais : 
: de Mea Gin. ees, wie \ ; % © feet 2 » > > 5 a PP 7 a, eh 4) be , Oda aes ; ‘ie ‘ 
‘ Si ee bin = he ae oy . gd en 4 " >, - um q ; = * oda . ia 1 ie : as ; 
D2 ye os Oe i: Saar ie r 
ae! a. nn er ow Ly >. = og Balhae 8 he a) ee ip 
see Neg ae : si yogi _ io y : . ae \ Toes aw, ae — a) z et f 
et ee ccc ae ’ , , ' @ eb Shy oe ee Pat , ‘ poe Shae = ¢ = | aes 
me Ce iY ee Rt ee LS ae aes ally ra Ne at ‘ie Oe es ars ee Oh ar 
a oon. Seca aa 1° Le oes nn | 0 pad aie ar. ae LL ine ihe ; 
; pues Oe ee : s ated _ jon Cty Tyls ay ai LS she eee 
F ea . ‘ae ‘ . _ } Te AAS ell et, 
= ee ae ae 3 * ; 4 os -. aS ‘ ti = cane ‘e * a 
ae CS ae +, > a , . ees * Ti, 8 OF ’ t 
t ; 2 nor ' = <2 , tae sretcer eat s * si a . La a - 
- * oi a j 4 “6 a - rs on a n rug oz é re, oe y ; f 
A ais = —a Cl ° Pe et wt ; 
Pi ee a t, STS ION gf ay 
ee oe Af Bal Pg: ke th Ae ie i 
es eae a Pri si” ERED ee, OE Moo 
ss ee ee ee eS 
aiait f 7 Nike al fer pieced 2) 4 a “te Nar ° ba 
| pe : i 
he aa 7 CWE ey att ww is ~ 7 : 
| U MAY NEVER SEE A 2200 B. c. MA 
sf 
Sa « 
3 BP 
3 a 
oe i 
eal a | 
ee | 
a 49.6% 
ie 36.8%, 
te 33.7% 
7 44.5% 
MG 
39.2% 
Sa 4% 
S atieeneasl 
ne a “m J 
ee ee 
os mK 
ie 4 ee WILT KAW ~~ GRAND KFAFIUD 
sag aA WJEF FM ~~ GRAND RAMOS KALAMAZOO. 
hs 1 
= { 


ee 


° > 


S Meet a Hidden City Consumer... 


He’s a small customer, but a big consumer... and there are a lot like him in the Hidden City. 
In fact, Hidden City parents have 428,888 children—more children per family than the homes 
reached by any other weekday metropolitan newspaper in Los Angeles. And it’s near phenom- 
enal the way they go through shoes and shirts . . . put away bread and bananas .. . and wear 
out scooters and skates. So it’s a good thing their fathers are on the way up in well-paying 
occupations (83% of Hidden City dads earn $4,000 or more). All in all, Hidden City families 
have $1) billion to spend on things they see advertised in The Mirror News... and 4 out of 5 
of the million Mirror News readers in more than 300,000 Hidden City homes read only The 
Mirror News as their Los Angeles metropolitan weekday newspaper. 


*i4! ® . 
It $ bigger than St. Louis ... or San Francisco, Seattle, Milwaukee, Minneapolis, Cin- 
cinnati, Cleveland, and a lot of other big cities you’d never dream of overlooking. 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 


there’s a Hidden City" and... 


IN LOS ANGELES 


LOS ANGELES EVENING 


MIRROR NEWS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 
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Dailies’ Battle in 
Washington State 
Gets More Intense 


SeaTrLe, June 16—The massive 
anti-trust suit that pits Scott Pub- 
lishing Co., reportedly with the fi- 
nancial backing of some other 
publishers, against the Interna- 
tional Typographical Union and 
other defendants, moved a step 
nearer trial last week, after near- 


ly four years of preliminary 
skirmishing. 
Scott publishes the Tri-City 


Herald and seeks treble damages, 
plus costs, for a total that now 
reaches $2,422,000. The defend- 
ants include Columbia Basin Pub- 
lishers, publisher of the rival dai- 
ly, the Columbia Basin News; the 
International Typographical Un- 
ion and its locals at Seattle and 
Kennewick-Pasco; Unitypo Inc. 
and various officers of the de- 
fendant companies, Scott charges 
conspiracy to drive the Tri-City 
Herald out of business. 

After hearing motions in the 
case, John C. Bowen, U. S. district 
court judge, last Friday set the 
case down for hearing July 20 
that will determine when the case 
will be called for trial. 


s Pre-trial depositions have been 
completed, counsel for both sides 
told the court. An indication of 
the massive record already com- 
piled was presented by Alfred J. 
Schweppe, attorney for the ITU, 
who told the court that starting in 
the fall of 1955 the plaintiffs had 
taken 157 depositions on 151 days, 
totaling 8,230 pages of testimony, 
and including 3,688 exhibits total- 
ing 160,856 pages. Defendants in 
turn, he said, had taken 12 depo- 
sitions totaling 1,156 pages of tes- 
timony, in addition to which there 
were 235 exhibits. Mr. Schweppe 
cited these details to show the 
need for pre-trial hearings that 
would screen some of the material. 
He added that at the rate this 
case has been going, the trial “will 
take a year’s time.” 

Carl Jonson, attorney for Scott, 
countered that the defendants 
were seeking delays and did not 
want the case to come to trial. 

Earlier hearings on motions had 
brought out that both sides have 
had financial support from out- 
side the tri-city area—Pasco, Ken- 
newick and Richland, 


s The Tri-City Herald was found- 
ed in 1947 in the fast-growing 
area that includes one end of the 
newly irrigated Columbia basin 
land and also the atomic energy 
city of Richland. In 1950 the ty- 
pographers struck the Herald, and 
the strike continues to the pres- 
ent, while the Herald continues 
publishing. In 1950, also, the Co- 
lumbia Basin News was founded, 
and Scott charges Unitypo or oth- 
er ITU sources have advanced 
more than $1,000,000 to the 
News. The latter has acknowl- 
edged help from Unitypo. 


36% of SOUTH DAKOTA'S 
SPENDABLE INCOME 


Exclusively Covered by: 


THE TRIPLE MARKET GROUP 
* HURON DAILY PLAINSMAN 
* MITCHELL DAILY REPUBLIC 
* WATERTOWN PUBLIC OPINION 


Sold In combination and nationally 
represented by 


Johnson, Kent, Gavin & Sinding Inc. 


In turn, Scott Publishing Co. has, try funds lest the ITU “harass the 
had financial assistance of $55,-| sources,” adding, “there are 1,001 


000 from newspaper sources in 
prosecuting its suit, counsel for 
Scott acknowledged at a recent 
hearing in federal court, At that 
time Judge Bowen ruled that in- 
formation as to this support must 
be made available to the defend- 
ants’ attorneys but not to the de- 
fendants. 

Mr. Jonson had argued against 
disclosure of the source of indus- 


ways employes can harass an em- 
ployer.” Mr. Schweppe countered 
that defendants were not permit- 
ted to withhold similar informa- 
tion on their side. 

Expenditures by both sides of 
the suit for covering depositions, 
many of which required travel in 
other parts of the country, and 
legal fees, would probably total 
between $200,000 and $300,000 


thus far, ADVERTISING AGe’s infor- 
mal check with opposing counsel 
indicated. + 


| Phillip Jones Joins Biddle 
Phillip Conway Jones has joined 
the Chicago office of Biddle Co. 
as assistant to Henry Flarsheim, 
vp. Mr. Jones, an Englishman, was 
previously assistant to the sales 
promotion manager of Helene Cur- 
tis Industries. Previous to that he 
was sales promotion manager of 


Advertising Age, June 22, 1959 


the London office of Encyclopae- 
dia Britannica and before that 
was with Grant Advertising in the 
London, Johannesburg and Chicago 
offices. 


Goodman Opens Agency 

Robert Goodman, former pub- 
licity director of Hecht May Co., 
Baltimore, has opened his own ad- 
vertising and consultant business, 
Robert Goodman Agency, 12 W. 
Read St., Baltimore. 


keep asking “WHO?” 


CATALYTIC 


Market ceiling unlimited... 
and the builders 
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OAI Publishes 
‘58 Poster Annual 


New York, June 16—Outdoor 
Advertising Inc. has begun dis- 
tribution of its “1958 Poster An- 
nual,” a collection of award win- 
ning posters and painted displays. 
The prize-winning posters were 
selected early this year in the 27th 
National Competition of Outdoor 
Advertising Art, sponsored by the 


Art Directors Club of Chicago, 
(AA, Feb. 9, April 27). 

A total of 183 poster and painted 
display bulletins are shown in the 
annual, including winners of the 
gold medal (Morton Salt, Need- 
ham, Louis & Brorby), silver med- 
al (Jackson Brewing Co., Fitzger- 
ald Advertising), bronze medal 
(Standard Oil Co. [Indiana], D’Ar- 
cy Advertising), prize winners in 
16 classifications and honorable 


mention designs. 


A new feature in this year’s an- 
nual illustrates the design evolu- 


‘tion of the three grand-prize win- 


ners. 

The annual is scheduled for lim- 
ited distribution to advertisers, 
agencies and art training institu- 
tions. # 


Benton & Bowles Names Six 
Mort Kramer, formerly copy 

group head at McCann-Erickson, 

has joined Benton & Bowles, New 


| 


York, as an account executive. B&B} 
also has named Virginia Graham, 
Alan Johnson and Floyd Vande- 
wart copywriters. Miss Graham|/ 
formeriy was with Young & Rubi-| 
cam; Mr. Johnson was with Mc- 
Cann-Erickson and Mr. Vandewart | 


was with Al Paul Lefton Co. B&B|j 


has promoted Bern Kanner from 
an assistant media director to an 
associate media director and Roger 
Clapp from a media buyer to an 
assistant media director. 


ridge 


asphalt shingles 


saturated felt 


insulating roof 


deck slab 

plate 

fascia 

// IIboard 

Yj wallboar 

WY insulation 

Uy insulation board 
LM, 


sheathing 


wallboard 


floor diffuser 
fiber duct 


perimeter 
‘insulation 


oN 
Na polyethelene film 
concrete slab 


steel reinforcing mesh 


WHAT TO BUILD 


2. HOW TO BUILD IT 


From the advertiser’s point of view, what you see at the left 
.one of the many in American Builder’s monthly 


is an appetizer... 
feast for readers. 


You see our editors telling the reader—in their time-saver style 
—What to build and How to build it. It’s short, sharp, sure— 


and appetizing. 


What our readers want for the next course is: Who makes what 
it takes to do the job. And that’s an order American Builder’s 


3. WHO MAKES WHAT IT TAKES 


advertisers are happy to fill. 


Cover to cover, issue after issue, you see this Catalytic Action 
bringing interested reader and interesting product 


at work... 
together. 


And Now... 


4. WHERE BUILDING IS HOT 


Today, as rarely before, markets are on the move—builders 
and American Builder’s editors and circula- 
tion men are on the move, too... working fast to give you extended 
editorial and circulation coverage in America’s new growth areas. 

Write for your personal copy of “Markets on the Move.” And 
—to keep your sales on the move—be Johnny on the spot when 
hungry readers ask this month and every month: “Who makes 


are on the move... 


what it takes?” 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


30 Church St., New York 7, N. Y. 


VANCE E. LOCKHART, director of mar- 
ket research and advertising of In- 
diana Farm Bureau Cooperative 


Assn., has been named executive 
director of the American Market- 
ing Assn., succeeding William C. 
Gordon Jr., who will resign from 
the AMA June 30. 


A Noted Educator says: 
Bloomington-Normal 
Educational Standards 
are among the best in U.S. 
—Ideal for New Industry 


The possibilities of receiving a 
fine education in Bloomington 
and Normal, Illinois, are unusu- 
ally good. The people of the 
communities have shown by 
their support that they believe 
in education. As a result we 
have 21 elementary schools, in- 
cluding four parochial schools; 
and four high schools, including 
one parochial school. There are 
two universities—Illinois State 
Normal University with an en- 
roliment of more than 3500 stu- 
dents and Illinois Wesleyan 
University with 1200 students. 
Both schools are over a century 
old and are considered as out- 
standing institutions of higher 
education in the Midwest. Both 
the schools and the community 
make available many cultural 
and educational events during 
the year. 


If you are looking for a well- 
balanced community with a fine 
educational system, be sure to 
look into the possibility of mak- 
ing Bloomington and Normal in 
the central part of Illinois your 
home. 


Ralph G. Bone 
PRESIDENT 
Illinois State Normal University 


178,000 people 
with incomes 
20% over the na- 
tional average 
live in this area 
Your advertising 
in the Panta- 
graph assures 
coverage of this 
market. 


re Pantagraph 


BLOOMINGTON-NORMAL, ILLINOIS 


FULL COLOR 


NOW AVAILABLE 
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The Tribune sells nearly 900,000 copies daily, 1,250,000 
on Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 


.....more advertising- 


IN CHICAGO! 


$60,000,000 in the Tribune last year—more than in all 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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one of the nation’s 

Great Newspapers 
marking tts 

75th Anniversary 


now in the 


O0.00 


circulation class 
daily 100,987 Sunday 101,493 


LARGEST CIRCULATION IN THE NATION'S 
26th METROPOLITAN MARKET 


Made up of Pinellas County (St. Petersburg) and 
Hillsborough County (Tampa). Ranks 2nd in Florida, 
26th in United States. This market was 44th in U.S. 
five years ago .. . 30th last year .. . now 26th, hav- 
ing passed: 


@ Indianapolis, Indiana @ New Orleans, Lousiana 
Hartford-New Britain, Connecticut 
®@ Bridgeport-Stamford-Norwalk, Connecticut 


The St. Petersburg Times has the largest circulation 
within this bi-county area, this billion dollar market — 


CONCENTRATED CIRCULATION 
WHERE YOUR SALES ARE MADE. 


Phone - wire - write the National 
Adv. Dept., St. Petersburg - 5-1111 
- orcall Branham Co., national 
representative. 


St. Petersburg Cimes 


FLORIDA'S BEST NEWSPAPER 


‘Sunset’ Extends 
Zone Plan to Include 
Four-Color Ad Units 


MENLO PARK, CAL., June 16— 
Sunset Magazine has extended its 
zone edition service to advertisers 
by making four-color ads available 
with the July issue. 
| Page rates for full color in zone 
editions will range from $1,560 for 
the northwest zone edition to $4,- 
|752 for a combination of the cen- 
| tral and southwest zones. 
| Other color page rates are $2,600 

for the central zone edition; $2,700 
for the southwest zone edition; $3,- 
724 for the combination of north- 
west and southwest, and $3,628 for 
the combination of northwest and 
| central. 

| 


|@ Zone advertisers which have 
| signed up for color ads with Sunset 
|on the new program include Pa- 
‘cific Northwest Pipeline Corp., 
with a major special section fea- 
turing two four-color pages and 
six b&w pages in July’s northwest 
edition, and White House Foods, 
| with a full-color page in the Au- 
gust southwest edition. 

“Sunset,” explains L. W. (Bill) 
Lane Jr., vp and sales manager, 
“has provided zoned editorial since 
1932 and has accepted zoned ad- 
| vertising in b&w and in two-color 
|for many years. So far, in 1959, 
| Sunset has averaged more than 100 
zone advertisers per issue. 

“Each of the zone editions,” Mr. 
Lane continued, “is edited to serve 
differences within the West in the 
fields of travel, gardening, foods 
and building.” 

Wherever possible, Mr. Lane 
pointed out, “advertising availabil- 
ities are provided to give zone ad- 
vertisers the same quality advan- 
tages enjoyed by advertisers in 
Sunset’s entire eight-state area.” 


‘SUNSET’ SECTION IS 
TWIN ‘FIRST’ FOR UTILITY 

SaLt LAKE City, June 16—Pa- 
cific Northwest Pipe Line Corp.’s 
eight-page section in Sunset’s 
northwest edition marks two 
“firsts” for a zone advertiser in 
the magazine—the use of four col- 
ors and the gatefold treatment of 
one page of the insert. 

In the special section the com- 
pany speaks for 11 participating 
utilities in the three-state area, in 
a campaign prepared and placed 
by Bozell & Jacobs, Seattle. 

“This three-state Sunset push,” 
explains Jerry Hines, B&J vp, 


|research into consumer attitudes 
|toward natural gas and attempts 
to sell the values of such gas for 
home and industrial use.” 

Cletis Reaves, chief photograph- 


“was undertaken after extensive | 


| 


FirStS—The July Sunset Magazine 
will carry an eight-page gatefold 
insert in its northwest zone edition 


for Pacific Northwest Pipeline 

Corp., of which the folded color 

opening page and an inside b&w 
page are shown here. 


er with El Paso Natural Gas Co., 
Pacific Northwest Pipe Line’s par- 
ent company, traveled more than 
10,000 miles in less than six weeks 
to shoot the major photos in the 
section. 


# In addition to the Sunset inser- 
tion, according to B. Marshall Wil- 
lis, advertising manager of the 
parent company, newspaper tie-ins 
will run each week for six weeks 
in 44 northwest markets, starting 
with the issue date of the July 
Sunset, which will be on news- 
stands June 25. 

This advertising, Mr. Willis said, 
will be heavily merchandised in 
the area, with more than 500,000 
reprints of the Sunset section to 
be distributed to customers and an 
additional 15,000 copies to em- 
ployes and industry leaders. 

In addition, window displays 
will be used to tie in with the pro- 
motion in leading Pacific North- 
west cities. + 


Sauerberg Elected President 

William W. Sauerberg, Ward- 
Griffith Co., Chicago, has been 
elected 1959-1960 president of the 
American Assn. of Newspaper 
|Representatives’ Chicago chapter. 
Other officers elected are Jack J. 
McCarthy, George A. McDevitt 
Co., vp; E. V. McCoy, New York 
Mirror, secretary and _ assistant 
treasurer, and Paul V. Elsberry, 
Scheerer & Co., treasurer. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


 gINeE wie. 
LOS ANGELES HALLIBURTON 
SAN FRANCISCO CENTRAL TOWER 


I'MoLDER 


* 


IN 
MANY 
WAYS <i 


“face lift” my room. 


AMERICAN GI 


830 Third Avenue, 


HAN 
YOU * 
HINK 


a 


\ 


I’m 15 years old and can sew 
2,161,000 nimble-thimbled readers of AMERICAN GIRL, 
aged 10 through 16, I’ve learned to fashion a wardrobe, 


Sell the market where buying begins. AMERICAN GIRL 
delivers your sales message first (median age 13.8). 


Published by the Girl Scouts of the U.S.A. 


like an expert. Like the other 


RL MAGAZINE 


New York 22, N.Y. 
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Advertisement prepared by MacManus, John & Adams, Inc. 


*K “our New Yorker campaign has helped us win new customers 
... brought a banner season of sales . . . inspired nationwide 

requests which exhausted our entire supply of Imported Espresso 

Coffee Makers.” 


id (2. Advertising Manager, S. A. Schonbrunn & Co., Inc. NEW TH 'e R KER 


MAGAZINE 
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Five-Star Cherry Pie, as featured in Farm Journal's Country Cookbook. (Five-Star means way above par!) 


**Fastest Selling Cookbook We've Ever Published!”’ says Double- 
day and Company in a full page advertisement in the New York 
Times. In the first 91 days 91,000 FARM JoURNAL Country 
Cookbooks were sold. The first printing was 175,000 copies. 1 
The second printing is underway. 


Talk about action! Talk about reader response! The announce- 
ment ad in FARM JOURNAL, alone, pulled more than $200,000 in 
orders—92% cash with order. 


Striking as they are, these results are not hard to understand 
when you consider these facts: FARM JOURNAL is the farm magazine 
farm families everywhere depend on; FARM JOURNAL’s farm 
families eat 37 million more home served meals each week than 
an equal number of urban families. 


Here is good evidence of the want-to-buy of the big farm 
Nostalgic? Or for those friends in the country? market and the power of FARM JOURNAL, the biggest seller 
Available at all booksellers or send $4.95 to in the country, 


Farm Journal, 232 S. 7th St., Phila. (5), Pa. Geaiens Pettescen, Pebitel 
FARM JOURNAL aici navcock, Presiden 


; “e ial m Sage age ee : eg de ye. Po ee a tow ae Ses Bee a ear eae ty es mel : 
ete he so ate hn he ee Pica: rage nek eee GE oe a. ; si Be iis 5 es ee: oe ne pean’ ‘ 7 piss. Cee 
an ALO We iene tees : te ea a aoe i a nc Z , es awe eo. f en m sy Fe iy v. ssa OS, Mia ae ta AP 
he Tees Wane AAG, Baia sheet is tots) eee ce et a ce ON se a I ea MC Re ar ee Ta te ee SNe Fino the BS a se bok pins Se RR = Soe an et alee 
ss 5 eee Se sek ao iis ee cae Up ME E75: Pee oa TNE a eee” : eae See EN a iene te: apa * read all vey ae ee Se loa a ‘ Big Bere 
i e a BEd its wean, =e cr aan Laie # - a aot ae eee Te ree re a be eree a pe ¢ ys a Se ae ee eae Li ee ae 0.7 Sgeanileaee a wee eer oe 4 at ire oft |.” i es 
ars P ; : ‘ ; ‘ ars " ‘pine i aca — 
sp ——_ amemmes a. _* 
' . 
iy | 
; } : 
} 
: ,/ 
1 | 
, 
ae 
: fe ; ’ 
it 
tide ‘ } 
ai he hs } 
bore! ) . 
se . . ies . ’ 
ee: rer Ph ner a oye LL! 2 hs aR esa ecient see mm mre Pe ee ee ; Pere re v5 eS: Ses eis | 
ous ut cme) tee ee Sy eee Cee uae SS: * ig: ait Theis Gea 8 | 
Be fy, er ee iia oe Bs eer Tain Re fk ne _ 
ast So eo aah creams tere al Fae eae Nge Bie cee eS Papa ‘tea ew tae A 
i Pat re: eres PR Seon nor ta ay bed, ye ae Aig a 5a he of “ “4 we a _ alley ft : 
AR 22 ena fee 3. RES APE re GE a) ee f am \ a. coe So % f | 
é ee eS A, ae aaa eS TER ce : illite ‘ a] * et, es , os 
S 4 ce Oe iy ~ : eee ie 
pes aa tere! ooo , nae TM = ea aga " Pee) P ot += me Sf nn vy 
a eer ae kee or ee Pistia ity ge eD ON eSe te - oh Pa» a's Ss” 
EA ee eee eae Sh Sa Mag i aa * a - - oe ( | 
Oy ie al * ear or gta ae f, * = 'd 2 s ah < 
: Teyas" Bema’ 2 ae 2 : van . 4 Seed { 
ni ra aa ae ae i ae —" e a : Sakis } * 
F. oe! it ane G: ¥ Senor ae 4 : “e selene Ra es \ 
: , : Bees ail , .. Fe Soe ~~ | 
our = es aaa ea eo ss a - ‘hee “i bea * A ee ) 
3 “Seep é Dp et ge, in ’ . Ve Ss ‘ 
ea : iaace Sect * pret) 4 Y ot ee 4 
ose ro 3 ee ” i ~ hy "? tlio . ” | : 
yess a | at ine ‘. Pe . ‘ 
ii Oe t ‘te oes: aaa ae : a M . ; 7 
rane po Re Oe. fae 4 _ * > 2% a “ ; > 5 ) . 
e 3 | ; i a a 4 y . a ad ’ 3 rT Re snd | 
; ie . 7 . : rs : 
ie | i S / 
ss 4 yh & : %, Oy Bade es. 7 
7 . ef . p ¢ = q- % « ‘ \ 
a : 4 Z y vee - — . “> * . % . ee > } 
) r Z ‘ae ye ; . F 4 4 , 
; ; a Ss % v Z . : oS 2%; » whey % ' 
4 oes Sy ose F * Sin, + ' id 
xe 7 eh — 7 . : fas . . 
: a Ts : i ee ‘ , Gs » ae , { 4 % 
; erga we be zt a q , id r : e . 
p ae & 4 uot Bas! ak oS . 9 Sig P/ * 
fie War i " ae op Sipe irene 3 & - Vy le _™ “d AE R~ Gee eee ace 
A . eae 5 : Ba ge rats ; p> “a . 4 i 
ve i. Go) ee es eee ee oe as 7 A . . . i ’ : cea — ia 
oaks ty Pr i) eS SO tear an eee ; ey" 2 7 a | 
ae Bee | Ps ee Meanemmies ear, Siraides ese The ‘ my mm i qj 
Ne LON iat ee we , re © R. = ag 
ee Pweg Oe Ke { : i : 2 bs je bic cay bed | 
ae : ay age ¥ - ° ~~ % ‘ ~~ 4 : € ce a, a ; 
; sais As Bie te on a s % , ae we Ae ae 4 
Benya eos 7 Cia aa S « . ao oe eS apy, 
ae ; Se pS Fons ee hs aa : a Wy a oa Se hy et 
: = ‘ecad ‘ , ‘e ne t ; 
" . ‘ a a> a ah ¢ < 
ae es ee, See ey 3 ‘ft ty. “g te oo + , ( 
. ea ‘ eae a ard aus. a * bette -o- ae meee oe 2 Uke, 5 ~~ qq 
nie ee or Bre Heal PN: i ioe Sy mam cc hee : Fee } 
fee Pree et : ; Ro: i (toe ee ey 
| Saafedtecican Ps az Weer in ee bel ope a Ae , me i) 
eee it a ; Ae ” 7 ; Kir rw % 
San he eee Mi grey tarts oe ; | Se NRE # ; ; \ 
ee . ‘Success ee ey — —— | 
; } sitar is Be y ’ , ” r — < : . 
5 ied i. et: : ws ‘ om a. e% 
pray TE Oe! oe Se a § Se i ' : q * eee a : 
= oe Se gia ie aie eg ’ oe , ‘ ' Pe os a ig : 
4 Reem ahi, ne ag ts ae pear cnt eS ER re ea 
6s Se 2 aka SS teen oe : i ees : ae ' : he... Soak ae 
aah Bes a em ee eer ‘ by Ce N ’ ; ‘ 7 HOP Site ee. f 
ae Be ts a a le a ce ’ " we * Bn ; , ff s <ees SS . 
: : le ee a Rees GEL Sr ' pumiae 4, A) ‘ - ® bates ce : t 
pees : , a . - i “ie Se, ” ee i, 
Laetiss a . > +e AR * Ke ; rs 
: m Ps \ f - oF ) 
— . : F 4 ‘ Fal Fy 
: rae a i ‘ ‘ 7 re 
j . nes : ; ; ; * ™ P ; 
Dea ame Phe re eg ee ‘ eae hme % = » ¢) 
pense 3 he SES net ee " PS ew J teed * i, { , 
: i rm Z , a } ‘ f 5 ’ a Se 
‘ 7 > y Pins “ “~ ‘ hon 7 — ey 7 x, 
tes ~ i a ee OE he oat nr as 
bangbus 
owe 
Cake , 
Kans ™~ : : 
ee = moo wes 0007 : 
yd « s mans x ae lis ie or 
ise tee a , aa ) oe ; 
aint t f. ae “ \ 4 igh ae : 
agent “or — fa hate - q 
er i, 
oe ’ . f 
4 : ro ny en ae 
COOKBOOK 
, ms Us 
| : tm @6CO 
asst " H m4 es = 
' ' oa le ak 
. a . ao wow. ye ; 
ee , é A ————. 
re 57; ‘ = a } 
ae Jen - 24 4 By. a 
ee a he < a4 ¢& 4 
Spee Rew a x _ fet FH ; 
7 Jem 3 DS (RRR ee | 
‘ rs. # p 
f ? = é ra) a” « ” 
es, , . 7 a \ 
>: ee . * d 
sue a Hey we 
Kg es haa y ws 
age fg 
ae . 
a ta j 
ek 
ie ata i 
A ates 4 
s 
wee 
ah ek 
Miner 
prea 
pst 
re 
eS ~ - Seer eae : oF 4 ae : : pee a 7 7 \ cea : 
ee aye 4 ore So cere 


> 


: | 


Advertising Age, June 22, 1959 


International Unit 
of McCann Names 
Weaver, Sarmento 


(Continued from Page 2) 
pany. 

Pat Weaver has been serving as 
a consultant to McCann-Erickson 
since December, working mainly 
on the production of the Coca-Cola 
network tv shows. He has also 
been a consultant to Kaiser Indus- 
tries Corp. 

Mr. Weaver left Y&R in 1949 to 
become vp in charge of the Na- 
tional Broadcasting Co. television 
network. He subsequently served 
as president and board chairman 
of NBC, pioneering in the intro- 
duction of new programming con- 
cepts and spectaculars for tv. He 
resigned from NBC at the end of 
1956. 

Reports that Mr. Weaver would 
join McCann in a fulltime capacity 
have been circulating for some 
time—but the reports generally 
had him pegged for a top televi- 
sion post in the agency. McCann’s 
television boss is C. Terence Clyne, 
who has just been named a mem- 
ber of the agency’s board of di- 
rectors. 


= In commenting on Mr. Weaver’s 
appointment, Marion Harper said: 


“Pat Weaver, with his inclusive | 


management background—with an 
advertiser (American Tobacco 
Co.), an advertising agency and a 
medium—has few equals as an 
exponent of advertising in the U.S. 
To name one field—he is singular- 
ly well equipped to contribute to 
the further rapid development of 
television in markets abroad.” 

Mr. Weaver takes over a post at 
McCann that has been traditionally 
rotated among the top executives 
of the parent company—an indica- 
tion that he is being groomed for 
some other position. His immedi- 
ate predecessor is Robert E. Healy, 
vice-chairman of McCann-Erick- 
son Inc. 

The agency has explained in the 
past that it considers it desirable 
for all of its top executives to have 
an intimate knowledge of the com- 
pany’s international operations. 

Another of Mr. Weaver’s prede- 
cessors as chairman of the inter- 
national company is Frank K. 
White, who is now senior vp and 
treasurer of the parent company. 
Pat Weaver and Frank White were 
teammates at NBC. When Mr. 
White became president of NBC 
at the beginning of 1953, Mr. 
Weaver was named vice-chairman 
of the board. When Mr. White 
resigned at the end of 1953 to join 
McCann’s international division, 
Mr. Weaver succeeded him as 
president. 


= In naming Armando Sarmento 
president of the international com- 
pany, McCann is breaking new 
ground in the agency business. 
This is the first time that an 
agency has tapped one of its non- 
American managers abroad for a 
president’s position in New York. 

Mr. Sarmento joined McCann as 
a trainee and opened its office in 
Rio de Janiero in 1935. He became 
a vp of McCann-Erickson Corp. 
(International) in 1947 and was 
appointed president of the Brazil- 
ian company in 1950. In 1957, he 
was named senior vp for all of the 
agency’s Latin American offices. 

Under Mr. Sarmento’s leader- 
ship, McCann has become the larg- 
est agency in Brazil. McCann now 
has four offices in Brazil and bill- 
ings exceed $5,000,000. 

Mr. Sarmento is currently presi- 
dent of the Brazilian Advertising 
Assn. In 1957, he was elected 
Brazil’s “Advertising Man of the 
Year.” 

Mr. Sarmento succeeds Wilbert 


of the international company since 


Harper, is exec vp of the parent 
company. McCann said Mr. Sar- 
mento’s successor in Brazil will be 
announced in the near future. 


s Arthur L. Grimes, the new exec 
vp, is the day-to-day operations 
chief of the international company 
in New York. He has been per- 
manent in this post while the 


G. Stilson, who has been president | 


1957. Mr. Stilson, the agency’s chief 
administrative officer under Mr. | 


Tse » 


Arthur Grimes M. McDonough 


president’s and chairman’s chairs 
have been rotated among a num- 


ber of men during the past six 


: years. 


Mr. Grimes has been with 


7 | McCann since 1951. He was form- 
-\erly a top international executive 


with J. Walter Thompson Co. here. 
Mr. Grimes has been in Austral- 
ia for the past two months and 
after his return McCann may be 
ready to announce its invasion of 
this part of the world. McCann 
currently has 33 offices in 18 
countries, but the Far East is a 
blank spot for the agency. 


53 


Morgan McDonough came to 
McCann in 1952 from E. R. Squibb. 
He has been vp and controller of 
the international company. # 


A NEW IDEA IN 
HOUSE ORGANS 


Original, exclusive ideas on business im- 
provement. Fully illustrated. Territery ar- 
rangement. Get sample iseve, prices. 


IRVING LEVY, 935 PARK AVE., W. Y. 28, N.Y. 


Thomas 


LAUNCHES 
WITH A RECORD-128-PAGE ISSUE 


ducts for home and family use. 


For full information on coverage and reader- 


ship—as well as the November issue with its 


bonus circulation—write, wire or phone. 


Together the midmonth magazine for Methodist families, 
740 Rush Street, Chicago 11, lilinois 


READ BY OVER 900,000 FAMILIES EACH MONTH 


Today, the “man with the eye patch’? is 
identified with an item of apparel. Back 
in the 1700 " Antillas colonists identi- 
fred the eye patch with a dynamic 
Methodist preacher, Captain 


Webb of the British 


army. With his green eye 

patch, red army coat and gleam- 

ing sword, Captain Webb pre- 

sented a colorful picture — one which 

will appear in full color in the Novem- 
ber issue of TOGETHER. 


Ph, 


er MAGAZINE 
ITS FOURTH YEAR 


TOGETHER magazine is edited for families who share a common interest 
in church and community affairs. It is significant that the November issue 
spearheads the nation-wide observance of the 175th anniversary of the 
founding of The Methodist Church. 


For advertisers, TOGETHER provides an opportunity to concentrate on 


a selected audience of small-city families—exceptional prospects for pro- 
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No...and you’re not likely to! Forbes monitors business 
with more coverage, more gusto, more probing, more 
downright editorial facts than anybody you can name! 
Look at that index... over 100 top-ranking American pub- 
lic corporations are covered in just one issue, and Forbes 
does this 24 times a year. Forbes’ articles are keen, pene- 
trating analyses of company position, management and 
operations. Forbes isn’t afraid to take a stand...and for 
just that reason, every issue of Forbes is read...cover to 
cover... by more than 300,000* top business executives! 
These are the men with YES POWER...the men who 
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CIRCULATION FIGURES FROM DEC 31 AGC PUBLISHERS STATEMENTS 


make the final decisions on what their companies buy... ‘%t% 

and where. These are the men you want to influence with atl 
your advertising and there’s no better setting for your C_Jevenans wan 
message than Forbes. Get the full story of the Forbes mar- 

ket and the result-records...and put your advertising 


where it will do the most good...in America’s fastest- 


~ ee 


a mar 
see 


i) growing management magazine! To get a sample copy of 
Forbes’ latest issue, drop a note to “Pete” Rees. 

FORBES + 70 FIFTH AVENUE + NEW YORK 11, N. Y. 
*New all-time high circulation guarantee! 


ee 
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_. FORBES GUARANTEES YOU 300,000 YES POWER! 
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‘Researcher’ Ogilvy 
Tells How to Judge Ad 


(Continued from Page 3) “If the layout looks more like an 


| “If type is used self-consciously 
\for purposes of design, deduct 
| suppenvannnnsdeesentoctiiabeiipiassenmiuatntes 4 points 

“If the body copy is set in 
‘reverse, or in a tint, deduct 
ee SL nae OO 4 points 

“If any illustration appears with- 
out a caption, deduct........ 3 points 


Advertising Age, June 22, 1959 


“If the measure is wider than| 
40 characters, deduct........ 2 points | Chevrolet, Calo 
“If long copy is not broken with | 
crossheads, deduct.............. 2 points | s - 
“If the first paragraph is more |W Ad Fil T p 
than 12 words, deduct........ 1 point In m 0 
“If the paragraphs are squared 


iy -< setenctineataante 1 point Prizes al Cannes 


writer and the reader, deduct|@dvertisement than an editorial) «1¢ the illustration is defaced in 
BO SEP ce RES ner 17 points | PABe, AEdUC.........--eerrree 7 points! any way, e.g., by having the head- 

“If the illustration is lazy—if it} “If the illustration lacks ‘story line run into it, deduct...... 2 points 
does not work hard at selling the, appeal’ — something interesting| «¢ the illustration is any shape 
product—deduct.............. ll points happening—deduct Reveccenceoe 6 points|other than rectangular, deduct 

“If it requires more than a split | “If a drawing is used instead Of | .................c.cscssssssesessseeseeeenees 2 points 
second for the reader to identify 4 photograph, deduct........ 6 points “If the headline is set in more 
the kind of product being adver-| “If the layout is cluttered or|/than one type face, deduct 
tised, AEAUCL........cescerereeee 10 points| complicated, deduct.......... I a points 

“If the brand name is not visible| “If there is more than one place| “If the body copy is set in a 
at a glance, deduct............ 9 points| to begin reading, deduct.. 4 points! sans serif face, deduct...... 2 points 


s “Disqualifications: 

“Any advertisement which 
would obviously be considered in- 
decent or blasphemous by more 
than 5% of the readers of the 
publication in which it appears. 

“Any advertisement which is 
obviously dishonest. 

“Any advertisement which is an 
obvious imitation of another ad- 
vertiser’s advertisement.” # 


SOMETHING MISSING 
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.. LIKE CALIFORNIA W/AHOUT 
THE BILLION-DOLLAR 
VALLEY OF THE BEES 


Vv Actually, total effective buying income of more than $2.9 billion 


/ As much buying income as all of these free-spending markets 
added together: Newark, Yonkers, Bridgeport, East Orange, Stam- 
ford, New Rochelle, Mount Vernon, Greenwich and Bloomfield 


/ Not covered by San Francisco and Los Angeles newspapers 


All of the big spenders aren’t in Suburbia. Out in California’s 
incredibly productive Inland Valley, there’s a whole marketful 
of people with billions to spend. Tell them your story in the 
newspapers that go home day after day — the Bees. 

Data Source: Sales Management’s 1958 Copyrighted Survey 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE 


e THE SACRAMENTO BEE 
© THE MODESTO BEE 
e THE FRESNO BEE 


McCiatchy gives national advertisers three types of discounts... bulk, trequency and a combined buik-trequency. Check O'Mara & Ormsbee for detaits. 


(Continued from Page 3) 

has awarded a Grand Prix in the 
television field. Another Cascade 
production for Calo won a first 
prize last year in the 31-to-60- 
seconds ty commercial category. 

While American films did well 
in the competition, two French 
producers captured the top prizes 
for over-all entries. The Golden 
Palm for Cinema went to Les 
Films Pierre Remont, Paris. The 
Golden Palm for Television went 
to Cineastes Associes, Paris. 


® The other American award- 
winners in television were: 


e “Shaggy Dog,” a 30-second com- 
mercial produced by Playhouse 
Pictures, Hollywood, for the Ford 
Dealers of Southern California and 
J. Walter Thompson Co.—first 
prize for animation up to 30 sec- 
onds. 


e “Hockey,” a Piel Bros. beer 
commercial produced by CBS Ter- 
rytoons for Young & Rubicam— 
first prize for live action or anima- 
tion longer than 60 seconds. 


e “Splitting Peas,” an Anderson 
soup commercial produced by 
Goulding-Elliot-Graham Produc- 
tions for Heublein Inc. and Bryan 
Houston Inc.—second prize _ for 
animation up to 60 seconds. 

Other American award winners 
in the cinema competition were: 


e “An American Visits Paris,” a 
Chevrolet film produced for Camp- 
bell-Ewald by Arco Film Produc- 
tions, New York, in cooperation 
with Cinema et Publicite, Paris— 
first prize in live action longer 
than two minutes. 


e “Used Cars Z. Frank,” a Chev- 
rolet dealer film produced by La 
Comete-Andre Sarrut for Z. Frank 
Inc., Chicago, and W. B. Doner 
Advertising, Chicago—second prize 
for cartoons up to one minute. 


s In addition, special commenda- 
tions were awarded to the follow- 
ing American tv film entries: 

Coty’s “French Spice,” produced 
by MPO Productions, New York, 
for Batten, Barton, Durstine & 
Osborn; Dial soap’s “Hobo Mys- 
tery,” produced by Cascade for 
Foote, Cone & Belding; Zest soap’s 
“Girl in Pool” and “Slide,” both 
produced by Peter Elgar Produc- 
tions, New York, for Benton & 
Bowles; Chesterfield’s “Song of 
the Cowboy,” produced by Film- 
ways Inc. for McCann-Erickson; 
Charmin tissue’s “Charmin Baby,” 
produced by MPO for Campbell- 
Mithun; Carling’s Stag beer’s 
“Goldfish,” entered by Edward H. 
Weiss & Co., Chicago; and Lestoil’s 
“Penetrating Agent,” produced by 
Robert Lawrence Productions for 
Jackson Associates. 

The entries were judged by a 
jury of 11 advertising experts from 
11 countries, one of whom was 
John Freese, head of ty commer- 
cial production at Young & Rubi- 
cam, New York. 

The awards to the American 
entries were accepted by Wallace 
A. Ross, public relations consul- 
tant to the Film Producers Assn. 
of New York. Mr. Ross was the 
lone American representative 
among the 915 delegates to the 
festival. # 


Shepard Joins WHAM 

Richard Shepard, formerly di- 
rector of radio and tv in the Buf- 
falo office of Rumrill Co., has 
been named to the new post of 
general manager of WHAM, Ro- 
chester. Arthur W. Kelly will con- 
tinue as station manager. 
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We have just moved to 444 Madison Avenue, New York. From our 43-story high world 
: headquarters, tallest building on the Avenue, we have a commanding view of the East River, 
the United Nations and up and down New York’s famous East Side. The view is new... but 
not the viewpoint. The same philosophy which has built Newsweek in 25 

years to a world-respected editorial authority will continue to prevail: a 
newsweekly should present the whole frcture swiftly and reliably, with con- 
scious effort not to usurp the mdividual’s right to make his own judgments. 
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Here’s an unequalled active buying audience for your : 
products or services and for this reason alone you 
cannot overlook them this Fall. — 
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Harold A. (Hi) Harty, newly 


ffecti elected chairman of the board of 

E we National Industrial Advertisers 

BUYING INCOME Assn, (soon to be renamed Assn. 

of Industrial Advertisers), is de- 

$423,908,000 termined to make the organization 

Gain of 123%, a positive force for the betterment 

1950 of industrial advertising and mar- 

over keting by the time his term ex- 
rther proof pires a year from now. 

ae still, on a a Hi is manager of advertising and 


sales promotion of the Wolverine 
Tube and Calumet divisions of 

The dt Paso Cimes Calumet & Hecla, and also of the 
Wolverine Tube division of the 

Morning and Sunday company’s Canadian subsidiary. 

El] P H rald Post Coordinated marketing is obvious- 
aso e x ly an accomplished fact in his own 
Evening organization, where Hi also serves 

as chairman of the advertising 
planning committee and of the 
sales meeting planning committee, 


as well as a member of the sales 
division advisory committee. 


s A native of Michigan (he was 


YL | HIGH SPOT CITIES 
again shows 


Kalamazoo is the sales leader 


of the entire East North Central region! 


SALES fan, i 


Aa Maen andy 
es 
me” 


EAST NORTH CENTRAL 
FORECAST FOR JUNE, 1959 


Kalamazoo, Michigan...........-+5++ a 3M 
Tt SS NEI Fe OEE 103.7 
j cee ee SECO EES , SOPOT EEE 102.9 
) Champaign-Urbana, Illlinois................ 102.7 
od SR OI ee Ie 102.7 
| 
In Salés Management’s ranking of best retail markets for 
i June, the index of each city compares its performance 


with that of the nation as a whole. (U.S. base index, 100.) 
Kalamaroo's index of 110.1 means ts June retail sales 
are forecast to lead the national average by 10.1%. 


For top coverage* of the entire prosperous Kalamazoo market, feature your products or services in 
the KALAMAZOO GAZETTE-—the area’s only daily newspaper—where your promotion attains 
maximum productivity. Ask the Booth Michigan Newspaper representative for complete data. 


‘93.7% IN THE CITY ZONE © °83.4% IN THE METROPOLITAN AREA ¢ °56.5% IN THE ENTIRE TRADING ZONE 
"The daily newspaper is the total selling medium” 


KALAMAZOO GAZETTE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Marfet St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 


A Booth Michigan Newspaper 


Advertising Age, June 22, 1959 


Adman in the News. . .x. A. (Hi) Harty 


Harold A. Harty 


born in Allegan 39 years ago), Hi 
went to Michigan State, worked 
in the personnel department of 
Ford Motor Co., and started his 
advertising career with Wolverine 
Tube in 1943, as a member of the 
ad department. By 1946 he was 
advertising manager, and in 1957 


jhe was named manager of adver- 


tising and sales promotion. 


® Hi is no stranger to association 
and outside activities. He was 
president of Industrial Marketers 
of Detroit, the local NIAA chapter, 
in 1947-48 and again in 1957-58; 
he recently served as chairman of 
the Industrial Advertising Re- 
search Institute’s project council, 
and he is active in the work of the 
Copper & Brass Research Institute. 


|He lives with his wife, Lois, and 


their three children, in Birming- 
ham, Mich.; his favorite recreations 
are hunting and fishing. 


s Mr. Harty has no illusions about 
the problems that face NIAA—nor 
any doubts about the association’s 
ability to solve them and to devel- 
op a program which will make it 
more effective on both the nation- 
al and the local levels. 

Hi has already planned his year. 
The day after the end of the con- 
vention that elected him, he called 
a meeting of all officers, and an- 
nounced that he had three phases 
planned for the year—the first, 
planning, to extend until Sept. 30. 
Then comes the doing or action 
stage, from Oct. 1 through April 
15. And finally he has mapped out 
a reviewing stage—from April 15 
through June 15. 


s He thinks it is foolish for an 
association to plan an annual con- 
vention, develop a theme and 
devote a great deal of time and 
effort to it, and then drop it. So he 
plans to have the association stick 
with the “Better advertising man- 
agement — better marketing” 
theme of this year’s meeting for 
the full year ahead. 

He also believes that there is no 


|reason to keep the seven vice- 


presidents of the association at 
work on regional responsibilities, 
so he plans to give them each an 
operational area of responsibility. 

By and large, Hi Harty believes 
that careful thinking and some 
hard, shirt-sleeves work on the 
part of officers, directors and 
members can get the association 
moving forward toward more ef- 
fective, positive action on the na- 
tional front, and at the same time 
can result in stronger, more effec- 
tive local chapters. He is convinced 
that local chapters and national 
organization can move forward 
together, as a team. 


= He is also firmly of the opinion 
that the Industrial Advertising 
Research Institute, which is now 
a corporate part of NIAA, but 
which would like to have its own 
corporate identity, should not be 
allowed to move off on its own. 
On the contrary, he indicates, it is 
his opinion that it should be inte- 
grated more closely with the par- 
ent association. + 
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According to ARB, that’s how highly the Jack Paar personality scores with Chicago viewers. WNBQ's rating 


averages well over twice that of the feature film fare or anything e/se in the 10:15 p.m. to midnight time period, 


iin A ER Be 


Monday through Friday. And on WNBQ, Jack delivers audiences at a cost per thousand homes as /ow as $1.15! 


Choose the favorite sport of Chicago viewers —Jack Paar—on Chicago’s quality television station. 


q Channel 5 in Chicago NBC Owned Sold by NBC Spot Sales 
| 
| Source: ARB, April 1959 
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Cuicaco, June 16—Batten, Bar- 
ton, Durstine & Osborn doesn’t 
have a candy account, but it sure 
'| would like one. 

What it does have is a big de- 
luxe box of tempting ideas about 


ae ates, tie | what it would do with candy, and 


| this it passed around freely at the 

| 76th National Confectioners Assn. 

meeting here last week. 
272,600 people spend 68% of a per house- |_ Whit Hobbs, vp of BBDO, New 


hold E. B. |. of $6,384 ___ better than Boston, Patan Bg nd a Rene 
equal to Houston. Use the only newspapers Cola’s slim-and-youthful theme, 
with unduplicated, 100% circulation in Dav- | clgarets’ filters, and tea’s “take tea 
enport and Scott County, lowa, plus profitable 
thousands in Rock Island County. Ill. _ - - 


| and see” promotion—to offer 
Circulating Davenport and Bettendorf, lowa; 
Rock Island, Moline, East Moline, Illinois 


MORNING 
CvininG 
Sunoar 


|ple should eat the candy they’re 
| dying to eat anyway. 


Represented by Jann & Kelley inc. 


Copr. 1959 Sales Management Survey of Buying Power P . 
. y = ® Keynote of Mr. Hobbs’ idea is a 


“You Need Candy” theme, a state- 


“Time dijo...” 
“Time dijo...” 


“Time dijo...” 


**...moon shots... Salk shots... 
nuclear test shots...”’ 


To guide their growing 

nations and industries wisely, 
Latin American leaders have 
to keep up with all the news. 


What happens in the U. S. and the 
world is vitally relevant to their 
political and business plans. 


For the clearest, most concise and 
comprehensive accounts of today’s 
complicated news events, these 
responsible people rely on TIME. 


So when news comes up in their 
conversations, it comes in with the 
words “TIME dijo...’’—‘‘TIME said...” 


TIME 


LATIN 
‘AMERICA 


The most 
talked about 
magazine in 
Latin America 


TIME Latin America is published weekly in English. It consists of the editorial content of the 
U.S. Edition plus additional Latin American news and advertising directed to its special audience. 


NEWSPAPERS |strong, positive reasons why peo- | 


Advertising Age, June 22, 1959 


Fight Anti-Candy Attitude with Ads, 
Hobbs, Treadwell Urge Confectioners 


| ment he said is absolutely true and 
scientifically provable. He said 
this thought should be sold by all 
candy makers and sold hard, via 
all media. 

“Don’t just say it, sing it. Sing 
it on the radio and on tv. Keep it 
catchy, keep it fun. Like this: 

“It’s the happiest discovery that 

science ever made. 

YOU NEED CANDY. 

Every kid and every grown-up’s 

gonna join the serenade, 

YOU NEED CANDY. 

A delighted dietician 

Found it has so much nutrition, 

It can keep you in condition 

On a polar expedition. 

In addition, a physician 

Found that candy’s composition 

Is the perfect ammunition 

For your health and disposition. 

Yes, you’ll find that it will pay 

To eat some candy every day, 
| Cause you NEED candy.” 
| 
|s But at the same time, he said 
| that candy shouldn’t be sold with 
|apologies and consolations. It 
ie be sold with enthusiasm, 
| 


imagination, vigor and humor— 
“the kind of selling that winks at 
your customer, that makes you a 
real friend of the family,” he said. 

“Right now,” he charged, “‘you’re 
putting too much emphasis on 
junk. You’re selling cheap.’ He 
said, “This country does not need 
a 5¢ candy bar but a 10¢, 25¢ or a 
35¢ bar—to hell with the price, 
|as long as it’s superb candy. (What 
can people do any more with a 
nickel? You can’t make a phone 
call or buy a good cigar. You can’t 
even go to the toilet. To hell with 
the nickel.)” 

Mr. Hobbs had a slew of ideas 
about novel and timely candy 
|names and packaging. Here are 
|just a few: 
|}@ A bar called 77 Sunset Strip 
“that would be the most, to say the 
| least,” or Kookie Kandy. 


e “A Big Daddy bar with Burl 
Ives singing its praises.” 


e A big round candy called Hula 
| Hoop. 


e Fortune Candies with 
crazy fortunes in them. 


corny, 


e A business man’s candy called 
Executive Sweet, for men whe 
have large corporations. 


He also suggested dry candy like 
dry wine and dry beer, candy forti- 
'fied with vitamins for kids, low- 
calorie candy for adults, handy 
candy dispensers for the kitchen, 
fluorescent candy to be eaten in the 
dark at movies. 


# A crash program of advertising, 
merchandising and pr to counter 
anti-candy publicity about tooth 
decay and weight gaining, was 
urged on the confectioners by Wil- 
liam Treadwell, vp of Grey Adver- 
tising, New York. 

Obviously, Mr. Treadwell point- 
ed out, any food can become dan- 
gerous when consumed in excess. 
But, he said, “unless we want te 
have candy obliterated from the 
world of food, we must not sit by 
and let these poison darts deflate 
the consumer’s desire for candy.” 

Actually, he said, surveys have 
shown that the American public’s 
sweet tooth has been greatly un- 
derrated. “Taste tests have proved 
time and again that we prefer 
foods with more sugar than is 
ordinarily used.” 


es Mr. Treadwell proposed that 
the confectioners promote candy 
as part of the pattern of sociabil- 
ity. “Promote ‘share your candy’ 
as the thing to do among friends. 
Make ‘togetherness’ synonymous 
with candy eating,” he urged. + 
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Infrared is not advertised—but it’s a hot button for the electronic design 
engineer. This 128 page issue discusses techniques, measurements, ma- 
terials, and components. . . furnishes a climate of reader interest to stim- 
ulate action and response. 

If you make the tubes, components, semiconductors, or parts that go into 
making an electronic end product; the materials to fabricate these parts; the 
wire, hardware, or connections to assemble them; or the test equipment to test 
their performance—Electronic Design will work hard for you. More than a maga- 
zine, Electronic Design is a selling force! 

Your electronics advertising will be read in Electronic Design. 


First of a Series of Articles on 
Starting This Issue........... 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone 

you re trying 

to sell in the 
aviation market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 


Including Space Technology | 


A McGraw-Hill Publication. 330 West 42nd St. New York 36.N ¥_ 


Aviation’s largest engineering-management audience. 
ABC PAID CIRCULATION 71,950 @ @ 
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Single Audit to ‘Take Auditing Out o 
Politics’ Urged on NIAA by Marsteller 


Give Buyers Truly and let the selling be done on 
| philosophies and what the figures 


Comparative Breakdowns, show, how the figures are gathered. 
‘ And I am proposing that we, at 
Says Agency President least, give our buyers truly com- 
SAN Francisco, July 17—The | parative breakdowns. ; 
business paper field needs a single | The standards of such an or- 
auditing organization for all pub- | 8@n!zation would necessarily be 
lications, both paid and free. | high. Some publishers will say that 
There is little possibility that | ey can or can't afford to qualify 
either of the two existing principal | for such an audit. That is one of the 
auditing bureaus will take over the | Ufortunate things about getting a 


total job; in fact the current indi- 


NIAA Convention 


cations are that more and more au- 
diting operations—producing au- 
dits which are not comparable 
with each other—will develop. 
Therefore, a new organization to 


papers is needed, and a group of 
independent leaders in industrial 
advertising should seize the oppor- 
tunity to get it up. 


s This was the thesis of a talk by 
William A. Marsteller, president of 
Marsteller, Rickard, Gebhardt & 
Reed, before the 37th annual con- 
ference of National Industrial Ad- 
vertisers Assn. here this week. 

“I think our only hope is to start 
over,” Mr. Marsteller said. “I 
think our only hope is to build a 
single, new house specifically to 
provide a single comparable audit 
of business paper circulation. I be- 
lieve its architects must include 
men who have lived in the Audit 
Bureau of Circulations edifice, and 
men who helped create Business 
Papers Audit. I believe that among 
past or present board members of 
Verified Audit Circulation Co. are 
men who should be invited to par- 
ticipate. 

“It would be fine if NIAA, Assn. 
of National Advertisers or the 
American Assn. of Advertising 
Agencies could furnish the impetus 
for such action, but that is probab- 
ly unrealistic. The action must be 
triggered by individuals. 

“It has been said,” Mr. Marstel- 
ler continued, “that there can be no | 
single audit until Associated Busi- 
ness Publications and National | 
Business Publications merge. This, 
I think, is asking too much. I 
would suggest instead that with a 
single audit, ABP and NBP could 
continue with their programs as 
they wished, 


« “The presence of a single audit 
need not deter those 
who feel there are fundamental | 
values in paid circulation from ad- | 
hering to that philosophy. And | 
there would be no bar to the free | 
controlled publisher’s promoting | 
his wares as he wishes. 

“What I am proposing is that | 
we take audits out of the area of 
politics and competitive pressure, 


sell products 


a 


| Who BUYS? 


In the hotel- 
motor hotel field, 


ml 


the manager makes 
| over 88% of all 
buying decisions. 
| 8154 hotel and 
motor hotel managers 


105 W. Adams St. 
Chicago 3, Ill. 


a Clissold Businesspaper 


audit both paid and free business | | S ‘ : 


business started—or in operating a 
small business—but it is a fact of 
life.” 


® Who should start the ball roll- 
ing? Mr. Marsteller said that “in 
the absence of anyone else, if there 
|is enough interest in this proposal, 


| we'll be willing to take the initia- 


tive, and then step back. If you | 


agree it is worth pursuing, let’s 
hear from you. 

“Many of you will say that this 
}is utopian, and it is—but no more 
so than the utopian dream we have 
cherished for the past ten years 
that, somehow soon, one of the 
presently constituted bureaus can 


give us what we desperately need. 

“Of this Iam sure: Unless some- 
thing is done to put the buyers’ 
full influence behind a single au- 
dit, there will be no audit worth 
the paper on which it is repro- 
duced.” 

The people who might best im- 
plement such a program, Mr. Mar- 
steller said, are those who have 
served on ABC or NBP or VAC 
boards. Specifically, he suggested 
people like Harold Wilt, J. Walter 
Thompson Co.; Ed Grauel, Eastman 
Kodak; Bill Sproull, Burroughs; 
Scotty Sawyer, Chirurg; Hi Cassi- 
dy, McCarty Co.; Bill Matthews, 
Young & Rubicam; John Veckly, 
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|U. S. Steel; Bill Farrell, Monsanto 
Chemical, and a number of others. 

“Suppose,” he said, “that after 
roughing out the framework, they 
asked representatives of ABC, 
BPA, VAC and unaffiliated pub- 
lishers of various sizes to sit with 
them in another meeting to ham- 
mer out a basis of standards and a 
|basic structure. I think the job 
could be done.” # 


Friedman Joins Trav-Ler Radio 
| Jerry Friedman has _ joined 
| Trav-Ler Radio Corp., Chicago, as 
advertising manager. For the past 
|two and one-half years he has 
|been with Cowles Chemical Co. in 
sales. = 


Because here 


YOU CAN 


OUT OF 


All media selection is theory until the 
results are counted. If your job is to 


or services to business—or 


even consumer goods to quality buyers, 
remember that time and time again key 
advertisers are finding The Wall Street 
Journal far outpulls any other medium. 
You just can’t know how good your ad- 
vertising really is until you put it to 


HE MOST 


GET M 


ORE 


EVER 
«ADVERTISING DOLLAR 


work for you in The Journal! And it’s 
not surprising, when you consider that 
the men with the biggest buying re- 


sponsibilities say they 


rate The Wall 


Street Journal ‘“The Most Useful One”’ 
when they compare all newspapers and 


magazines. So switch now—and use this 


one heaviest for heaviest results. 


Always remember— never forget: 


TODAY AND TOMORROW THIS 1S THE 
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CBC Tries Jingle Technique 

Canadian Broadcasting Corp. 
has begun using jingles to pro- 
mote one of its radio network pro- 
grams, “Tommy Hunter Show,” 
aired Monday through Friday from 
1:15 p.m. to 1:45 p.m., E.S.T. Three 
jingles, composed by Bobby Gim- 
by, Toronto musician, are being 
used. L. D. Brown, director of 
CBC’s information services, said, 
“We're experimenting with this 
type of program promotion, and if 
it is successful, we plan to go 
into it further this fall.” 


Graphic Controls to Rumrill 
Graphic Controls Corp., Buffalo, 


Force Times and Military Market. 


’ ’ 2 
Mr. Lennon was formerly assistant Coffee & Tea Finds 
media director at Johnson & Lew-| Fewer Marketers Use 


is, San Francisco agency. 


has named Rumrill Co., Buffalo, 
to handle its advertising. The cor- 
poration manufactures printed 
charts, data processing and busi- 


ness forms and folding paper Premiums: Buy More 
boxes. Its subsidiaries include pennis Dowell Joins Petsche od 

Clarkson Press, Technical Charts, Dennis W. Dowell has joined New York, June 16—Fewer cof- 
Staebler & Baker, Roto-Form, ‘ fee and tea packers are using pre- 


George T. Petsche, Advertising, | 
Washington, as research director. | 
_Mr. Dowell was formerly field di- 
‘rector of the Bartholomew County 
Gerontological Research Project. 


Amherst Printing Co. and Techni- 
cal Sales Corp. 


mium promotions this year, but 
| those who do are using them more 
intensively, according to a survey 
issued by Coffee & Tea Industries. 
The survey revealed that some- 


what more than half of all coffee 
Army Times KCRG-TV Names Branham and tea companies used premium 


Publishing Co. as) 
resident Tokyo manager, where he) KCRG-TV, Cedar Rapids, Ia.,| promotions this year as compared 
will have managerial duties for previously handled by Weed Tele- | with a ratio in 1958 of almost 60% 
Japan and the Far East in relation vision Corp., has named Branham | of these companies. 

to Army Times, Navy Times, Air Co. its national representative. | Where the companies make any 


Lennon Joins ‘Army Times’ 
George R. Lennon has joined) 


USEFUL ONE” MO 


THE WALL STREET JOURNAL. 


What's ae 


—— ll 
Published at: 
Eastern Edition Midwest Edition Southwest Edition Pacific Coast Edition 
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changes in premium budgets, the 
trend is to allocate a larger per- 
centage of gross sales and a bigger 
total amount, the survey disclosed 

Self-liquidating offers top all 
other coffee and tea premium pro- 
motions for the third year in suc- 
cession. They represented 53% of 
the offers. Giveaways were second, 
with 41%; combination deals were 
third, with 35%. # 


281 Companies Comply 
With DMAA Code 

Compliance pledges from 281 
member companies of the Direct 
Mail Advertising Assn., New York, 
have been given so far to the or- 
ganization’s new code of ethics and 
standards of practice covering the 
rental and exchange of mailing 
lists. Last week, a transmission er- 
ror resulted in ADVERTISING AGE 
reporting “28” companies pledging 
compliance. 

Meanwhile, DMAA has reported 
106 new members added to its ros- 
ter in the six weeks ended June 15. 
This represented a membership 
gain of more than 5%. 


ALABAMA 
HAS 3 BIG 
MARKETS . . 


-.. and they 
can’t be covered 
by 2 newspapers! 


If your Alabama media schedule 
includes only Birmingham and 
Mobile, you are just covering 
half of the market! Montgom- 
ery is a MUST on your schedule 
for these reasons: 


@ Montgomery leads all Ala- 
bama cities in S-M‘s “30 
Best Markets” in 1958-59. 


@ Montgomery ranks EIGHTH 
IN THE NATION’S CITIES 
according to Rand-McNal- 
ly’s most recent survey of 
economic stability. 


@ 25% of Alabama's retail 
sales are made in the area 
covered by The Montgom- 
ery Advertiser and Alabama 
Journal, 


Are your sales quotas and space 
schedule now in line? If not, better 


call 
KELLY-SMITH CO. 


THE ONLY EFFECTIVE COVERAGE OF THE 
CENTRAL AND SOUTHEAST ALABAMA MARKET 


Thy Hlontgomery Advertiser 
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An Oklahoman who has joined 
|in inter-media campaigns to aid all 
| advertising in his home state will 
/now attempt to expand this coop- 
|eration to national scale on behalf 
of the outdoor industry. 

George L. Knapp Jr., partner in 
Knapp Advertising Co., Tulsa, says 
one of his pri- 
mary functions 
as new president 74 « 
of the Outdoor 
Advertising 
Assn. of Ameri- 

ica (AA, June 
15) will be “to 
achieve bet- 
ter understand- 
ing with our citi- 
zens and with 
some sections of 


DAILY AND ROTOGRAVURE - t 
ithe press. 
Mead Ofice: Montreal, Coneda ed | Mr. Knapp worked with newspa- 
U.S, Representatives: Shannon & Associates Inc. | per people in Oklahoma recently to 
insure that the control bill for 


Also 
Greatest Lineage 


in 
RETAIL — 
of any publication 


LA PRESSE 


DEPARTMENT STORES 


in Canada 


} 


G. L. Knapp Jr. 


U. S. Army Redstone Long-Range 
Missile Artillery. Range 200 miles. 


It's 
Loaded 


with buying power... 


THE INDIANAPOLIS AREA* 


® Count down. Then... stand back! 

Here's where the Indianapolis area “blasts off,” 
straight up! 

Retail sales in this rich, populous 45-county area 
are larger than the retail sales in each of 23 different 
states/t 

Take metropolitan Indianapolis alone. It ranks 8th 
in retail sales per household... and 13th in effective 
buying income per household ... among the nation’s 
33 largest metropolitan areas .. . populations over 
650,000.t 

The key to this rich Indianapolis market is The Star 
and The News. They cover Indianapolis like a nuclear 
warhead, and mushroom your message throughout 
the 45-counties. Write now for full market details. 


tSales Management, Survey of Buying Power, 1959 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


Population: 2,152,000 
Income: $3,823,053,000 
Retail Sales: $2,466,255,000 

54.9% By 


The Star and The News 
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Adman in the News... G.L.Knappir. 


liquor sales in the state would al- 
low institutional and brand adver- 
tising. Oklahomans recently voted 
to change their constitution and al- 
| low liquor to be sold in the state. 


@ Last year OAAA faced a raft of 
state bills (submitted pursuant to 
the federal highway legislation), 
jaimed at restricting the use of 
signs along the new federal high- 
way system. Only two states 
| (Maryland and Connecticut) have 
passed laws suggested by the U. S. 
Department of Commerce. 

| “The actions by the state legisla- 
tures [most of which considered 
restrictive legislation and turned 
it down] have convinced me that 
there is no great outcry of public 
|opinion against outdoor,” Mr. 
Knapp said. 

“Groups that are opposed to us 
don’t represent majority opinion, 
|}and we will try to reach a better 
| understanding with them.” 


s A native Oklahoman, Mr. Knapp, 
43, was born in Shawnee and was 
| graduated from the University of 
Oklahoma. With his mother, Mrs. 
George L. Knapp Sr., and his 
brother, Thomas J., he is a partner 
in Knapp Advertising Co., which 
operates branches in Okmulgee, 
Muskogee and Ponca City, Okla., 
and Arkansas City, Kan. He is also 
treasurer of Knapp Advertising Co. 
Inc., which operates in Norman, 
Ardmore, Enid and Chickasha, 
Okla. Both companies were found- 
ed by his father. 

His outside activities range from 
banks to wildlife. He is commis- 
| sioner from the first district of the 
|Oklahoma Wildlife Conservation 
Commission; past president of the 
Tulsa Executives Assn. and the 
,Tulsa Advertising Federation; a 
national director of the Izaak Wal- 
ton League of America and a board 
member of the tenth district, Ad- 
vertising Federation of America, 
Tulsa Better Business Bureau and 


the Farmer & Merchants State 
Bank, Tulsa. 
# Among the goals Mr. Knapp 


hopes to see reached during his 
tenure as president is the formali- 
zation of results of a market re- 
search program for outdoor. This 
research, studying traffic origin 
and destination, repetition and def- 
inite figures on viewing, has been 
| going on for three years, with one 
final field study being made before 
results are screened. 

On the vital matter of industry 
sales, Mr. Knapp said: “On the 
basis of orders already received, we 
know 1959 will be a better year 
than 1958. And we look for a really 
big year in 1960.” + 


‘Minneapolis Star,’ ‘Trib’ 
Appoint 6 to New Posts 

John Cowles Jr., vp and assist- 
ant business editor of the Min- 
neapolis Star and Tribune, has 
been named associate editor of the 
newspapers. Succeeding him as as- 
sistant business manager is Robert 
Witte, formerly retail advertising 
manager. Harold E. Hughes, for- 
merly assistant retail ad manager, 
moves up to Mr. Witte’s former 
spot. 

Robert F. Huebscher, hard lines 
division supervisor in the retail 
ad department, has been named 
to the new post of retail ad sales 
manager. He will assume most of 
the duties formerly handled by 
Mr. Hughes while other of those 
duties go to Richard I. Halvorsen, 
retail ad office manager. Neil Nash, 
|formerly retail ad salesman, has 
been named to succeed Mr. Hueb- 
scher. 


Cole Named Creative Director 
Robert S. Cole, vp of George H. 
Hartman Co., Chicago agency, has 
been named to the new post of 
| creative director. 
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Any way you look at it, LIFE is having a big year. 


Big in advertising revenue. Thus far this year (24 
issues), advertisers have invested 45% more dollars 
for selling in LIFE than in any other magazine. 


Big in advertising pages. For example, the first 24 
issues of LIFE in 1959 carried 351 more pages of ad- 
vertising than did the equivalent issues of the Post. 


MAGAZINE 1959 PAGES 1958 PAGES 
ase weeerrr | yi 

Saturday Evening Post . .1293........1407 

Boot (19 tee). 6 ccc ss SBS. coo os o MOF 


Big with new accounts. 191 new accounts will 
have run advertising pages in LIFE by the end of 
the first half of this year. 


Big with retailers. During the first four months of 
this year, retailers in their own newspaper advertis- 
ing featured “Advertised-in-LIFE” products 5 times 
as often as they featured products advertised in the 
next two leading general magazines combined. 


Big present, big future. LIFE advertising sched- 
uled for June is the biggest June volume LIFE has 
ever carried. With two issues still to close, business 
is already up 23% over last year’s June issues. 


Orders on the books for the third quarter are running 
15‘« ahead of last year. 

Even LIFE’s bonus is big. In the fourth quarter of 
1959, the LIFE bonus to its advertisers will be 
400,000 copies a week over the circulation rate base 
of 6,000,000. 
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By KATHLEEN DOYLE 
Women’s Editor 


Today’s woman is a wonder. 
Her husband, children an 
home come first, but the 
world is her domain. 

Upon this premise, The Ex- 
aminer gives her the news, 
more than any other 

Francisco newspaper. 

Examiner editors reject the 
traditional “society” approach 
to today’s woman. he 

women’s staff of 22 is an ex- 

tension of the city desk, cOv- 

ering every phase of a 

woman’s life. 

“Women Today,” The Ex- 
aminer’ tion, 
gives 40 per 


paper). 
The flow of letters and tele- 
phone calls (more than 2,270 


each week in 1958) gives you 
an idea of readers’ trust an 


acceptance. 


O 
men’s News 


By KAT. 
Do 
Women’s Editor” 
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Delivers your full page ad 
into 100,000 
Lutheran Homes 

for less than 


This Day — 


The Christian family magazine read 
with thoroughness* and believability 


*A recent survey revealed 
that 52.2% of the subscribers 
spend 2 to 3 hours reading 
THIS DAY magazine. 


Let us mail THIS DAY 
to your home. Just send 
your name and address. 


This Day 
Concordia Publishing House 
3558 S. Jefferson Ave., St. Louis 18, Mo. 


aoe 


\Mohasco Appoints Three 


Monroe W. Gill, formerly ad 
manager of the Mohawk carpet 
mills division of Mohasco Indus- 
tries, Amsterdam, N. Y., has 
been named pr manager of Mo- 
hasco Industries. Mohawk’s new 
ad manager is William C. McClum- 
pha, formerly Mohasco’s manager 
of ad production and field rela- 
tions. Colby J. Luten, formerly 
with Sylvania and RCA, has been 
named assistant to the ad direc- 
tor of Mohasco Industries. All 


‘three are headquartered in Mo- 
| haseo’s New York office. 


Kuttner & Kuttner Adds Two 

Wellington Co., Chicago, import- 
er of Huntly Royal and Macgreg- 
or’s scotch whiskies, has appointed 
Kuttner & Kuttner, Chicago, to 
handle its advertising and public 
relations. Kuttner & Kuttner also 
has been named to handle adver- 
tising of Old Waterfall bourbon 
for Old Waterfall Distilling Co., 
Bardstown, Ky. 


The spacious new campus of Utica College shown 
here is being built to accommodate over 2,500 stu- 
dents, the present enrollment of the I3-year old 
privately supported institution, 


This striking new $2,500,000 gallery will soon house 
the Munson-Williams-Proctor Institute's collection 
of nearly 2,000 art items. A model of this building 
was displayed at the Brussels Fair, 


New $3,500,000 home of Utica’s Mohawk Valley The new $3,500,000 Utica Civic Auditorium will seat 


Technical Institute, a county-sponsored, two-year 
college. The new 78-acre campus is geared to accom- 
modate some 1,200 students 


up to 6,500 peo; 
ventions, etc. The structure, providing nearly 9,000 
feet of floor space, will be completely air-conditioned 


le at sports events, trade shows, con- 


THE UTICA STO RY 


IN CULTURAL DEVELOPMENT 


Keeping pace with the vigorous industrial expansion of Utica, N. Y., 
is the equally dynamic growth of the city’s excellent cultural re- 
sources. Shown here are four major aspects of the cultural develop- 
ment program, a renaissance involving close to $20 million in new 
construction, 


The steady drumbeat of rivets and jackhammers heard these days in 
lL tiea is reliable evidence that Utica is leading the way in cultural 
development, as well as in industrial and civie progress . . . Similarly 
its Pulitzer Prize newspapers have led the way in providing a favor- 
able civic climate, in making the city a good place in which to live, 
work and do business. 


4, 


Growth... progress... prosperity ... these are key factors in to- 
day's Utiea. And they're the signposts of great new selling opportun- 
ities in this thriving and diversified market. Ask your Gannett Adver- 


lising Sales representative for the complete Utica story. 


The 1959 Winners of 
the Pulitzer Gold Medal 


for Meritorious Public Service 


THE UTICA DAILY PRESS (Morning) 
THE UTICA OBSERVER-DISPATCH (Evening & Sunday ) 
MEMBERS OF THE GANNETT GROUP OF NEWSPAPERS 


Gannett Advertising Sales, Inc., offices in: 


New York Syracuse Chicago San Francisco Detroit Hartford 


Advertising Age, June 22, 1959 


The hard sell on 
the soft pack 


Marlb oro 


SOFT PACK 


HARD SOFT SELL—Marlboro is letting 

tobacco dealers know about its new 

campaign emphasizing the soft 

pack (AA, June 15) with ads in 

tirade publications. Leo Burnett Co. 
is the agency. 


WKFM Sues Pulse; 
Roslow Says Suit 
Is ‘Without Basis’ 


CHIcAGo, June 16—WKFY, Chi- 
cago fm station, has filed suit in 
U. S. district court here against 
Pulse Inc., New York, alleging 
discriminatory practices in the 
conduct of radio surveys in the 
Chicago area. 

WKFM charges that it con- 
tracted with Pulse to report on its 
share of the local radio audience 
'and that Pulse intentionally omit- 
ted the station’s name from its 
published report. 

“Since advertisers rely on the 
Pulse report in placing their ad- 
vertising,”’ the charge continues, 
“the effect of this omission de- 
creased the independent radio sta- 
tion’s ability to compete in inter- 
state commerce.” 

Lawrence Roslow, director of 
Pulse, told ADVERTISING AGE that 
“WKFM'’s action is wholly with- 
out basis. There is not one iota of 
truth in the claims made,” he said. 
Mr. Roslow said that Pulse intends 
to “fight this unjust claim to the 
limit and has no doubt whatso- 
ever that it will be wholly vindi- 
cated at the trial.” 

He said that the station claims 
it was deliberately omitted from 
the report, but that was not the 
case. He did not, however, explain 
why the station was omitted. + 


Sears Extends Charge Plan 

Sears, Roebuck & Co. will ex- 
tend its revolving charge account 
plan to its mail order customers 
in July with the distribution of 
the company’s new fall-and-win- 
ter general catalog. The plan will 
, Spare mail order customers from 
figuring postage and_ delivery 
charges, which will automatically 
be added on to their accounts. 
Sears reports that nationally, 
Sears revolving charge sales last 
year accounted for 88% of the 
company’s $3.7 billion in sales. In- 
stallment sales of all kinds ac- 
counted for 47.3% of Sears’ busi- 
ness during the year. 


“Morrison to General Binding 

| Donald W. Morrison has joined 
General Binding Corp., North- 
brook, Ill., as director of adver- 
tising and sales promotion. Mr. 
| Morrison was formerly director of 
advertising and sales promotion 
|of American Photocopy Equipment 
| Co. 


_Shonk Joins Keith Evans 

Albert D. Shonk has joined the 
|Los Angeles office of Keith H. 
‘Evans & Associates, publishers’ 
| representative. Mr. Shonk was for- 
merly an account executive with 
Hearst Advertising Service. 


- ee ee 


an 1“ ae x Se ¥ v2 ig « = _ ie a. 
ie hates ay mae eo : a 5 ¢ | % ees is Bre ea Nee $2 se 
ie ua Mes. cia ay : mse 3 ‘ os bape : ; i : ers ol Pe eee RE ee nS cose eae as 

ee gee Reco et : ee a a se 3 : ; gas Tepes es 4 ‘ ee wa ape cptasiih ey Taiaeigee ts) eae an oe ee 4) 
aoe Tg a ‘ : eRe sop Tac = a St TE le Sige Soh. ae eae i Clem too. oe : SA yee a i ae fee i Me 
a “ay a RR ea I ere ee ee ee eee 

ey : ‘ a 2 h ~ : Nae i 9 y a os : ? A > —e a = s nad he ee on A , —— = Se a ee oe. ee se ani 
: " ES | 
| ee 
. 
. 
| ee 
. 
. 
* 
. 
. 
. 
“a . 
ae . 
ey . 
ra * > 
Aas 2 piuigined soitiness ~anlbaies Gleanings 
an Po ae 
carr | Reg. ’ _ ‘ 
ih ae ‘ * a 
eee ‘1 €. Lt a4 2 
pei ; “ a 7 2 : 
an -F * <a Tv PRINT BILLBOARDS 
sa i te. ; eee tT ares 
on : O %. Z ‘ : To Tell The Trath create uaversares 080 etteenrds cover ‘ 
ae | . 5. Tombstone Tervter Ti. and enw vena vt rns oer 
a ‘ T a be ieee ; b ol smn : 
\ ay ee . 
big ° ty a Z P % i 
a : Sea Ny? : 
A s - - 
; * ‘ . , 
* " 2 : >? gr a th \ 
ie cent > OF a 
; Vas a: we 
) a 
3 . a 
‘0 e . ; 
Bo » 
> per family = *% 
‘ aa 
= ~ " — ’ 
. om. ee 5! — se t i. 
; r in, ln J : F i i 2 
“ — * “—~s z ve i 
a A <n = bs . 
To ‘ | .& y 
~~ i ee 
~ aa af 
; 4 a ee 
ee > 
} 
wees @ = - 
hae _ ao er —_ mee a i 4 ; a - 
are ne rs mee tin 2 . ee) a “ f 
. x: J . MR ete a 7 ag 
A . . a a 
tbe est , J — os 
‘ a ~ a. ea ‘ 
x ¥ 7 * oe re uae ; ~— or a | | 7 
® . _- om -"“ x ic 
a ‘ ’ 7 — - ‘ a 
we Bae Tate ne S ee 2 
a er " . : % Ps Shui : 
= rat . 
pa * <a - a : ae 
oo ? ; . ; ‘i yi 
en, - ; es 
; = 
‘rs 
re q 
i . 7 . a 
Spec } a 
aye ne, y S 
Yaga a 
Fe ea a 
Bee: iB; 
Gre: = . 
ee : e Ae 7 } us : 
: in i" iy . y sy 
fens 4 
i chy i 4 a 
iis ee | 7 
a Sa) 
a i my a 
te eC 
ae , 
ae Wee Te ‘ — s 
i—yera | a es 
Sa FF 7 
1) | ‘ 
se | 7 P 
na Ae n 
wv eon : 
oe i 
= Tae : 
eee 
es : vs 5 é 
a Ae a 7 
Re 
ie : RA a alt aes es Na eae ete hte as sort * ka i eee 7 4 Ubieo mae aah Reka cng (ae eee ae pre rem Cm RTF a og 
ae eget 7 ea eee ees ae ST iene Ur cate Mie Mier eee IMPRESS took terre ey a FR ts i actiercan tities Sac eR n ale wie cee 


er gs 
oer — 


Each Kit Contained Over 80 Separate Pieces 
of Sales Helps, Weighed 22 Ibs. 
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House Beautiful's 
Home Modernization Kit 
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Celebrating the 25th Anniversary year of the 


Federal Housing Administration, House Beautiful 


— — — eS ——* + a ee 


te 


devoted its June issue to home modernization, 
an editorial subject vitally important to America’s 


homeowners and to the building industry. 


Over 80 manufacturers and associations joined 
with House Beautiful to take advantage of home 


modernization’s enormous potential for stimulating 


new business activity, and in turn, for creating 


—— 


—_ —— 


better housing, promoting community rehabilitation. 


Recognizing these facts, House Beautiful felt the 
need to make a major contribution towards building 
sales momentum throughout the industry. It did 

so through this comprehensive sales kit which was 
mailed to 27,000 builders, lumber dealers, realtors, 
architects, lending agencies and others in the building 
industry. All in all, more than 33 tons of sales 


aids and promotion material was sent to dealers. 


As the No. 1 sales medium in the home field, * 

as the leader in Building Editorial linage, * * 

House Beautiful is pleased and privileged to play a 
dominant role in this national effort...and in so 
doing, maintains its leadership by stimulating new 
business for the building and allied industries while 


informing and inspiring its 3% million readers of the 


better-living opportunities in home modernization, 
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THE “DUNGEON” —Here’s the lounge 


of Big Chief Lodge, wholly inhab- 


ited by Honeywell admen and agency men, with vp Herb Bissell talk- 


Minneapolis-HoneywellTakes Cool | 


ing at the lectern. The sessions were tough, from 8:30 a.m. to 9:30 or 


10 p.m. About 35 people attended the conference, now inits ninth year. 


Reading onIts Marketing Operation 


(Continued from Page 2) 
problems encountered by Honey- 
well Controls Ltd., its Canadian 
arm—the implications of the 
growing emphasis on “Canadian 
content” in marketing to industry, 
and the problems arising from 
customs restrictions on sales pro- 
motion and advertising materials. 


® Sprawled in chairs flanking 
long tables in the lobby of rustic 
Big Chief Lodge, the admen lis- 
tened to speeches, watched slides, 
slide films, visual cast and easel 
presentations, looked at movies, 
listened to tape recordings. They 
saw new merchandising gimmicks, 
listened to research reports, and 
projected plans for products not 
yet in the Honeywell line. 
ses- | 


Two things marked the 
sions. The durability of Honey- | 
well admen, whose sturdy) 


haunches endured sessions which 
began at 8:30 a.m. and continued | 
until 9 p.m.; second, the unusually 
candid and informal atmosphere. | 
When vp Herb Bissell asked for'| 
questions or comments, they came | 
fast and thick. They were direct, 
pointed, and occasionally caustic. | 


ADAPTATION—George Forster, Cock- 

field, Brown account exec, ex- 

plains modifications in campaigns 
for Canada. 


INTENT—Erick Adams, sales promo- 
tion manager of HCL, follows the 
discussion. 


No one pulled either punches or 
rank. The agency men were equal- 
ly candid, if somewhat more 
guarded, in their approach. But 
they talked directly and without 
evasion. 


s The conference called for four 
days of intensive meetings. The 
first day included an explanation 
of Canadian problems and a tour 
of Honeywell Controls Ltd.’s Sear- 
boro plant. There the treasurer, 
C. J. Hooks, outlined the prospects 
for Canada’s growth, and James 
Brace, the factory manager, ex- 
plained the plant’s balance be- 
tween imports and manufacturing, 
emphasizing the trend toward 
manufacturing in Canada any-! 
thing that could be _ profitably | 
manufactured here, and analyzing | 
the meaning to Honeywell of the 
sovernment’s decision to give up 
the Avro Arrow—a decision which 
dropped Honeywell’s aeronautical 
Canadian government business to 
the status of a service unit. 
John H. Fox, sales vp of the 
Canadian unit, explained the 
problems of marketing in Canada, | 
with its 100-mile population rib-| 
bon stretched across 4,200 miles, | 


its historic emphasis on foreign 
trade, and a candid insight into 
some of the problems of a Cana- 
dian subsidiary. 


#® Then the marketing group 
moved to Lake Couchiching, some) 


|/two hours’ drive northeast of To-| 


ronto, where the work began in. 
earnest. 


Keynote 


Herbert D. Bissell, vp, stressed 
the importance of communication 
in the meeting. He noted that eight 
Honeywell agencies, ranging in 
size from Batten, Barton, Dur- 
stine & Osborn (Datamatic) and! 
Foote, Cone & Belding (residen- 
tial and corporate divisions) to) 
Louis K. Frank Co. (Boston group) 
and Culver Advertising (Marion 
electrical instruments), would be 
represented, as well as two pr 
firms—Carl Byoir & Associates 
and Presentation of Canada. 

He noted mildly that “some peo- 
ple in our corporation think we 
have too many agencies... but I! 
can assure you that any judgment 


on this score will be based on the 
special nature of the job to be 
done, the cost of doing it and how 
it is executed. Numbers or size 


of agencies will be_ incidental 
only.” 
He told the admen that he 


hoped they would grow as busi- 
ness men, as well as advertising 
specialists. Getting a broader man- 
agement viewpoint, he said, “is 
inclined to temper the necessary 
buoyancy of the advertising view- 
point—there must always be an 
excess of belief in the advertising 
idea to compensate for the con- 
servatism of management people.” 

Yet, he said, “The well-bal- 
anced advertising man of the fu- 
ture should not only be equipped 
to carry on his profession but be 
able to talk and think in broader 
strokes as it concerns the total 
problems of making money after 
taxes. I commend such a personal 
development program to you.” 

He summed up the general cor- 
porate picture: Honeywell is look- 
ing at probably a record year. 


® Here, according to Mr. Bissell, | 


are the challenges facing a growth 
company: 

1. Continuing to build excel- 
lence of personnel. 

2. Maintaining and 
technical competence. 

3. Measuring up in marketing— 
“a continuing searching examina- 


increasing 


Beam 


Forster 


SALES PROMOTION—Ron Beam of Micro-Switch division's ad staff, and 

George Forster, Cockfield, Brown & Co., look at examples of Honey- 

well sales promotion. Winning example was Heiland’s booklet on 
flash photography. 


‘land 
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;tion of present methods to see if 
| we are doing as well as we should 
do and if we are in tune with rap- 
idly moving trends in distribution, 
|as well as organization.” 

4. Increasing significantly the 
return on sales and investment— 
getting it up to a net of around 10% 
instead of the present 6-7% after 
taxes. 


| New Product Problems 


Industrial products group. Brown 
jinstruments division. Charles W. 
|Bowden, advertising manager, 
|traced the problems on Brown’s 
inew ElectriK Tel-O-Set system. 
|He said the industrial division had 
no problem with new product ideas 
—that they flowed in fast, and that 
the problem was one of selection. 

Selection is based on estimated 
markets for products, on the effect 
of new products on the sales of 
established products, and on pro- 
duction capacity. Marketing man- 
agers are primarily responsible, 


}/but Mr. Bowden emphasized that 


recent customer contacts can tend 
to be overstressed in new product 
selection. He made it clear that 
pressure to field and exhibit pro- 
totypes of new products at trade 
technical shows complicate 
introductions, because often not 
even explanatory literature is 
available for answering inquiries. 

Under those circumstances, he 
said, “you have not a program but 
a problem.” He traced the pub- 
licity, shows, specification sheets, 
demonstrator panels and adver- 
tising which has appeared, and 
the direct mail and general cata- 
log which are to follow. 

He also reviewed the procedure 
used in introducing the Versa- 
Tran, a _ transistorized electronic 
| controller—spec sheets, direct mail, 
publication advertising, announce- 
ment in Instrumentation 
(Brown’s external house organ), 
trade show exhibits and control de- 
vice catalog. 

Comment: The group thought 
perhaps the solution to showing 
a piece of equipment not yet 
ready to go into use might be 


solved by putting it into a parlor, 


SWITCH PITCH—Don Brubaker, ad 

| manager of Micro-Switch, tells the 

story of new products in his divi- 
sion. 


not on the show floor. This way 
the word gets around, but the 
inquiry and _ specification prob- 
lems don’t arise. 

| Micro Switch Division, Freeport, 


Ill. Don Brubaker, advertising 
'manager, outlined the switch 
problem, mentioning the 14,000 


original equipment manufacturers 
(OEMs, in Honeywell jargon), and 


the precept that “every circuit 
needs a switch.” 
Micro has been moving fast: 


Where it had 13 product promo- 
tions in 1958, it has so far staged 
13 in 1959, as Ron Beam, of Mi- 
cro’s ad_ staff, explained. He 
showed new panel demonstrators, 
new switch assembly units, relays 
and indicator lights. 

He showed a new line of color 
switches, promoted with a 20-page 
|catalog and insert, whose dutch- 
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Ross 
DISCUSSION—Charlie Bowden, ad manager of indus- 
trial products group and Brown Instruments, leans 
back and answers a question, while Frank Ross, ad 


manager of the 
Gawthrop, valve 


door construction enables pros- 
pects to match switches and indi-| 
cators so that 34,000 assemblies | 
theoretically are possible. | 

Reincke, Meyer & Finn, Chica-| 
go, handled the inserts, which had | 
a four-color 8-page wrap and two-| 
color inside; 395,000 of these in- 
serts were printed. 

Industrial products group, Hei- | 
land division, Denver. Felix Pogli-| 
ano Jr. traced a highly successful 
promotion on Heiland’s Futuramic 
Strobonar, in which each of 500 
accounts (which account for more 
than 50% of the volume in the 
photographic business) was sent a| 
locked suitcase; a key was sent! , igs 
later. The suitcase was a gift—in- DEviICE—Last year the Heiland divi- 
side were four Strobonars, a dis-| Sion was successful in using a 
play, brackets, cords, etc | “truckload of Strobonars” in a sur- 

He also described the Millionth! prise mailing to dealers. Here is 
Unit promotion for dealers, in 
which a dealer and a salesman 
will split a prize of $1,000 for the 
dealer who gets and sells the 1,- 


trich, sales promotion manager, 
and Felix Pogliano, Heiland ad 


000,000th Heiland unit. ee 

| | 
s Jean K. Tool, of Heiland’s agen- | Datamatic Division, Boston. 
cy, Tool & Armstrong, Denver, de-| Morrie Dettman, merchandising 


scribed the Visicorder promotion,| Manager, and Richard O. Howe, | 


including a description of a four- | vp of BBDO, Boston, explained the 
page insert, and the copy tech-| preliminary campaigns which cul- 
nique which has reproduced cus-|minated in the introduction of the 
tomer comments on Visicorder|new Honeywell 800 data process- 
charts in a variety of applications.|ing system that “starts economi- 
Mr. Pogliano asked for sugges-| cally, expands with your needs 
tions on methods of introducing | and cannot be outgrown.” 
and promoting a new photograph-| Preliminary campaigns 
ic product when it comes into the|stressed answers to questions 
Heiland line. He held a_ tape-|raised by the findings of the Na- 
recorded brainstorming — session, | tional Industrial Conference Board 
with agency and Honeywell peo- survey of managements of com- 


had 


Bowden 


son, sales manager of Rubicon division, listen. 


one of the trucks, with Art Die- | 


ple pitching in. 


|panies using data processing sys- 


| 


| 
| 


Gawthrop Benson 


Davies Laboratories Division, Dick 
division ad manager, and Earl Ben- 


tems. 

But this campaign was shelved 
for the new 800. Originally, on 
Dec. 5, it called for an announce- 
ment ad Jan. 22 in the Wall Street 
Journal, followed by a Fortune 
unit and other advertisements. 
Then on Dec. 21, the timetable 
was altered again, and after a 
Yuletide of work, the final clear- 
ance session was held Jan. 8, 
aimed at a Jan. 24 date. 

Then, because it was suspected 
that a competitor’s sales meeting 
on Jan. 12 might see the announce- 
ment of a new data system, the 


| 
| 


sprinting the ads actually broke—| 


| booklets. 


cost, because of preparation in 


French, because defects (like the 


U. S. price) prohibit its use. 

George Forster, account execu- 
tive of Cockfield, Brown & Co., 
outlined the Canadian campaigns, 
emphasizing that Canadian ads 
tended to use actual examples— 
like Eaton’s; West Canada Sieel; 
Atlas Steel; Gilbey’s; Argo Block; 
Libby, McNeill & Libby Ltd.—and 
are attuned to somewhat more 
modest goals. 

For instance, Honeywell's U. S. 
copy for an_ individual office 
thermostat (aimed at private of- 
fices) was adapted for large area 
offices. Mr. 


sible and that all French copy 
is written in Canada; he stressed 
adaptation procedures. 


Anniversary Plans 


Next year will be Honeywell’s 
75th anniversary. Mr. Bissell 
stressed its promotional possibili- 
ties, while specifically ruling out 
self-congratulation and _historica) 
Robert H. Eppler, vp, 
Foote, Cone & Belding, summed 
up the promotional possibilities, 
noting that the promotion must 
(1) have prestige, (2) be well 
oriented in the industry, (3) have 
field support and (4) translate in- 
to sales. 

A. O. Dietrich, Honeywell's sales 
promotion manager, showed a sug- 
gested program of merchandising, 
through OEM’s, and using ingeni- 
ous die-cuts and special air-con- 
ditioning promotion. 

James H. Porterfield, vp, Carl 
Byoir & Associates, stressed the 
possibilities of publicity in the an- 
niversary, including the chance of 
getting an anniversary of auto- 
matic heating going industrywide, 
and a roundup of eccentric heating 
ideas through patent search. 

Mr. Eppler sketched a possible 
tv spectacular. 


DATA PROCESSOR— 
Morrie Dettman, 
ad manager of 
Datamatic, tells 
about the intro- 
duction of the 
Honeywell 800. 
Running the pro- 
jector is R. O. 
(Dick) Howe, vp 
and manager of 


BBDO’s Boston 
office. 
decision was made to move up, Agency Evaluation 
the target date, and by fast) 


Mr. Bissell noted that Honey- 


Forster said briefly | 
that U. S. art is used where pos-| 


BRAINSTORM — To 
introduce a new 
product into the 
Heiland line, ad 
manager Felix 
Pogliano held a 
tape _ recorded 
brainstorm- 
ing session. He’s 
in the back- 
ground, with Jim 
Sanders and 
Keith Warne set- 
ting up the ma- 
chine. 


a center spread in the Wall Street | well is now facing the problem of 
Journal—Jan. 12. The newspaper | Competitive accounts within agen- 


and magazine campaign has 
pulled 1,994 inquiries so far, and| 
an analysis of 1,500 of them! 
shows 1,028 from advertising, 121 | 
from publicity, 311 from a com- | 
bination of word-of-mouth and di- 
rect mail. 
| Honeywell Controls Ltd., To- | 
‘ronto. Keith K. Warne, merchan- | 
\dising manager, told the group) 
| that the Canadian operation is con- | 
cerned with all corporate divisions. | 
It receives three sample copies in| 


| all literature—and plans for use in 
Canada are then made. 

An important influence is the 
cost of imported materials. A pro- 
motion piece costing $100 in the 
|U. S. would be subject to a $30 
advance for customs (an equaliz- 
ing charge), $32.50 duty, and, 
| $12.19 sales tax—bringing its total 
|cost to $174.69. If it is in two or} 
more colors, it would cost $181.41, | 
|or about twice its U. S. cost. He 
| emphasized that much material is 
|printed in Canada—because of| 


cies. 

“Three agencies now have ac- 
counts which are competitive,” he 
commented, adding that Honey- 
well is aware of the problems of 


APPLAUSE—Herb Bissell and Norm 
ager in Montreal, applaud as 


75 


ANNIVERSARY PROBLEMS—Bob Eppler, 

vp of Foote, Cone & Belding, ana- 

lyzes the anniversary opportunities 
in Honeywell's 75th birthday. 


industrial growth and is prepared 
to take a fairly lenient attitude on 
the subject—although, he _indi- 
cated, some of sales management 
is less generous. 


® The three agencies involved are 
BBDO, which handles Taylor In- 
strument out of the Buffalo office 
and Honeywell's Datamatic in Bos- 
ton; Culver Advertising, which 
has Sanborn Instruments (conflicts 
with Heiland instruments) as well 
as Honeywell’s recently acquired 
Marion division; and Aitkin-Ky- 
nett, handling a switch company 
competitive with Micro-Switch. 


As the various divisions ex- 
plained their advertising, the 
agency people with competitive 


accounts were asked to leave the 
room, and they did. 

Mr. Bissell suggested politely 
that the agency people might 
think of asking Honeywell before 
taking on accounts which might 
prove to be competitive. 


® The eight Honeywell agencies 
which attended the meeting were 
Aitkin-Kynett Co. (industrial 
division), Batten, Barton, Dur- 
stine & Osborn (Datamatic), 
Cockfield, Brown & Co. (Honey- 
| well Controls Ltd.), Culver Ad- 
| vertising (Marion instruments), 
| Foote, Cone & Belding (corporate 
and residential), Louis K. Frank 
'Co. (Boston group), Reincke, Mey- 
er & Finn (Micro-Switch divi- 
sion), and Tool & Armstrong Ad- 
|vertising Agency (Heiland divi- 
| sion). 

| The agency men were encour- 
laged—and__ pointedly asked—to 
/make suggestions and criticisms of 
|campaigns prepared by others, 
and they chimed in cogently. The 
atmosphere was _ polite—‘I cer- 
tainly think the copy approach is 
sound, and those are wonderful 
\illustrations, but how come you 
dropped that good headline after 
the first ad?” 


# One night was set aside for a 
discussion by Honeywell personnel 
on agency relationships, with the 
agency men absent. 

Dean Randall, Minneapolis ad- 
vertising manager, kicked off the 
discussion with an analysis of the 
working relationship with Foote, 


Smith 


Smith, HCL’s eastern sales man- 
one of the speakers concludes. 
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Cone & Belding. Speaking gener- 
ally of Honeywell agencies, he 
said he thinks them as able a 
group of agency people as any 
advertiser has working for it. 

Of the Minneapolis operation, 
he explained that internally he 
and Al Murdock are the advertis- 
ing department. Campaigns begin 
with a planning session—usually 
a long luncheon—with this group, 
a sales vp, and vp Herb Bissell 
sitting in. Extensive notes from 
these conversations go into a plans 
book. Then come agency meetings, 
with campaigns and a proposed 
budget produced for each division. 

Honeywell encourages visits to 
the Chicago agency office by sales 
people, feeling that this view of 
the facilities of an agency is help 
ful. 


# When the campaigns come back, 
each ad is cleared with the mar- 
ket manager (i.e., a man assigned 
to sales of Honeywell products to| 
an industry—like the school, hos- | 
pital or home markets) and the 
division’s advertising coordinator. 
The clearance is accomplished 
twice, once in copy and layout 
and once in proof. 

Foote, Cone contact men are not 
specialized, and each of the three 


is expected to swing from one 
group of products to another. 
Honeywell likes creative contact 
men—men capable of producing 


a rough, or writing a little on-the- 
spot copy if necessary. 

The agency has people in Min- 
neapolis every other week. Mr. 
Randall praised FC&B contact re- 
ports as models of accurate and 
lucid language, and said that in 
one instance a contact report was 
sufficiently clear and sharp to be 
used intact (with the addition of a 
headline) as copy in an ad. 


s The agency has set aside this 
kind of a unit for Honeywell's $1,- 
200,000 spent through FC&B: The 
three account people; a permanent 
exclusive copy chief; four or five 
writers who work only on Honey- 
well, but rotate, so that in 18 
months the copy group is largely 
reconstituted; a permanent and 
exclusive art director, assistant 
art director, production man and 


media supervisor; and a parttime 
research director and tv director. | 

Mr. Randall praised FC&B’s| 
work control—a system which 
keeps track of work in progress up| 
to three months ahead, shows its | 
status at the moment and reasons | 
for delays. Honeywell gets a week- 
ly copy. FC&B gets only the 
standard 15% commission is | 


(it 


the only agency in the Honeywell 
stable that doesn’t charge for lay- 


Brubaker 


Murdoch 


QUESTIONS—Don Brubaker of Micro-Switch fires a 


question while Al Murdock looks 
Jim Porterfield, vp of Carl Byoir & 


Pogliano Tool 


LISTENERS—Here John Fox, vp for sales, Honeywell Controls Ltd., talks 
to Felix Pogliano Jr., Hyland division advertising manager; Jean Tool, 
outs or revisions), except for spe- The ad managers got some di- 
cial trips or research jobs re- rect advice from Mr. Bissell: Get 
quested by the client. }a topnotch contact man from the 
Each year in March agency and| agency, one who can be liked and 
client have a reappraisal meeting.| respected for his business judg- 
At the moment FC&B is handling! ment by division management and 
something like 57 different Hon-|sales vps. It builds respect for 
eywell campaigns; it has handled| the advertising and sales promo- 
260 insertions in 1959, has 234 left | tion operation, he said. 
to run. | One of the troubles with the 
|advertising business, he went on, 
jis that the advertising manager 
the time of excitement over engi- | fe” has no stature (not generally 
: , magia : ; ,,| true of Honeywell) and that the 
neering information and _ actual sole Gunditeens vunn the alent 
copy production. He thinks Hon-|°2'8S Ccpartmen! runs tie kag 
eywell has a bad tendency to load | #S!ng. While this ” pooner Ming 
the best FC&B men. He thinks|™@tter of the ad manager’s com- 
FC&B often doesn’t get pertinent} ome wid = _— ae ged — 
information and strategy. The de- bongs — y if he oo ol abil. 
tached location of Minneapolis | 2” agency man of ju gment, abil- 
isn’t helpful. ity and stature which commands 
He praised FC&B's enthusiasm, | ™@™@8ement respect. 
its willingness to work hard for ° . e 
sondage tar. wang | Media Coordination 
Mr. Bissell put in drily, on this} C. W. (Jack) Eigenbrot, vp of 
matter of diligent FC&B services| Aitkin-Kynett Co., Philadelphia, 
—Foote, Cone would like more| reported on a composite approach 
Honeywell divisions.” to Honeywell advertising products 
and scheduling. Last year’s con- 
® When Charley Bowden raised|ference had decided a joint ap- 


Problems: Dean Randall consid- 
ers there’s too great a lag between 


the question of whether he had/| proach made sense, in order to cut | 


enough people in the Aitkin-Ky-|down on the number of Honeywell 
nett agency working on the in- | ads in some issues of business pa- 
dustrial products group’s $425,000| pers, and to earn maximum dis- 
commissionable budget, the con- | count in others. Mr. Eigenbrot’s 


sensus of the meeting seemed to be | agency was to coordinate the plan. | 


that he was getting a good deal.! It ran into several difficulties. 

In general the Honeywell peo- | Reports of schedules and dates 
ple seemed well satisfied with | were late in arriving, and con- 
their agencies, and praised their|stant changes of insertion dates 
performance and willingness to| make current information diffi- 
work out costly and unrecom- cult. Originally the report was due 
pensed detail. |in January; the one on monthlies 


eg 


Porterfield 


tired. These pictures were taken during an examina- 
tion of Honeywell’s relationships with agencies, and 
agency personnel were excluded. 


thoughtful, and 
Associates, looks 


| 


Maury 


Fox 


Tool & Armstrong, and Ed Maury, sales manager of Marion Instru- 


ments division. 


appeared in March, the one on 
weeklies and bi-weeklies in April. 
But Mr. Eigenbrot warned that 
shifts in schedule (for a_ while 
FC&B was averaging 12 insertion 
date changes a week), non-use of 


forms and wrong dates of inser-' 


tions had made the plan fairly 


unworkable. 


s At this point, Mr. Eigenbrot re- 
ported, plans have been changed 
|so that cheaper rates will not be 
|billed; the many changes have 
made it necessary for Honeywell 
agencies to wait until the end of 
|the year and then apply for any 
| earned rebates—which he thought 
might run to as high as $35,000. 
He suggested earlier compliance 


Randall 


Sanders 


ica) Journal. In each of these 
books—except Automatic Control 
—Honeywell was the largest 1958 
advertiser. It now is the leader in 
Automatic Control. 

| He placed heavy emphasis on 
the future of the publications, as- 
serting that what’s important is 
how the publication will stand 
“five years from now.” 

Mr. Kilmer also reported that 
|Aitkin-Kynett is about to under- 
take a readership survey among 
7,000 readers; he believes it will 
influence schedules, and said it 
would be available to all Honey- 
well divisions and agencies. 


® Louis K. Frank, president of 
Louis K. Frank Co., Boston, ana- 


Eigenbrot 


PLANT TOUR—Dean Randall, Minneapolis division ad manager, looks 


on as Jim Sanders, Foote Cone & Belding, hears an explanation from 


C. W. (Jack) Eigenbrot, Aitkin-Kynett Co. 


| with the report, and a standard 


|report of changes. It was pointed 
out that the Honeywell policy of 
approval of budget in early Janu- 
|ary militates against optimum op- 
}eration of the plan, but the as- 
|sembled admen thought it might 
| be workable if they didn’t have to 
assign insertion dates—in other 
| words, if they were able to say 
merely how many pages or how 
— space a publication should 


have. Mr. Eigenbrot will coordi-| 


‘nate the program for Honeywell. 


Media Analysis 

The meeting then turned to 
analysis of specific business paper 
fields. James Kilmer, account ex- 
ecutive, Aitkin-Kynett, conducted 
an analysis of automation control 
books. He cited significant differ- 
ences in the readership, circula- 
tion, editorial coverage pattern 
and advertising of Automatic Con- 
trol, Control Engineering, Instru- 
ments & Control Systems, and the 
ISA (Instrument Society of Amer- 


| 
| 


lyzed the electronics and aircraft- 
missile-space field. He showed 
what markets the major electronic 
books cover, what significant dif- 
ferences in their circulations and 
readership patterns were. He noted 


JUBILEE—Jim ‘Sanders explains the 
advertising for the residential di- 
| vision. 
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that Electronics Design seems to be 
the hottest book in the electronic 
field at the moment, for reaching 
the people. He pointed out that 
’ Honeywell may be missing a bet in 
4 its light use of Electronic News (he 
commended its immediacy and its 
' eight sections, which pre-select the 
audience for an ad), and Proceed- 
ings of the I.R.E., which he said 
carries great authority in the in- 
dustry. 
\ In the aeronautical field, he 
, noted, everyone is “now space- 
minded,” and “space” has been in- 
serted into many business paper 
titles. 
He believes space buying is sim- 
plified if one asks three questions: 
What is the product? Who buys 


tion, the new corporate campaign 
kicking off in July in Time, and 
such routine matters as copy test- 
ing (Honeywell does almost none); 
how to handle and verify inquir- 
ies; corporate and military adver- 
tising and corporate public rela- 
tions. 

Next year the group is sched- 
}uled to visit the Heiland division 
in Denver, and hold the merchan- 
dising conference at the Stanley 
| Hotel, in Estes Park. # 


memo: eo 


100% Coverage 


Motor hotels are 


the fastest growing 


part of the 

hotel market — 

You cover EVERY 
motor hotel in the U.S. 
with 


Lanier Brubaker Werth 


THE PITCH—B.ll Lanier and Roland Werth, of Mc- manager of Micro-Switch division, after having put 
Graw-Hill, answer questions from Don Brubaker,ad on a slide-film on industrial advertising 


Reincke, Meyer & Finn, analyzed | cost $439 a page. advertising (Honeywell spends HOTEL MONTHLY 

the design field. He noted that McGraw-Hill’s William Lanier some $400,000 in McGraw-Hill 

magazines as disparate as Automo-!and Roland A. Werth presented a papers) as revealed in reader | 105 W. Adams St. 

tive News and Purchasing News |slide-film which stressed funda- | feedback. || Chicago 3, Ill, 

and Scientific American consider | | mentals of business paper adver- a Clissold Businesspaper 

themselves “design publications.” | tising, and then examined the re-|@ In final sessions, the admen dis- 
sults of some Honeywell divisions’ |cussed the anniversary celebra- 


| 


# Al Murdock, assistant advertis- 
ing manager of the Minneapolis 
division, and John Stivers, Foote, 
the product? What are his read- Cone & Belding, conducted an 
ing preferences? He went on to analysis of the executive market 
illustrate the difficulty of arriving and the role played by each of 
at an audience in a field where the new weeklies and executive 
aviation, instruments, controls and magazines. 
automation are interlaced, and 
wound up by saying that for Hon- # Eugene Murphy, of the market 
eywell’s Boston group he consid- extension department of Brown in- 
ers that three books are best buys) struments, explained changes for 
—Aviation Week, Electronics De- next year in Instrumentation. This 
sign and Control Engineering. external house organ appears six 
times a year. Advertising placed 
® Seth Jewell, account executive, in it by other divisions will now 


See — — —_ ee 


al i 


REMARKABLE ROCKFORD » 


STILL LEADS THE PARADE 


Rockford is still ahead in retail sales in Illinois (outside 
Chicago). Total Retail Sales in Rockford during 

1958 were $201,849,322 ... over $10,000,000 ahead of the 
next largest city. Rockford also leads the state in 

Food, Apparel, Lumber and Bldg. Hardware and other 
sales categories. To get your full share of sales in this rich 
and growing TOP market, advertise in the pages 

of the Rockford Morning Star and Register-Republic. 


. ~ -——s ROCKFORD MORNING STAR | 
aoe ~~ Rockford Register-Republic 


Louis K. Frank 
Co., Boston, 
shows a bro- 
chure on the 
Boston group of 
Honeywell facil- 
ities, which is | 
deep in electron- 
ics and military 
work. He ana- 
lyzed the elec- | 
tronic and avia- 
tion/space 
business papers. 


ON THIS NEW SERVICE 
Covering the TRUCKING INDUSTRY 


NATIONAL TRUCKERS SERVICE DIRECTORY 


Closing Date July 1 
Published Semi-Annually 


: an: . : Reaches 23,000 Reaches 3,027 
A Major Midwestern Industrial Market in the TRUCH GWRUERS, GhECUTIVES NTS. APPROVED 


Ohio River Valley—the Ruhr of America— AND OPERATORS TRUCK STOPS 
where one Daily Newspaper Combination Constantly referred to each and every day, the National Truckers Service directory reaches Irregular Carriers such as Movers, independ 
ih i, ent or agents for major van lines Private Truck Owners including large and small industries such as Manufacturers, Produce Distributors, 
reaches 9 out of every 10 families Beer Companies, etc.; Heavy Specialized Haulers, New Car Carriers, and hundreds of Independent Haulers both large and small 
SELL LOUISVILLE FOR ALL IT’S WORTH! 


————. .. 
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ange 


WIRE OR CALL Your Nearest Advertising Office 


> (of JACK BAIN COMPANY HARVEY L. WARD, INC. 
Che Conrier-Zournal aa sce 


THE LOUISVILLE TIMES 


392,839 DAILY COMBINATION «+ 311,073 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Bleser 
PREVIEW—This poster will be part of the annual drive 
for funds put on next fall by United Community 
Funds & Councils of America. Artwork for the post- 
er was prepared by August Bleser, Batten, Barton, 
Durstine & Osborn, the volunteer agency. Taking a 
pre-peek here with Mr. Bleser are Gordon Kinney, 


KEY MEMBER—Mrs. Edna Johnson Zitziwitz, Fensholt Advertising 


through your 


UNITED FUND | 


Kinney Snow Weber Orr 
director of radio and television, and Jeannine Snow, 
graphic service manager, Advertising Council; Hen- 
ry Weber, public relations director of the United 
Community Funds & Councils of America, and Gar- 
rett Orr, eastern art director, Outdoor Advertising 
Inc. 


@#u**—Art McAnally (right), New York ad manager for News- 

week, extends his congratulations and regrets to Fred Barrett, media 

vp, Batten, Barton, Durstine & Osborn, on a near hole-in-one at 

Newsweek's annual Duffers & Bluffers golf outing. Mr. Barrett’s 
only remark was, “........ ieee 


Barber Cunningham Nolan Ennis 
DUFFERS & BLUFFERS—Cooling their clubs between rounds at News- 
week’s annual Duffers & Bluffers golf outing are Walter Barber, vp, 
Compton Advertising; Jack Cunningham, associate manager, News- 
week; Frank Nolan, media supervisor, Kudner Agency, and John 
Ennis, vp, Bryan Houston Inc. 


Agency, Chicago, and the only woman advertising executive attend- 

ing the Continental Advertising Agency Network convention in Seat- 

tle-Victoria, B.C., was given this unusual “key to the city” by William 

H. Horsley, Pacific National Advertising Agency, Seattle, and new 

president of the organization. Though the “key” is labeled “modern 

clam gun,” and has a gunstock, reliable sources report back power 
and shovel are still the only weapons used in digging clams. 


Maybank Mcintyre Wilson Henderson 


AGENCY BUILDING—Cutting the ribbon at the formal opening of the new $200,000 building 
for Henderson Advertising Agency, Greenville, S. C., is Gene Wilson (Miss South Caro- 
lina). Helping officiate was Lt. Governor Burnet R. Maybank. Two of the proud offi- 


Maloney Cox 
LOCAL AND NATIONAL—John F. Maloney, research boss 
for Reader’s Digest and recently elected president 
of the New York chapter of the American Marketing 
Assn., chats with his predecessor, Carl H. Henrick- 
son Jr., vp of Stewart-Dougall & Associates; Dr. 


staff of 100. 


Sherak 
Reavis Cox, president-elect of the national market- 
ing association, who has been studying marketing 
costs under the auspices of the Twentieth Century 
Fund, and Bud Sherak, research director, Kenyon & 
Eckhardt. 


Henrickson 


cers at the opening ceremony are James M. Henderson, president of the agency, and 
Howard K. McIntyre, vp and secretary. The building has enough space for a potential 
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AUTO PRODUCTION for the first 


5 months of 1959 is 43% ahead of last year. 
May’s output alone was up 56.5%—and 
average weekly factory earnings in Detroit ~ 
are up, too—13% ahead! _ 


DEPARTMENT STORE SALES 


are up 16% over last year’s 5-month figure < 4 ry 


and still climbing. Department Store volume 
is now at an all-time high! 


The 


Detroit 
News 


Pacific Office.... 


THE NEWS’ TOTAL LINAGE 
for April and May showed a gain over 1958 
of 1,391,137 lines — more than both other 
Detroit newspapers combined — further 
proof of Detroit’s economic upturn. 


CIRCULATION of The Detroit News 
is highest of all Michigan newspapers—and 
HIGHEST IN DETROIT NEWS’ HISTORY! 


THE NEWS. . 475,873 weekdays* . .596,884 Sunday* 
2nd paper... . 459,265 weekdays* . .512,580 Sunday* 


In the Detroit Trading Area, where 98% of 


all retail business is done, The News has a 
lead over the 2nd paper of 109,473 weekdays 
New York Office . . . Svite 1237, 60 E. 42nd St. and 195,009 Sunday! 


Chicago Office . . . 435 N. Michigan Ave., Tribune Tower 


785 Morket St., San Francisco 
« The Leonard Co., 311 Lincoln Road 


Miami Beach .. . 


*ABC 3-31-59 
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POPULATION 
1,459,100 


ONE-THIRD THE 
TOTAL AREA OF 
NEW YORK STATE 


"Results of 
Selling 
Research, 
Inc. 
latest Test 
Market Survey 


" 
the 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


average annual income of $12,370. In short, they are prime 


or phone today for your copy of the attractive booklet, 


“@®: —ciRCULATION: Combined Daily 241,159 


Advertising Age, June 22, 1959 


Actor Bellamy Hits support of a bill to create a feder- 


al advisory committee on the arts, 


TV as Patron of Art: when Rep. Robert N. Giaimo (D., 


Conn.) asked if it were not true 


that there was a basic anti-cul- 
MAIL ORDER BUYERS oneness So 
WASHINGTON, June 16—The/people in this country, compared 


House subcommittee on education | with people elsewhere. 


78% of LION Magazine subscribers live in communities of less last week provided a forum for the | ti 
t -. : . president of Actors Equity Assn.|® Citing the recent success of the 
than 25,000 population. (39% reside in towns of less than to throw some jabs at advertising| Bolshoi, Mr. Bellamy said all 


2,500!) They are family men. . . home owners . . . sports and and to put in a plug for pay tv. __| forms of art are flourishing. 


Actor Ralph Bellamy, who is When the congressman asked 


hobby enthusiasts . . . avid readers of books . . . and have an currently appearing here in Sun-| why ballet does not do well on tv, 


rise at Campobello, commented | in view of this, Mr. Bellamy com- 
that tv at present is programmed | plained the country is “at the 


mail order prospects. Want a look at the full potential? Write according to some advertising|mercy of advertising agencies and 


agency’s policy, some sponsor’s| various kinds of ratings with a 
opinion of what the public wank eee and not a _ proven 


‘‘Captive—but Not Caged”. and someone’s estimate of what! value.” 
will reach the greatest number of| The bill was subsequently ap- 
7? people. proved by the subcommittee. 
| 209 North Michigan Ave., Chicago | He predicted wg ee will vox puts PAY TY 
eventually get the kind of pro- 
MAGAZINE Telephone: ANdover 3-2500 grams it wants through pay tv. ON VOLUNTARY BASIS 


i _ | HOLLywoop, June 16—Matthew 
= Mr. Bellamy was testifying in Fox, who hired the famed Moscow 


aaalanaceneeaael NOE eS A - — ————— |Bolshoi Ballet troupe for three 


THE SYRACUSE 
MARKET is 


;days and put four one-hour shows 
on tv tape, said he is planning to 
show the tapes on network tv and 
ask viewers to send in $1 apiece 
|as payment for the entertainment. 
| Since there is some question 
|about Federal Communications 
|Commission approval of “commer- 
|cials” during the show asking that 
| the dollars be sent in, Mr. Fox said 
j|he would instead invest $1,600,000 
|in newspaper advertising—$400,- 
|000 before each show— requesting 
|that those who view the show 
make payment. 


oe | . . 
1 5 Cou nties - |@ Mr. Fox is chairman and presi- 
|dent of Television Industries Inc. 


| and Skiatron of America. He said 


e an estimated 25,000,000 to 30,000,- 
i n W t ? e 4 S o ee e r 000 viewers would watch each 


show if it is properly advertised. 
Total cost of the shows is estimated 
at more than $3,000,000. 


» 423,900 Households | Mr. Fox said no time or network 


have been arranged for the show- 


ings as yet. + 


| G In Spending-Power FTC Trains Guns on 


Pep Boys in Battery 


' $2,584,890,000 ‘Ad Claim Crackdown 
Total Buying Income WASHINGTON, June 16—The Pep 


|Boys—Manny, Moe and Jack— 
|were the first victims of the 


BUG B e | Federal Trade Commission’s all- 
-p )out drive to deal with deceptive 
In uying ower | advertising of the guarantees on 


automobile replacement batteries. 


» Retail Sales $1,715,762,000 In a complaint typical of the 


bill of particulars which FTC in- 

vestigators are presenting against 
' Food Sales $ 42 1,980,000 virtually every auto battery man- 
ufacturer and distributor, FTC 


’ Clothes $ 103,830,000 | charged that the Pep Boys use ads 


featuring such claims as “30 month 
' Automotive $ 418,268,000 guarantee” and “fully guaranteed,” 
Ss which lead the public to believe 
(and allied products) Pep Boys unconditionally and com- 
pletely guarantee their batteries. 

Actually, the commission said, the 
UJ Drug Stores $ 46,514,000 |guarantee involves conditions and 

‘limitations not disclosed in the 


» Restaurant “advertising. 
and Tavern $ 13 1,333,000 _m Three weeks ago FTC revealed 


that a concerted effort is under 
way to clean up advertising for 


When you think of the Syracuse Market - think of ALL of it! ia, Bats sonemannens wla to- 


vestigators have found that mis- 


. . . and there’s one efficient way to sell ALL this BIG market. The representing in ads is widespread 
SYRACUSE NEWSPAPERS deliver 100% saturation coverage of metropoli- throughout the industry. FTC said 
tan Syracuse plus effective coverage—up to 76%—in the 14 surrourd- most industry members have indi- 
ing counties. No other combination of media will do a comparable job cated a willingness to enter into 
at a comparable cost. stipulation settlements without liti- 

| gation. Where the advertiser is un- 


som eg willing to agree to a stipulation, the 
commission has turned the investi- 


gation with instructions to press 


$ Y R A C U § if N g W S$ p A 1] : @ gations over to its bureau of liti- 


Se a ahead with complaints. 
| The Pep Boys complaint is the 
HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD |first specific result of the battery 
Evening Sunday Morning & Sunday |investigation to be made public by 


|FTC. The commission reportedly 

|intends to release a list of stipu- 

: lation settlements involving lead- 

Sunday Herald-American 205,658 Sunday Post-Standard 109,060 ers in the industry some time this 


week. # 
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A report to advertisers who want to sell the 


South Florida market—12th largest in the nation. ‘ 


UP is almost 400,000 high in Greater Miami where The Miami Herald reached 


cubes 2. 


an all-time high of 376,537 Sunday circulation. 
Daily is also up to a record-breaking 312,579. 


This is blanket coverage of the Miami/Gold Coast . . . exceeds the combined 


circulation of all seven other newspaper s published in South Florida. 


In just five years of continuous growth The Herald’s Sunday circulation has soared 
91,608, daily 68,284. This increase alone is greater than the total circulation of 
hundreds of U.S. dailies. 


Such coverage has placed The Miami Herald at the top of the list in newspaper 
advertising . . . . 


FIRST IN FOOD/GROCERY ADVERTISING 
among all newspapers in the nation 


Effectively and economically The Herald alone sells Florida’s Fabulous Gold Coast! 
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THE MIAMI HERALD'S CIRCULATION CLIMB 
YEAR DAILY SUNDAY ‘ 


1959 312,579 376,537 4 

1958 302,264 366,584 

1957 287,449 345,387 

1956 269,781 316,990 ; 

1955 255,057 300,922 “ : 
1954 244,295 284,929 ‘ | 


Publisher's Statements for 6-month periods ending March 31 


The Total Selling Medium In South Florida Is “@itedlieviiwetarl 


One of America’s Great Newspapers 


Story, Brooks & Finley, National Representatives 
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RAB Asks, Gets 


| SpeedWay Back with Baker SMI Distributes 
SpeedWay division of Thor Pow- 


|er Tool Co., LaGrange Park, Il.,,| Mats to Help U.S. 


and take advantage of the low 
prices by buying more eggs. + 


Advertising Age, June 22, 1959 


‘Fibre Containers’ Sets Name 
Change for August Issue 
Fibre Containers, published by 


‘has reappointed Herbert 
Advertising, Chicago, to handle its 
| advertising. Baker handled Speed- 
| Way until the company merged 
|with Thor. Roche, Rickerd & 
| Cleary, Chicago, will continue to 
|handle the Thor parent company 
advertising. 


Recount of Radio 
Ownership Censu 


WASHINGTON, June 16—A survey 
of radio ownership which the Cen- 
sus Bureau completed last Novem- 


| Schnitzler Joins Goer! 


Baker | 


Overcome Egg Glut 


Cuicaco, June 16—The Super 
Market Institute is supplying its 
members with free newspaper ad 
mats promoting eggs, designed to 
“move the nation’s egg surplus 
into consumption.” 

SMI said Secretary of Agricul- 


‘Popular Mechanics’ Stays |Board Products Publishing Co., 
in Chicago; Moves Hunter | Chicago, will change its name to 

Popular Mechanics, published by| Paperboard Packaging effective 
Hearst Corp., will remain head-| With the August issue. Paperboard 
quartered in Chicago. The decision | Packaging will continue to cover 
not to move editorial and sales|manufacturers and converters of 
offices to New York, as had been| Paperboard, but will “bridge the 
contemplated, was announced after gap between the manufacturers of 
a conference between Richard E.| "aw materials and packages and 


ber is being rechecked at the re- 
quest of radio industry sources, 
which are disappointed with the 
results. 

The survey was made as a sup- 
plemental schedule on the bureau’s 
regular monthly report on the la- 
bor force in the same manner that 
the bureau has surveyed tv own- 
ership, cigaret smoking and other 
special subjects in the past. 

Results obtained in the Novem- 
ber survey have not been publicly 


t -_ ture Ezra Taft Benson and 
| August R. Schnitzler has joined Charles B. Shuman, president of 
| Stephen Goerl Associates, New) : 
: ‘ , .|the American Farm Bureau Fed- 
| York, as art director, succeeding 


| Richard Marvin, who resigned. Mr. | oo for dealer help. Mee 
'Schnitzler was formerly a free | nusually heavy egg supplies 
|lance artist and before that was | may persist for another eight to 
chief art director of Burke Dowling bers a petri - messnerts 
preety |Benson,” SMI told its members, 

. ; |“and egg farmers are suffering 


Ransom Joins Merchandising 
Robert S. Ransom has joined 
Merchandising Inc., Newark, O.,|@ The six ad mats of varying sizes 


tremely low price levels.” 


economic hardship because of ex-| 


Berlin, president of Hearst, and G.| the ultimate consumer of packag- 


Harry Chamberlain, publisher of | 


Popular Mechanics. 


On the West Coast, Popular | 


Mechanics moved its Pacific Coast 
manager, Maxwell Hunter, to San 
Francisco and promoted Kar! Kee- 
ler to manager for Southern Cali- 
fornia, with offices in Los Angeles. 
The magazine also named Ray C. 
Watson & Co. West Coast repre- 
sentative for Mecanica Popular, its 


ing.” 

S&S Corrugated Paper Machin- 
ery Co., one of the industry’s lead- 
ing suppliers, will have occupied 
the front cover advertising posi- 
tion for 440 consecutive issues— 
almost 37 years—in the August 
issue. 


Marksman Names Sussman 
Marksman Products, New York, 


revealed, but they reportedly were | 4S an account executive. Mr. Ran-| offered to the retailers tell of the 
questioned by Kevin Sweeney of som was formerly with Mumm,|egg surplus problem and ask that 


the Radio Advertising Bureau 
when he learned of them. 


jconsumers help the egg farmers 


pees & Nichols, Columbus, O. 


® Census officials reacted by as- | 
suring industry people that they 
have no objection to a recheck to} 
certify the accuracy of their fig- 
ures. They emphasize that if the 
figures are confirmed they will be 
published, regardless of how in-|} 
dustry members feel about them. | 

The recheck, which involves per- 
sonal interviews with individuals 
covered in the November survey, 
is expected to take another six 
weeks. 

The radio questions were added 
to the survey at the request of 
Advertising Research Foundation, 
under Census Bureau procedures 
which will provide information on 
questions of public importance. 
Questions can be added to the 
monthly survey provided the spon- 
soring group assumes responsibil- 
ity for the extra expense and 
agrees to permit the bureau to 
make the results available to the 
public. 


s Since radio ownership is regu- 
larly included in the regular de- 
cennial census of housing, officials 
ruled that a special radio survey 
was sufficiently important to the 
public to justify its acceptance as 
part of the labor force survey. } 

In the past, Advertising Re- 
search Foundation has sponsored 
several tv ownership surveys as 
supplements to the bureau’s labor 
force report. At its request, a tv 
ownership question was included 
in the May labor force study, and 
is currently being tabulated for 
release around Aug. 1. = 


Anderson Named President 

Ruby Anderson, WGN’s Virginia | 
Gale, has been elected president | 
of the Chicago chapter of American 
Women in Radio & Television. 
Other officers are Kay Brady, 
WLS, vp; Helen LaPat, American 
Red Cross, secretary, and Evelyn! 
Vanderploeg, Arthur Meyerhoff &| 
Co., treasurer. 


—e | 


83% 


The people 

who buy, 

or specify product, brand, 
amount, and source 

for more than 83% 

of everything bought by 
hotels and motor hotels 


read 
THE 


HOTEL MONTHLY 


105 W. Adams St 
Chicago 3, Ill 


a Clissold Business paper 


* ia : 
If you want farmers to buy 
your product by brand 
name, use the media farm- 
ers prefer...State and 
Local Farm Papers. They 
are a powerful builder of 
brand preference. Edito- 
rial impact makes the dif- 
ference. 


Latin American edition, and the|has named Sussman/Jordan & Pol- 
four European editions published | achek, Los Angeles, to handle ad- 
in French, German, Swedish and_| vertising for its air pistol and other 
Danish. products. 
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Advertising Age, June 22, 1959 


15-Second TV Spots Ineffective, 
Schwerin Warns British Advertisers 


Lonpon, June 16—Horace 
Schwerin, president of Schwerin 
Research Corp., has warned Brit- 
ish television advertisers that they 
are now placing too much reliance 
on 15-second spots. 

Noting that last year 75% of all 
British commercials were 15 sec- 
onds long, Mr. Schwerin called this 
a “dangerous” practice. It is diffi- 
cult to be effective in that brief 
period of time, he said. 

“The advertiser who announces 
his wares in 15 seconds must carve 
cameos,” Mr. Schwerin pointed out. 
“He cannot make even one mis- 
take.” 


in a seven-hour presentation made 


s The researcher’s warning came | ineffective.” 


last week to an audience of more|#® Mr. Schwerin defined an effec- | 
than 1,000 persons from the Brit- | tive commercial as one that “con- 


ish advertising and _ television 
worlds. The one-day conference, 
“Increasing the Selling Power of 
Tv Commercials,” was staged in 
London’s Royal Festival Hall by 
Associated Television Ltd. (ATV), 
British tv program contractor. 

Mr. Schwerin’s talk was based 
on his company’s findings in test- 
ing commercials on audiences in 
the U.S., Canada and Britain. 

He reported that in one study of | 
British commercials, Schwerin 
found that more than 40% of the | 


15-second examples “caused no | AT BRITISH MEETING—Among those attending all-day 
significant change in preference, seminar in London on “Increasing the Selling Power 
while only a little over a fourth| of Tv Commercials” were Patrick Henry, sales di- 
of the 30-second commercials were | rector of Associated Television Ltd. (ATV), program 
contractor which sponsored the meeting; Horace 


Henry Schwerin 


tains a vital promise, convincingly | promise” as “a product claim, ei- 
communicated.” He defined “vital | ther explicit or implicit, which ap- 


MacCabe 
Schwerin, president of Schwerin Research, who de- 
livered seven-hour presentation to British admen; 
Brian MacCabe, raanaging director of Foote, Cone 
& Belding Ltd., and John Hobson, chairman of the 
agency bearing his name. 


Asked to pick the one farm publication they 
value most, an outstanding percentage of farm- 
ers choose their State or Local Farm Paper... 
in survey after survey. This media preference 
pays off for you in better readership, wider ac- 
ceptance, and helps develop fast preference for 
your product. And, of course, this means your 
advertising dollars can do a far bigger job. 

Here’s proof of the farmer preference you 
can get with State and Local Farm Papers: 


reate product preference fast 
in the media farmers prefer 


Farmers want to be sold through 
STATE and LOCAL FARM PAPERS 


If your product competes with other brands 
. . . the editorial impact of State and Local 
Farm Papers helps your advertising build 
brand preference. 


A survey in a midwest state reveals 4% to 1 
preference for the State Farm Paper over its 
nearest competitor. 45% of surveyed mid- 
western farmers picked their State or Local 
Farm Paper as their number one farm publi- 
cation. The same or better preference percent- 
age was revealed in two eastern states. In the 
Southwest, a State Farm Paper won hands 
down—with 61.7°; preference. And so it goes. 
Are you interested in creating a preference 
for your product —fast! Then let your farmer- 
prospects make your media choice. Place your 
advertising in the State and Local Farm 
Papers... Blanket Farmland U. S. A. 


Find out more about the rich Farm Market... Explore the great sales potential it 
offers. Write for Booklet —‘'Farmland USA, America’s Biggest Class Market.”’ 
State and Local Farm Papers, Rm. 1600, 28 E. Jackson Blvyd., Chicago, Illinois. 


American Agriculturist 
Arizona Farmer-Ranchman 
Arkansas Farmer 
California Farmer Florida Grower & Rancher 
Colorado Rancher & Farmer Georgia Farmer 


The Dakota Farmer Idaho Farmer Michigan Farmer 
The Farmer Indiana Farmer Mississippi Farmer 
The Farmer Stockman Kansas Farmer Missouri Ruralist 


STATE ona LOCAL 
FARM PAPERS 


Kentucky Farmer 


Pennsylvania Farmer 
Prairie Farmer 
Southern Planter 


Montana Farmer-Stockman Tennessee Farmer 
Utah Farmer 

Wallaces Farmer 
Washington Farmer 
Wisconsin Agriculturist 


Nebraska Farmer 

New England Homestead 
Ohio Farmer 

Oregon Farmer 


Hobson 


peals to the viewer’s latent desire 
and incites him to action.” 

As for specific do’s and don'ts, he 
advised: 
e Keep the commercial structure 
simple. 
e Remember that demonstration is 
the great strength of this medium. 


e Be consumer-oriented, not prod- 
uct-oriented. 


|e Use animation, legend and jingle 
| only as these contribute to the ma- 
jor aim. 


e Don’t try to entertain for enter- 
|tainment’s sake. 


|e Use audio to enhance the video. 


s “The development of new prod- 
ucts and new developments in ex- 
|isting products is an accelerating 
| phenomenon wherever television 
land marketing research are on the 
| increase,” Mr. Schwerin said in his 
closing remarks. “In the U.S., aided 

| greatly by both these forces, the 
| filter brands moved from 3% to 
50% of the cigaret market in four 

years’ time. 
“For Britain’s leading manufac- 
turers, this is a clear warning sig- 
/nal; for younger and smaller ones, 
an unparalleled opportunity. It is 
all very well to note complacently 
‘that, according to some estimates, 
| anywhere from half to 80% of new 
|products do not succeed, It is the 
|one that gets through that can de- 
stroy the citadel.” # 


HAS YOUR ACCOUNTANT 
OR LAWYER TOLD YOU? 


The nation’s leading publishers, 
book and record clubs, business 
and financial advisory services. 
gift houses and mail order firms 
—are constantly seeking new 
mailing lists. 

| ) Examine your files! Do you have 
|) coupons from advertising, sample 
|? or premium requests, contest en- 
| 2 tries, sales leads, customer lists, 
inquiries or pros ects? These 
names are valuable! Over 4,000 
companies receive royalty checks 
from renting their lists. Your com- 
pany, too, can enjoy this extra 
income. 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,000 
names, may we send you a bro- 
chure describing the income po- 
tential from renting your lists? 
With our compliments you will 
also receive a spiral-bound 9x12 
calendar with spaces for nota- 
tions and_ at-a-glance planning 
features. This unique desk-aid is 
invaluable in scheduling appoint- 
ments. 

Please request on your company 
letterhead. State quantity of 
names available, how acquired 
and the form in which your list 
is maintained. 


LEWIS KLEID, INC. 
25 West 45 © New York 36 
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In 3 years, Readers of the 


New York Journal-American 
in Families with Incomes of 
$5,000 to $7,500 


INCREASED 50% 


From New York Daily News ‘Profile of the Millions’ 1955 & 1958 


Retailers Ads 
Carry Disclaimer 
on List Prices 


(Continued from Page 3) 
local better business bureau tried 
to enforce a complete ban on the 
use of any comparisons, but this 
was rescinded when some dealers 
complained that their right to 
quote legitimate comparison was 
restrained (AA, April 20). 

Introduction of disclaimers into 
the comparative price ads occurred 
after at least two local chains re- 
ceived letters from the Federal 
Trade Commission requesting in- 
formation about their pricing poli- 
cies. Because all retailers in the 
District of Columbia are under 
FTC supervision, a commission 
|drive to clean up misleading price 
advertising could be particularly 
| effective here. 


The Dallas 
Morning News| 
has both the 


largest 


daily and Sunday 


circulation 
in Texas! 


213,110 DAILY 
222,962 SUNDAY 


March 31, 1959 Publishers Statements 


CRESMER & WOODWARD, INC. « Nationa/ Representative 


NEW YORK + CHICAGO + DETROIT + ATLANTA * LOS ANGELES * SAN FRANCISCO 


Advertising Age, June 22, 1959 


In conversations with local busi- 
ness men and others, FTC repre- 
sentatives have taken the position 
that the use of a list price in an 
ad becomes deceptive if the list 
price is not the price which is 
usually charged for the item in 
this market (AA, May 11). 


s On the other hand, the discount 
dealers who quote list prices in 
their comparative price ads have 
taken the position that they have 
no intention of suggesting that the 
list prices quoted in their ads are 
the regular selling price for the 
product. 

The Todd’s disclaimer, which 
will continue running in all ad- 
vertising in the indefinite future, 
according to Kal, Ehrlich & Mer- 
rick, Todd’s agency, specifies that 
list prices have been used for iden- 
tification purposes only, and adds 
that Todd’s prices are always 
lower than manufacturers’ list 
prices. 

“However,” it says, “practically 
all the sale prices shown in Todd’s 
advertising are reduced below our 
regular, everyday discount prices.” 

“This message is printed as a 
public service—for the education 
and protection of the general pub- 
lic in order to clear up any mis- 
conceptions about manufacturers’ 
list prices which are not normal 
selling prices, but are used only for 
purposes of quickly identifying 
the many models produced by the 
various manufacturers,” the box 
declared. 

List prices on furniture, which 
are not established by national 
manufacturers, are based on com- 
parison shopping, and an evalua- 
tion of comparable current mer- 
chandise now selling in this area, 
Todd’s said. # 


French Tourism 
Account Switches 
to Doyle Dane 


(Continued from Page 2) 
billings were estimated by the 
client at between $250,000 and 
$300,000 a year. Media Records 
figures for the past two years 
|show, however, that the account 
never billed more than $150,000 a 
| year. 

This week the French said the 
| account “will bill around $400,- 
| 000.” 
| 
|| The account has also been 
/known to shift in the wake of 
|personnel changes at the tourist 
|office. Georges Anderla, who 
| helped to pick Grey two years ago, 
‘now heads up the French tourist 
|office in London. He has been 
replaced as assistant agent gen- 
eral by Rene Bardy, who helped 
to select Doyle Dane. 

The tourist office said this week 
that the number of American visi- 
tors to Paris during the first four 

| months of 1959 is up 40% over last 
| year’s figure. 
| A news release announcing the 
‘agency switch said Doyle Dane 
!was picked “on the merits of its 
‘outstanding campaigns in printed 
media and its solid experience in 
the travel field. The promotion of 
American travel to France opens 
new horizons for the agency’s 
creative team, which frequently 
has used French themes in con- 
nection with other accounts.” # 


Vermont Newspaper Names 
McClure, Howe Co-publishers 

J. Warren McClure and David 
W. Howe have been named co-pub- 
lishers of the Free Press, Burling- 
ton, Vt. Mr. Howe, who has headed 
the daily as its publisher, is also 
treasurer of the corporation. Mr. 
McClure, who has been with the 
Free Press since 1952, will continue 
‘as business manager. 
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20 pages of opportu- 
nity...showing how 
advertisers are making 
budget dollars go 
further, dig deeper, 
yield more sales! 


dy 


om | LW“ i 
i) : jis Oy | // CAPPER-HARMAN-SLOCUM, INC. 
. ’ i} 0 fori One market | 1010 Rockwell Ave., Cleveland 14, Ohio 


Farmers Buy with Confidence when it's advertised in FARM PAPERS 


. -  $1,193,900,000 yearly spendable farm income Q VA Tt ali P lah 3 
| send the book. 


} Michigan Farmer market 
| _$859,600,000 yearly spendable farm income 


Pennsylvania Farmer 


market — $847,300,000 yearly spendable farm 
income | 


AFFILIATED WITH STAUFFER-CAPPER PUBLICATIONS, INC. 
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today as never before... 
to sell management 


advertise 
in the magazine 


edited for 


the age of the manager — 


Alert business advertisers recognize that dominant, 

continuous advertising to management is the effective 
.. Selective... economical way to influence business 

decisions. This is the reason—month after month— 

they place more advertising pages in DUN’s REVIEW 

and Modern Industry. They know the readers of 

this business management magazine have authority 

to buy and to influence buying in leading concerns 

throughout the country. 


When you advertise to business your advertising 
belongs in... 


DUNS 
REVIEW 


and Modern Industry 


ABU 


The magayine of, Fresilendt 


..@ndad men who are going to be! 


Advertising Age, June 22, 1959 


Spot TV Advertisers by Product Classification 


First Quarter, 1959 


Source: Television Bureau of Advertising figures from N. C. Rorabaugh Co. 


Gross Time 
Estimates” 
EE $ 536,000 
Feeds, Meals ................... 330,000 
| Miscellaneous sone 206,000 
| ALE, BEER & WINE ................ 11,653,000 
Bs ARNT id scesaasecsscves 9,999,000 
ae ee 1,654,000 
| AMUSEMENTS, ENTERTAIN 
Se ee 140,000 
AUTOMOTIVE 1,816,000 
Anti-Freeze 
Botteries ......... 160,000 
“eh Seay 750,000 
| Tires & Tubes ......... y 161,000 
Trucks & Trailers ............ 26,000 


| Misc. Accessories & Supplies 719,000 
BUILDING MATERIAL, EQUIPMENT, 


FIXTURES, PAINTS ...... : 423,000 
Fixtures, Plumbing, Supplies 108,000 
IED. sscuscskstetecniciedossbcnse 135,000 
| Se 78,000 
Power Tools ........ 8,000 
Miscellaneous .................... 94,000 
CLOTHING, FURNISHINGS, 
ACCESSORIES ...... . 3,827,000 
re icant 2,889,000 
Footwear ............. 723,000 
ee ; 148,000 
Miscellaneous ....... wenn 67,000 
CONFECTIONS & 
SOFT DRINKS ............ ; 7,559,000 
III, aciiicisssevsnscsonanch 4,662,000 
0 ee 2,897,000 
|CONSUMER SERVICES ........ 4,216,000 
| Dry Cleaning & Laundries 8,000 
| PUNE Sraksdusniavbssincsdsizcsces 637,000 
BO eer oe 768,000 
Medical & Dental ............ 43,000 


Moving, Hauling, Storage 
| Public Utilities o.....cccseoo- 
| Religious, Political, Unions 387,000 


Schools & Colleges ............ 51,000 
| Miscellaneous Services .... 483,000 
| COSMETICS & TOILETRIES ... 12,056,000 
NN eit ciicucsnssansetinanes 2,973,000 
IIIS oo ri scuscesediavcssee 278,000 
| Depilatories oo... 34,000 
Hair Tonics & Shampoos .... 3,449,000 
| Hand & Face Creams, Lotions 1,214,000 
Home Permanents & Coloring 921,000 
Perfumes, Toilet Waters, etc. 218,000 
Razors, Blades .................... 235,000 
Shaving Creams, Lotions, etc. 450,000 
ee 2,002,000 
| Miscellaneous ....c.ccccccccceee- 282,000 


/DENTAL PRODUCTS ......... 


4,530,000 

Dentifrices............. 2,415,000 
Mouthwashes ........ ‘ ‘ 1,859,000 
Miscellaneous ......... ; 256,000 
DRUG PRODUCTS ......... 16,453,000 
| Cold Remedies ................ 7,042,000 
Headache Remedies .. 2,718,000 

1 dig * po dies 2 998,000 
SIO -cccscmicsssiceees 764,000 
Vitamins 770,000 
Weight Aids .......... 553,000 
Miscellaneous Drug Products 1,327,000 
Se ; 281,000 


FOOD *% GROCERY PRODUCTS 46,566,000 


Baked Goods .......... : 8,022,000 
IE, Sinvckcavicbtinpnsonne - 4,120,000 
Coffee, Tea & Food Drinks .... 10,680,000 


Dairy Products ..... 2,412,000 


Gross Time! 

Estimates | 

OO ae ee 541,000 
Dry Foods (Flour, Mixes, 

"EY Re een 4,764,000 
Fruits & Vegetables, Juices 4,099,000 
Macaroni, Noodles, Chili, etc. 621,000 
Margarine, Shortenings .... 2,706,000 
Meat, Poultry & Fish ........ 2,437,000 
SIN, uictichadisunetlbiedioanmamnes 392,000 
Miscellaneous Foods ............ 1,773,000 
Miscellaneous Frozen Foods 240,000 
RT NE eee cacetaatens 2,472,000 


GARDEN SUPPLIES & EQUIPMENT 262,000 


GASOLINE & LUBRICANTS 5,315,000 
Gasoline & Oil ................ 5,063,000 
Sr I lccdanaicsanenss 202,000 
Miscellaneous 50,000 


HOTELS, RESORTS, RESTAURANTS 109,000 
HOUSEHOLD CLEANERS, CLEANSERS, 


POLISHES, WAXES* ........ 11,395,000 
Cleaners, Cleansers* ........ 9,651,000 
Floor & Furniture Polishes, 
0 ee eee 1,141,000 
Glass Cleaners 120,000 
Home Dry Cleaners ............ 29,000 
OS Seen 263,000 
Miscellaneous Cleaners .... 191,000 
HOUSEHOLD EQUIPMENT— 
RPPURIRIIGD  ecinsensivisicciess. 801,000 
HOUSEHOLD FURNISHINGS 1,345,000 
Beds, Mattresses, Springs 480,000 
Furniture & Other Furnishings 865,000 


HOUSEHOLD LAUNDRY 
DUPED sxcnrksdepnesasdsrsernas 
Bleaches, Starches ............ 
Packaged Soaps, Detergents* 
Miscellaneous  ................06 

HOUSEHOLD PAPER PRODUCTS 
Cleansing Tissues ............ 
Food Wraps 
Napkins _ ............ 
Toilet Tissue 
Miscellaneous  ...............006+- 

HOUSEHOLD, GENERAL 
Brooms, Brushes, Mops, etc. 
China, Glassware, Crockery, 

Containers 
Disinfectants, Deodorizers .. 
Fuels (heating, etc.) ........ 
Insecticides, Rodenticides 
Kitchen Utensils ................ 
Miscellaneous .................06 

NOTIONS 


SPORTING GOODS, BICYCLES, 
TOYS 
Bicycles & Supplies ............ 
We. MII cistavasscvsanss 
Miscellaneous  ...............006 

STATIONERY, OFFICE 
EQUIPMENT 

TELEVISION, RADIO, PHONOGRAPH, 


MUSICAL INSTRUMENTS 501,000 
Radio & Television Sets .... 162,000 
DINER. ~ccccadsseduincicrbissarurse 135,000 
Miscellaneous ...............005 204,000 
TOBACCO PRODUCTS & 
IN scr vasieseurssvionenstevexs 8,109,000 
NNO cessscsdacceservnrsvnnse 7,629,000 | 
Cigars, Pipe Tobacco ........ 382,000 
Miscellaneous .................... 98,000 


Condiments, Sauces, Appetizers 1,287,000| TRANSPORTATION & TRAVEL 


PE Kncntacastareanttintinviseavizerns 


1,184,000 
926,000 


motion of o 
What beti 


dealership.” 


great newsp:pers? 


MUNCIE, 


recommendation? 
Why don’t you use Eastern Indiana’s two 


INDIANA 
Notional Representatives: 


You, too, can get ehrectwe merchandising 
i help in Muncie, 


Mr. Jack Dixon, co-owner of Dixon- 
Duhigg Olds-Cadillac, local dealers, says 

. —“The Muncie Star and Muncie Evening 
3 Press have \|ways given us the best of 
24 service and | onest co-operation in the pro- 


Kelly-Smith Company 


Gross Time 

Estimates 

TIN: -vesinishitetsionecbatebtiaueianpesice 56,000 
SEIT > sibieitsli plate iedissdidanlarabiees cage’ 189,000 
Miscellaneous  ...............0000 13,000 
WATCHES, JEWELRY, CAMERAS ‘148,000 
Cameras, Accessories, Supplies 49,000 
Clocks & Watches ............ 1,000 
IID | atpeitteesicivosensnnse 12,000 
 § Geen 82,000 
Miscellaneous .............00000.. 4,000 
MISCELLANEOUS. ......00000000...... 1,908,000 
Trading Stamps ................ 117,000 
Miscellaneous Products ........ 775,000 
Miscellaneous Stores ........ 1,016,000 


PTE -ehesesbinnebseseouniinndsevsinia $156,419,000 


*Starting with the 4th Quarter 1958 
liquid cleaners (i.e. Lestoil) now included 
in sub-class, “cleaners, cleansers.” 


4 . ae aoe a a ee ee $, ibe Be ep eT ere ee a ae Ce Vaee Toe! ene ee 
86 ee 
ee | ae 
, ” zee. \ ‘i 
fileg 2. a eee: | 
Rs . age 2m p 
- : — 
* | 
2 > 
ae 9,873,000 - ; 
: 1,403,000 
. ree. > 7,765,000 
S = 705,000 
% DUNS Pune eee 1,306,000 
ads oe MEV IEW 287,000 
: ed ge. Industry 312,000 n 
é 7 = ’ 253,000 ; ; _ 
i ee 3 328,000 ss 
2h = 
—/ ‘ a 922,000 : a 
: rs > -- @ 217,000 | ; - : 
| ue \ PAF : - y a 
? yi” Ny. ~ soak Tic 148,000 ‘ “hae 
: ei 246,000 | | Pa te : 
an es. “gels SAEED 55,000 ue : 
. e's ae BRP Re yt 105,000 co . 
! * & a ee 119,000 Seti ne 
_ a tem aT P= 42,000 - : : 
“ WANT EG: TING " ag og | 2,441,000 . 4 
2 _ SRANSP og, TOUR [PUBLICATIONS ooo.ccccccsccssseees 332,000 | it : 
™ sO PHOHTT ee ~<a 
weiceomes 000| ~ a a 
; ,000/ & ck a ¥ we. se sath 
|. Wah Ps 
Poy > = a. i. . “a 9 3.784 
is —— ll ” ia Sale. 
F: ae oy 3 oe Pad a a Le 
A BO -e. — = |, Va ie 
| | Po mer, a a 
: _Z ae BS a = * 4 Bac ae : eh 
4 ¥ xy z 
—_ —_ FE 
Be: BS & " 
Bahay i: os 3 a : . 
>. S 8 4 ‘wall 5 i j 
ee SC es : 4 
ie a Fd 4 
ie The MUNCIE STAR * MUNCIE EVENING PRESS ; | 
: dy ; * , ‘gl 


v 


Advertising Age, June 22, 1959 


| French Airline to McCarty 


: Transports Aeriens aN Versatile 
# nentaux (T.A.I.), French airline, , ff 
| has named McCarty Co., Los An-| 3 


|geles, to handle its advertising. 
T.A.I., which is seeking approval | 
of its proposed route from Los An- | 
geles via Hawaii to Tahiti, recently 
established U.S. headquarters in 
Los Angeles. ' 


Send for Catalog P 


"$485 ond vp 
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for ART * PRINTING + PHO 
LITHO * SILK SCREEN + intl. 
NEERING 


LACEY-LUCI PRODUCTS CO. 
31 Central Ave. * Nework 2, W. J. 
DEALERS: Choice Territories Open 


The Bull Pen Room 


a” 


Baumann Naegele Schmid Tufty 
HAPPY TALK—The photographer at the Outdoor Adver- kee; Robert O. Naegele, Naegele Outdoor Advertis- yur Pew 
tising Assn. of America convention in Chicago found ing Co. of Minnesota, Minneapolis; W. A. Schmid Jr., be - 
this group apparently very pleased with the future: North Texas Advertising Co., Fort Worth, and Jim dod ag he hans sedge _ 
Lu Baumann, Majestic Advertising Agency, Milwau- Tufty, Young & Rubicam, New York. | advertising, newspaper, radio 
ond teteteten industries. 


George Walsh Adds Accounts |sie S. Morie & Son, Mauricetown, | ‘Parade’ Boosts Gillerlain | 

George F. Walsh Advertising| NJ., miner of silica sands and) William J. Gillerlain has been | 
Agency, Landisville, N.J., has add-| gravel, and Daniel Goff Co.,| promoted from the newspaper re-| 
ed three new accounts. They are | Vineland and Mauricetown, N.J.,|lations staff of Parade to eastern | 
Teflex Inc., Millville, N. J., man-| producer of sands for the foundry | manager of newspaper relations, a 
ufacturer of Teflon products; Jes-! industry. new post. 


We feature: Generous martinis and 
other fine beverages, large . 
steaks and wonderful sea- —s ‘ 
food dinners. Service to meet : - 
the tightest deadline. @ Rooms for Private Parties 


e in dinners 


- 
4655 Lexington Restaurant LEXINGTON AVE., BET. 45th AND 46th ST., N.Y. 


_ SAN DIEGO CALIFORNIA 


“- 


A MARKET YOU CAN BANK ON! 


1958 bank deposits in San Diego County totaled $890,924,739— up 11.7 per growing major metropolitan market in the entire nation. San Diego’s buying 
cent from 1957, and 108.2 per cent higher than the total for 1950. power is effectively and economically tapped through the selling power of the 

market's two metropolitan dailies: The San Diego Union and Evening Tribune. 
Bank deposits reflect the over-all growth, strength, stability, and prosperity | Their combined daily circulation exceeds 200,000. And Facts Consolidated 
of San Diego — third largest market in the 11 western states, and the fastest surveys show a readership of 84.4 per cent, unduplicated. 


he San Diego Union | FVENING TRIBUNE 


i 


“The Ring a) of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California —Northern Illinois — Springfield, 
Illinois — and Greater Los Angeles — Served by the COPLEY Washington Bureau and the 
COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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American Trade Publishing | 
Buys'Inplant Food Management’ 
American Trade Publishing Co., 
publisher of Bakers Weekly and 
the monthly Biscuit & Cracker 
Baker and Feed Age, has pur- 
A tourist stopped at a com-|chased Inplant Food Management, 

bination sevens iam wear|a monthly with 16,000 controlled 

Virginia 4 X~ I tg -marrigeoner’ ~~ .> — -_ 

ie cor wos : teria market, from Inplant Pub- 

noticed on old-time pot frope'in bis bond. |lishing Corp. Both are in New 
The tourist walked over to him and asked, |) york Richard E. Brown, American 
Whe? beve you Move? * Trade vp, and Rocco Romano, pro- 
“This Is @ weather gauge, Sonny. aie duction manager, have been named 
on Geen Pp Mn ad fell the owrad'to;general manager and advertising- 
know. production manager of Inplant, re- 
“It's simple, Sonny. When it swings back} spectively. The Inplant editorial 
ond fenyp, W's windy. When it gets wet, it's! ta¢¢ remains the same: John R. 
ve Rutherford, editor and publisher, 
° Vee’ howe to epee tone Oe of compl land James E. Betts Jr., managing 
observation. Just os there is nothing compli editor. 
cated about reaching the 2 million people in 


the 39-county WTRF-TV area in the heart of 

reuctrint America. A WTRF.TY spot progrom | Clark Leaves Publisher 

will do it. rae nop > . ann gy Page med Fred Clark, who was vp, direc- 
w muc s om . 

oak . ee es tor and secretary of Simmons- 


WTRE-TV St0RY 


- today 

Ey Boardman Publishing Corp., New 

Si CHANNEL WHEELING York, and sales manager of Amer- 

; SEVEN ° WEST VIRGINIA ican Builder, has resigned. Mr. , 
Kilgore 


renee had been with the company | 


almost 20 years. Horsley 


“Scum ieee 
7 


in this ONE AND A HALF 
BILLION DOLLAR ARIZONA MARKET? 
EE 


We can show you how thousands of individual brands in over 500 different 
categories are selling in this market right now! 

This revealing “look” is from a recent analysis by Associated Grocers, 
largest food association in Arizona, and owned by over 600 retail grocers. It 
includes dry groceries, light houseware products, health aids, cosmetics, toi- 
letries and many other items. 

It reveals the actual volume movement of brand name products sold by 
two out of three AG stores and represents an estimated 20% of the food sales 
in Arizona. Shown also are retail price, package or container size, number of 
units sold, brand position and sales in retail dollars. 

Information sheets for specific categories are available and we gladly wel- 
come your inquiry. Also ask about our sales-stimulating merchandising serv- 
ices. A word from you will bring a world of help from us. 

Write, wire or phone Chas. E. Treat, National Advertising Manager, Box 
1950, Phoenix, Arizona. ALpine 8-8811. 


The P hoe mee x 


Gazette 


The ath eee O 


REPUBLIC 


Morning-Evening Combination 
Represented nationally by Kelly-Smith Co. 


Advertising Age, June 22, 1959 


Rickard 


Lando 


Sanborn 


NEW CAAN OFFICERS—Newly elected officers of the Continental Adver- 

tising Agency Network are William H. Horsley, Pacific National Ad- 

vertising Agency, Seattle, president; Robert N. Lando, Lando Adver- 

tising Agency, Pittsburgh, secretary-treasurer; William L. Sanborn, 

Winius-Brandon Co., St. Louis, vp; Robert Kilgore, Gray & Kilgore, De- 

troit, new member of the executive committee, and C. H. Rickard, re- 
tiring president and committee member. 


WHAS Leaves CBS; 
Calls Radio Barter 


Plan ‘No Solution’ 


LOuISVILLE, June 17— WHAS 
|Inc., operator of WHAS and 
|WHAS-TV, has given notice to 
'CBS Radio that it is terminating 
|its affiliation with the CBS Radio 
| Network “effective any time at 
your convenience between July 4 
}and the end of broadeasting on 
Saturday, July 18.” 

In a letter to Arthur Hull Hayes, 
CBS Radio president, Victor A. 
Sholis, vp and director of WHAS, 
said, “You will recall we voted 
| against the Program Consolidation 


_|Plan out of a conviction it offered 


‘no solution to the programming 
jand sales difficulties engulfing 
| the network .. . almost six months’ 
experience with PCP has con- 
| tirmed our judgment.” 

| The WHAS-TV affiliation with 
|CBS-TV is not involved. 


CBS Radio switched to a barter 
operation Jan. 1, when under the 
Program Consolidation Plan, it 
cut back to a limited weekly sched- 
ule (AA, Nov. 3, ’58, et seq.). # 


AANR Chapter Elects Pitzer 

The New York chapter of the 
American Assn. of Newspaper 
Representatives has elected the 
following officers: Fred W. Pitzer, 
Jann & Kelley, president; W. Fisk 
Lochridge, Katz Agency, lst vp; 
Howard C. Story Jr., Story, Brooks 
& Finley, 2nd vp; Frank J. Staple- 
ton, Branham Co., treasurer, and 
F. B. Fitzgerald, Ridder-Johns, 
secretary. 


Selling Farce or Selling Force? 
Your advertising got slipping sickness? 
Let Bott inject “‘sell-th” to regain its 
health. Chicago Phone HA 17-9187. 


“That Fellow dott” 9. 


leo P. Bott, Jr., 64 E. Jackson, Chicage 


712 FEDERAL STREET 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WADash 2-8816 


e CHICAGO 5, ILLINOIS 
t. 
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Period room scene, Museum of Science 
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Home 


. sweet home .. . is the fountainhead of ... the springboard for... wants 
and needs ... for in the home will be found wishing. discussion, considera- 
tion, planning, yes, even budgeting. There, we think, you have the best of 
Environments for newspaper reading. In Chicago and suburbs the adult 
newspaper readership study by Sindlinger & Co. again lends weight to the 
long time Daily News slogan “Chicago's Home Newspaper.” 


DAILY PAPER HOME READERS 


CHICAGO DAILY NEWS 92.5%, 
PAPER B 76.0%, 
PAPER C 70.8°/, 
PAPER D 67.2°/, 
USE THE POWER OF THE CHICAGO DAILY NEWS 
MORE ADULT READERS PER COPY ... LONGER READING TIME 
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If you buy 
ART & TYPE 


and photography, get ART DIRECTION, The 
Magazine of Creative Advertising. It's a 
moniniy magazine with a fabulous visual 
report of WHAT'S NEW—WHAT'S BEST 

Published since 1949, issues average over 
120 pages of tremendous value as an art 
and idea source. Only $4.00 a year for 
twelve issues; $7.00 for 24 issues. (New 
rates go into effect September 1, 1959.) 


get ART | 
DIRECTION 


19 W. 44th Street, New York 36, New York 


Swimming Pools of America 
Names William Hart Adler 

Swimming Pools of America 
Inc., Hollywood, Fla., has named 
William Hart Adler Inc., Chicago, 
to handle its advertising and public 
relations. Swimming Pools of 
America, which previously was a 
direct advertiser, plans a series of 
regional ad promotions this year 
and a national ad push in 1960. 


Busto Named Ad Manager 
Virgil J. Busto, formerly a space 
buyer at Edward H. Weiss & Co., 
Chicago, has been named advertis- 
ing manager of Chicago Molded 


manufacturer of 


Products Corp., 
plastic products. 


Bill Cullenward to Revive 

Cullenward Agency, Oakland 
William Cullenward will reac- 

tivate his family’s agency, Eric 


Cullenward & Associates, on July 1 | 


under the name of Cullenward & 
| Associates, with temporary head- 
quarters at 44 Hermosa Ave:, Oak- 
land, Cal. Eric Cullenward, who 
founded the agency, died last Octo- 
ber. William Cullenward will re- 
sign as a sales account executive 
of KFRC, San Francisco, to operate 
the agency. 


GROWING 
PAINS 


ONE OF A SERIES OF RECURRENT NIGHTMARES AT 


GUILD. BASCOM 4vx> BONFIGL] -40verrisinc 


SAN FRANCISCO , 10S ANGELES, SEATILE , CHICAGO, NEW YORK 


GOOD GRIEF: 


WHO ARE ALL eMMORE 
THOS ! EES, 
E PEOPLE WON 


SHOP 
SURE HAS 


THINK, oe 
EWHERE OUT 

= THE GUILDS » Bascom, 

AND BONFIGLIS OF 

FUTURE =:: 


GRACE... | 
TO GET IN TOUCH 
PROFESSOR 


WANT You 
WITH 


|. TESTUM--- 


IS PROFE 


GENTLEMEN, THIS 


SSOR 


HES GOING TO \ 
GIVE EVERYBODY 
IN THE SHOP AN 
APTITUDE TEST. 


WHEN 
EVERYBODY 


EVERYBODY.’ 


| SAY 


MEAN 


MARY ELLEN‘S JAMS ANP JELLIES 
CARLING. BLACK LABEL 2? 


¢ POINT-WITH-PRIDE DEP’. 2 


THE SILVER ANVIL AWARD (THE OSCAR” OF PUBLIC 
RELATIONS) HAS JUST BEEN AWARDED TO RALSTON . 
PURINA FOR ACHIEVING THE FIRST VOLUNTARY 
NATIONAL USE OF A COMMERCIAL TV PROGRAM 
(BOLD JOURNEY) AS AN EDUCATIONAL SouRCE. 


WELL, THATS WHAT HAPPENS WHEN You ALLOW 
PR. MEN To INFILTRATE YOUR AGENCY. OF CouRSE 
SUCH AN AWARD MAKES RICE CHEX, WHEAT 
CHEX, CORN CHEY , RY-KRISP AND INSTANT RALSTON 
REAL HAPPY, BUT WHAT DO WE TELL SKIPPY PEANUT 
BUTTER, MOTHER'S COOKIES , FARMER JOHN'S HAM 
AND BACON, HARRY AND DAVID‘S FRU/T-0F-THE-MONTH, 


TIDY HOUSE PRODUCTS, HEIDELBERG BEER AND 


» RIVAL DOG FooD, 


advertisings 


ARNOLD PALMER 
WON THE 
MASTERS TITLE 
IN MUNSINGWEAR 


WINNERS WEAR 


unsingwear 


GRAND SLAM GOLF SHIRTS 


Ast tor gate - tole Ash ‘ar detae 


FORE—To promote its Grand Slam 


DOW FINSTERWALD 
WON THE 

PGA CHAMPIONSHIP 

IN MUNSINGWEAR 


WINNERS WEAR 


unsinggwear 


GRAND SLAM GOLF SHIRTS 


eo’ 


Advertising Age, June 22, 1959 


JACKIE BURKE, JR. 
WOW THE 
INSURANCE CITY OPEN 
IN MUNSINGWEAR 


, 
Oy) 


@ 


WINNERS WEAR 


unsingwear 


GRAND SLAM GOLF SHIRTS 


with the exclusive 
free seony undercr™ 


with the ex ve 
> design’ 
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$5 00 $10 x 
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—— ~~ 


opted stare oh for feted: of pou fovorte votes store 


Golf Shirt this year, Munsingwear 


Inc. is tying its ads in with 1959 golf tournaments with ads in Sports 
Illustrated during the season. Powell, Schoenbrod & Hall, Chicago, 
is the agency. 


Detroit to Host 43rd 
National Auto Show in 1960 
The 43rd National Auto Show 
will be held in Detroit, in the fall 
of 1960, coincident with opening 
of Detroit’s new $54,000,000 Cobo 
Hall, auditorium and _ exhibition 
area named for the city’s late may- 
or. Scheduled for Oct. 15 through 
23, 1960, it will be the first time 
the national auto show has ever 
opened outside New York and first 
time it has been held in Detroit. 
The show is being handled by the 
Automobile Manufacturers Assn. 


Howard & Co. Appoints Davis 

Jack Davis, who helped to or- 
ganize Bernard Howard & Co., New 
York radio-tv station representa- 
tive, has been named exec vp of 
the company. Mr. Davis was for- 
merly with Stars National, radio 
station representative. 


Wembley Names Bloch VP 
Moise B. Bloch has been named 
vp, advertising and sales promo- 
tion, Wembley Inc., New Orleans 
neckwear manufacturer. Mr. Bloch, 
who joined Wembley in 1953 as 
assistant to the president, in charge 
of retail relations, has been ad- 
vertising and sales manager for the 
past three years. Before join ng 
Wembley, he was with Walker 
Saussy Advertising, New Orleans. 


Whirlpool Promotes Benson 

John W. Benson has been named 
assistant national advertising man- 
ager, RCA Whirlpool Corp., St. 
Joseph, Mich., home appliances 
manufacturer, Mr. Benson succeeds 
John Trux, who has been named 
sales promotion manager of Bell 
& Howell Co., Chicago (AA, June 
15). Mr. Benson has been with 
Whirlpool since 1956. 


Pictured above is the First 
National Bank and Trust Com- 


| building a three-quarter mil- 
lion Autobank, Another reason 


why you should... 


You Can 
“Bank’’ on 
TULSA! 


Although Tulsa is the sec- 
ond city in Oklahoma in 
population, deposits in Tulsa 
banks are consistently great- 
er than in any city in the 
state. In fact one Tulsa 
bank is the largest National 
bank in the 10th Federal 
Reserve District, which in- 
cludes such larger cities as 
Denver, Omaha, Kansas City 
Oklahoma City and Wichita. 
There’s a reason! Tulsa is 
the Oil Capital of the 
World! Consistently prosper- 
ous! Consistently responsive 
to sound advertising and 
selling. . . 


ADVERTISE IN THE OIL CAPITAL NEWSPAPERS 


> TULSA WORLD | 


MORNING @ 


EVENING * 


SUNDAY 


Represented Nationally By The Branham Se with Offices in the Principal Cities 
SA 
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Cashmere Bouquet, through D’Arcy, is buying 
EMULATION raised to the 19,312,000th power in 


* 
“Ameri ca " second only to Church... on Sunday 
_ Weekly | 


SELLS THE MOST - FOR THE LEAST - WHERE THE MOST IS SOLD 


*Primary Readers, Daniel Starch 1958 Consumer Magazine Report 
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Advertising Age, June 22, 1959 


About the 


censorship of 


ady Chatterley’s 


Lover... 


A STATEMENT FROM THE PUBLISHER 


‘THE DECISION OF THE POST OF FICE denying the facilities of the mails 
to the Grove Press edition of L.Aaby CHATTERLEY’S LOVER comes as a 
shock to everyone concerned with the elementary freedoms in our 
country. We are faced here with Government censorship in its 
most powerful, most obnoxious form. In effect, a department es- 
tablished to carry the mails has set itself up as a censor and has 
arrogated to itself the function of telling the public what it may 
and may not read. The Post Office has chosen to announce this 
assumption of power in the case of a book which the leading critics 
and writers of our day have pronounced a major classic of 20th 
century literature and a work of unassailable moral stature. ‘The 
literary experts of the Post Office have decided to disregard the 
opinion of the overwhelming body of literary scholarship to hold 
up in its place its own vision of what it regards to be “smut.” The 
Post Office is telling us that even though critics, scholars and book 
reviewers will be able to appreciate the book’s great literary and 
moral value, the rest of us will lack the discernment to come to 
the same conclusion. 

The Post Office ban, in addition to defying literary and schol- 
arly opinion, also flies in the face of public protests by leading 
newspapers in the country which, in their editorials, have taken the 
Post Office to task for this insult to the public’s intelligence. Now 
that the Post Office has placed its official stamp of approval on the 
ban, fundamental issues of freedom under the Constitution have 
been raised. These issues are of vital concern to all citizens who 
refuse to have their reading and thinking controlled for them by 
Post Office censors. 

The Supreme Court has held that all works of literary, social 
and philosophical significance are protected from Government in- 
terference under the First Amendment of the Constitution of the 
United States. That Lapy CHATTERLEY’s Lover is such a work has 
become a fact of literary history which even the Post Office has 
been unable to contest. There can be little doubt that the Post 
Office action will be held illegal by the Courts, and Grove Press 
through its counsels is taking immediate steps to obtain a reversal 
of the Post Office decision. 


— BARNEY ROSSET, Grove Press 
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Adams Obenchain Allured 


vip CLUB MEETS—Past vps of the council on women’s advertising 
clubs have organized the VIP Club to meet annually at AFA con- 
ventions. At the Minneapolis meeting this trio—Bea Adams, Gard- 
ner Advertising Co., St. Louis; Mabel Obenchain, Famous Features 
Syndicate, Chicago, and Prudence Allured, Manufacturing Confec- 
tioner Publications—toast each other in champagne. VIPs who at- 
tended the AFA meeting but are not shown in the picture include 
Bonnie Dewes, D’Arcy Advertising Co., St. Louis; Mary Busch, Em- 
ery Advertising Agency, Baltimore, and Honor Gregory, Gregory & 
House & Jansen, Cleveland. 


Enjay Ads Promote 
Butyl Rubber Use in 


Tire Manufacturing 


New York, June 16—Enjay Co. 
is introducing butyl auto tires to 
consumers and the trade this 
month via a print campaign and an 
extensive round of presentations. 

Enjay is a petrochemical pro- 
ducing affiliate of Standard Oil 
Co. (New Jersey). Butyl is a syn- 
thetic rubber which is already 
widely used in inner tubes and 
other products. 

Market tests of the tires have 
been going on since 1957. The In- 
stitute for Motivational Research, 
after talking to persons who have 
used butyl tires, said the tires have 
four main selling points: They 
have better traction than standard 
tires, cause less bounce, wear long- 
er and do not squeal on turns. 

Advertising began with a three- 
page b&w ad in Life May 18. Color 
spreads are scheduled for June is- 
sues of Business Week, The New 
Yorker and Time. 

In addition, page ads, some four- 
color and some two-color, will run 
in 25 trade magazines. Page news- 
paper ads ran June 2 in the Akron 
Beacon Journal, Detroit News and 
Detroit Free Press. 


s Enjay is seeking to interest auto 
makers, tire manufacturers and 
tire retailers in the butyl tires. So 
far two companies are manufactur- 
ing the tires—Firestone Tire & 
Rubber Co. and U. S. Rubber Co. 
They are marketed through Esso 
Standard Oil Co., New York, a 
subsidiary of Jersey Standard, un- 
der the Atlas label. 

McCann-Erickson is the Enjay 
agency. + 


D-F-S Names Four 
Dancer-Fitzgerald-Sample, New 
York, has named Robert Buck a 
merchandising account executive, 
William Callender a copy super- 
visor and Lawrence Gayda an art 
director. Mr. Buck formerly was 
with Lever Bros. Co.; Mr. Callen- 
der was with William Esty Co., and 
Mr. Gayda was with Adams & 


Richard H. Whidden, account ex- 
ecutive on General Mills, a vp. 


_Bennett Opens in London 

| Bennett Associates, public rela- 
| tions subsidiary of Victor A. Ben- 
| nett Co., will open a London office 
July 1. Lawrence V. Fairhall, now 
a Bennett vp in New York, will 
| head the new office. 


Keyes. The agency also has named | 


Charles Darwent Named 
to N. ]. Asparagus Council 
Charles E. Darwent, advertising 
and sales promotion director of 
Seabrook Farms Co., Seabrook, 
N. J., has been named vice-chair- 
man of the New Jersey Asparagus 
Industry Council and head of the 
|council’s advertising and promo- 
| tion committee. The council is cur- 
| rently conducting an advertising 
and promotion campaign for fresh 
asparagus in the New York-Phila- 
delphia areas, using, for the first 
time, spot commercials on tv. 


Chambers Names Senne 

Chambers Built-ins Inc., Chica- 
go, maker of built-in kitchen appli- 
ances, has named Henry Senne Ad- 
vertising, Chicago, as its agency. 
Caldwell, Larkin, Sidener-Van 
Riper, Indianapolis, is the previous 
agency. 


400,000 families 
buy, read and love 
Flower Grower, The 
Home Garden 
Magazine. 


It is the center of the market 
for lawn and garden products 
—seeds or lawnmowers, flower- 
ing trees or garden chemicals. 
It leads all others in advertising 
space and dollars—because the 
center of the market is the place 
to build sales. Flower Grower, 
The Home Garden Magazine, 
400,000 families strong. 


John R. Whiting, Publisher 


Robert G. Miner, Advertising 
Director 


Flower Grower, 


The Home Garden 
Magazine 
2613 Grand Central 


Terminal 
New York 17, New York 


WE'LL BE GLAD TO SEND 
YOU A SAMPLE COPY 


ae rine a Lt DRE See 1) es ST, & A RB adn er i. 5 a tal ; a ey ae. ages Ts, ° : ¢ 
a6 ae Ey, ae ; e e- ae. “<i ote Pie a ee : y eid ena i x : Lory ae ae = a eee 
ae ON Bh al : ‘in pe, * ee A eae ca «ee aes = Bo ee a ee : Pe ees ee ie ae a 
ke eG ee ee eget. Nee Oe Pee: Wa, 2. ee Pen FS, ee 5 See 8 Nee a Dc Bs re a SE ee cee cee ag eee Bae ate ke 
o are ea. Fe a et ie ke a iran i ek nie th ey See a : “ean ger see wee — Boe jee. eR Ca ee I aa ee ee, ee By 
ES . i a A » . 3 : hs . ee — 
. 92 a 
is 
ea v ‘ ae ; * es / 
ete. é aa “~—alee t mye 5 SS 7 
tig — g 23 . »* toe he Ie " : 
ah | . ~ ~ = Seu are ‘ i ‘= ; 

SEES is . ; R # x . oa a i 
pea - f Mee : ‘ . 4 
es yA s "= +* az a a a 

ies Zz ’ . : oe a ie anh oe b, 

Se ~ . “ . 

Bia | - ‘ + ‘ be ; f 
serine | i an 4 is 
wae oe } " e — 5 a B, re ; 
7 2 > E _ ' ~ 4 ; ” ‘ 7 A 
USS | gf 7 Ort % a OF 3 

«sey | S ~ Cara eS, a@ . be 3 

‘ P ee i \e if 
| Sp ie Et ari eg BF an, ' 
F a ee —— — 7) a on 
xc s 7 Se pci : wt “J F s . , 
| om o 2 Re ae 
| 4 .~- es Li i - ~ :. Soe, Vas > 
rm eee Sy é me 
f : EERE et Ry. wt igh 
| \y : ike inte "si y ‘ 
— ~ “Giga 2 * 
| 2 . one J 4, 
i 
met a 
is ee } ee 
i a 
: 
a | ‘ 
e ( 
¥ | 
_ 
2 : 
+ a 
jweeias 
aap : 
‘os : 

i arty : 
Be, 3) ad 

: 3 

tei: } ‘ i 

' 

| | ; 
| } 

i: | 
ts ; 
i ee we o 
tat oe 
er ae 

ee 
: a 
Pees d 

| | 
Ha aa ‘ > a ; 
ee 
Bete 7 

eee 

ASS 

pale) | 
7 | ; 
| | 
of Se | 
- ge 
aad | 
ay a) ve 
el | ? 

a ee : 

Arie 

ae | | : 

si | 
aS | } 
| 
ce, ; 
ome. 
i en, 
ager 
aeae : 
re | 
| 
; 
ce ; 
ee . : 
aie hs : 
‘Geneon 
ies 
ve 4 ; ; 
eg, ‘ at ‘ . ee a fy Gray es er gee Sean acne ; ° Meee F ae 7 - Bee 
Gap NE Te 4S ee A SRT DA inn ee ets ey nas re, Re cer a a 


~~ oo 


Editor Dunbar put in year of Africa study at Northwestern before Africa trip 


ee 


xe 


Editor Korry on way to see Prime Minister Verwoerd in Union of South Africa 
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Photographer Sandberg checks his light meter in native village near Durban 


This Look 
editor-photographer 
team traveled 
10,000 miles 


Inside Negro Africa’ 
to cover the biggest 
revolution of our time 


South of the Sahara—in an area four times the size of the United 
States—160,000,000 Negro Africans are clamoring for freedom after 
years of colonial rule. For a report on this major upheaval, Look 

sent editors Ernest Dunbar and Ed Korry and photographers Phillip 
Harrington and Bob Sandberg on a fact-finding tour of Africa that 
lasted three months. The story they brought back—a moving, 
eye-opening story—appeared in a recent issue of Look. 


The sights, the sounds, the smells, the excitement of an awakening 
continent came alive in Inside Negro Africa because this 15-page text- 
and-picture article was planned, written and produced by men who were 
inside Negro Africa. This is the Look difference. LOOK editors, like 
Dunbar and Korry, follow their assignments through from first-stage 
discussions to last-minute revisions .. . researching, writing, re-writing, 
helping design layouts. They live the story to get the story. 


Against a current trend toward impersonal, assembly-line journalism, 
the LooK approach of on-the-spot coverage by editors themselves helps 
explain why millions of readers have come to identify LooK with warmth, 
understanding and wonder ... why LOOK is able, issue after issue, to 
project its message from the printed page into the homes and 

lives of the American people. 
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| KFMB, KFMB-TV Shift Two 

Dan Bellus, formerly sales de- 
velopment and promotion director 
of KFMB and KFMB-TV, San Di- 
ego, has been promoted to sales 
manager of KFMB. Succeeding 
him is his assistant for the past 
year, Parker H. Jackson. The sta- 
tions are owned by Marietta 
Broadcasting Co. 


Ogilvy, Benson Names Two 
William H. Weed, formerly with 
Procter & Gamble Co., has joined 
Ogilvy, Benson & Mather, New 
York, as an account executive. 
Douglas S. Cramer, also formerly 
with P&G, has joined the Ogilvy 
agency as a broadcast supervisor. 


Finney Promotes Woodman 
James M. Woodman Jr., former- 
ly advertising-marketing director 
of Lincoln-Continental division, 
Ford Motor Co., has been elected 
exec vp and director of Peter Fin- 


ney & Co., Miami. 


Theodore L. Lindbergh, seated, in 
Charge of Intaglio’s Order Writing 
Department, discusses an incoming 

job with John W. Mace, Jr., 
Assistant Head of the Department. 


2 Reger 


15 Quality v's 


Quality in gravure is never an 
accident—it’s planned at each step. 
And checked and double checked, 
at every production stage, by both 
mechanical means and human minds. 

At Intaglio, quality control starts 
with all incoming material, proceeds 
through camera work, retouching, 
stripping, the making of positives, 
laydown and staging, etching, and final 
proofing. A gravure job in process is 
checked at least 15 times—Intaglio’s 
assurance of the best! 

For over two decades, Intaglio 
has ‘maintained the finest standards. 
It has developed new equipment and 
has constantly devised better new 
techniques and procedures. Intaglio 


America’s First Gravure Servicers 


has led in basic research—was a 
founder of the Gravure Technical 
Association and a founder and charter 
member of Gravure Research, Inc. 

Intaglio is easy to use. We take 
your original art and copy, make color 
separations, deliver fully retouched 
positives, and provide final proofs for 
your approval and color guides for 
the printer. 


Ar Intaglio 35% of our craftsmen 
have been with us ten years or more. 
Intaglio has more varied experience 
in gravure than anybody in the world 
—and processes more gravure in its 
field than any other engraver. 

Seven offices are at- your service. 


Intaglio SErviCe corPorATION 


305 East 46th St., New York, New York—1828 Lewis Tower Bldg., Philadelphia— 


731 Plymouth Court, Chicago 
1932 Hyperion Ave., Los Angeles 


10 Hague Ave., Detroit—369 Pine St., San Francisco— 
126 West McMicken Ave., Cincinnati 


Advertising Age, June 22, 1959 


John Donnelly, 49, 
Outdoor Ad Leader, 


Boston Adman, Dies 


Boston, June 16—John Donnel- 
ly, 49, Boston outdoor advertising 
executive, died June 14 at his Ded- 
ham, Mass., home 
after a short ill- 
ness. He was 
trustee and exec 
vp of John Don- 
nelly & Sons and, 
with his brother, 
Edward C. Don- 
nelly Jr., repre- 
sented the third 
generation of the 
family in the 
company. He was 
born in Dedham, 
attended Georgetown University 
and was graduated in 1934 from 
Boston College. He was an expert 
horseman, and his hunt team 
achieved national recognition. He 
served as executive officer of eight 
of the company’s outdoor advertis- 
ing subsidiaries on the East Coast. 
He also was vp of Donnelly Elec- 
trical & Mfg. Co. 

During World War II he was 
chief of graphic arts, war bond 
division of the Treasury Depart- 
ment. He was a director of the 
Greater Boston Chamber of Com- 
merce, New England Council and 
the Outdoor Advertising Assn. of 
America. He was a member of the 
advisory council of the Boston 
College school of business admin- 
istration, Boston Arts Festival 
committee and the industrial ad- 
visory committee of the Massa- 
chusetts department of commerce. 


CHARLES E. FISHER 

LAGUNA BeEacu, CAL., June 16— 
Charles E. Fisher, veteran news- 
paper executive who spent more 
than 50 years in the field, died 
here June 8. 

He started his career on the Se- 
attle Post-Intelligencer. Later, he 
worked for the old San Francisco 
Call, Los Angeles Express, Los 
Angeles Examiner, and was the 
first business manager for the 
Los Angeles Daily News. 

In 1934, Mr. Fisher was ap- 
pointed manager of the Los An- 
geles office of Reynolds-Fitzgerald 
Inc., newspaper representative, and 
served in that position until his re- 
tirement in 1954. 


ROLAND BELKNAP 


BRATTLEBORO, VT., June 16—Ro- 
land W. Belknap, 51, president of 
Vermont Newspaper Corp. and ed- 
itor of the weekly Bellows Falls 
Times, died June 9. The corpora- 
tion also publishes three other 
weeklies. 


John Donnelly 


New Dallas Agency Opens 

Commercial Advertising Associ- 
ates, a new agency specializing in 
regional and national radio-tv 
campaigns, has been formed in 
Dallas, at 3200 Maple. The com- 
pany is a subsidiary of Commercial 
Recording Corp., Dallas. Key per- 
sonnel of the new company are 
Tom Merriman, president; Bob 
Farrar, exec vp, and Jerry Blum, 
account executive. 


CBC Sets Summer Schedule 
Canadian Broadcasting Corp., 
Toronto, will introduce 13 new 
Canadian-produced live talent pro- 
grams during its summer schedule. 
In addition, CBC will produce 11 
other live features, some contin- 
uing from winter programming 
and others returning from last 
summer. Sponsors have been gar- 
nered for six of the 13 new shows. 


Yaffe Gets 4 New Accounts 
Kaufman Home Style Food 
Products, Sibley Shoes, Harry 
Newman Motor Sales and Harold 
Turner Inc. have named Fred Yaf- 
fe & Co., Detroit, to handle their 
advertising. 
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Detroiters unfold their newspapers in the evening 


a) 


- Total unduplicated metropolitan household coverage of both evening papers: 70.5% 
Any other combination comes to no more than 58.1 70 


The facts are in the figures! Detroit is an evening newspaper town! And the peTroiT Times in combination with Detroit’s other evening newspaper 


—~ oF 
+ 


gives you the finest metropolitan coverage—70.5% unduplicated coverage! Better put the Times on your schedule if you really want to meet Detroit! 


y Oy KEEP YOUR EYE ON THE TIMES Detroit 


i REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC, 
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Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 
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Weeklies, Bi-Weeklies, Semi-Monthlies (May) alist hee “5 (a4 > 4 Fane Hy oe mas 
Commonweal ..........- > 23.3 13.7 104.9 80.3 8,786 5,637 43,058 33.628 Ideal Women’s Group: 
ea, 91.5 1020 337.0 3568 39,253 44,114 144,568 153,076 Intimate Story ........... 19.7 147 126.7 84.5 8,476 6,288 54,389 36,230 
tDown Beat 36.6 483 2258 203.9 15,372 20,286 94,850 85,624 Movie Life .............0. 186 191 1218 99.7 7,983 8,208 52,299 42,812 
CE kei nses 28.9 24.7 147.8 123.2 28,865 24,725 147,754 =: 123,145 Movie Star TV Close-Ups .. 186 0 08©=:19.2 121.9 99.6 7,983 8,222 52,329 42,742 
Life . 327.9 306.2 1,404.4 1,423.2 222,948 208,220 955,024 967,750 Personal Romances ......... 205 146 127.8 86.1 8,819 6,263 54,887 36,965 
Look ..... 122.3 1089 531.0 577.2 83,164 74,052 361,080 392,496 TV Star Parade ........... 166 143 108.0 80.5 7,140 6,156 46,335 34,615 
eee yied coreee 280.8 247.8 1,242.3 1,202.2 117,936 104,076 521,766 504,924 | secrets Romance Group: 
t9New Yorker 506.5 442.7 2,023.6 1,787.3 217,277 189,920 868,075 766,733 Revealing Romances’ ........ 17.0 164 120.7 103.2 7,295 7,050 51,780 44,259 
g#Wational .......... 495.2 429.9 1,974.7 1,7329 212,464 184,414 847,157 743,401 °¢¢Daring Romances ....... aa aa: . ae 46.1 Be oon 43.986 19.786 
Sectional 401 458 1594 1942 17,189 19,665 72,680 83,330 *Confidential Confessi 16.7 16.4 56.8 108.4 7,181 7,064 24,383 46,525 
Presbyterian Life ..... “4 615.9 79.2 61.5 6,057 6,676 33,283 25,880 as x4 5 17.0 165 1206 104.9 7,295 7,085 51,766 45,022 
The Reporter ........ 15.0 85 105.8 65.1 6,309 3,549 44,440 27,354 | §Silver Screen .............- 12.4 117 74.2 63.7 5,335 5,029 31,869 27,345 
Saturday Evening Pos 288.9 308.1 1,175.9 1,246.8 196.447 209,538 799.605 847,839 | True Story Women’s Group: 
Saturday Review ... 1058 744 503.5 437.5 44,430 31,238 211,425 183,775 Photoplay ........... 40.3 298 1783 519 17,282 12,767 76,507 65,166 
Sporting News .. 24.2 20.9 109.8 126.1 26,282 22,654 119,117 136 860 True Experience ....... 13.9 10.7 91.9 78.4 6,000 4,599 39,439 33,619 
§Sports Illustrated 168.1 1456 562.3 543.8 72,122 = 62,471 250.077 =. 233,294 ree 15.1 10.3 92.7 781 6,490 4,426 39,769 33,501 
National .. 155.9 135.0 550.1 495.4 66,897 57,929 244,852 212,686 True Romance ... 14.4 10.6 92.8 78.3 6,186 4,552 39,796 33,583 
H#Sectional .. 49.9 40.5 241.3 256.5 21,406 17,510 103,499 108,630 True Story .... 57.5 54.2 327.8 316.7 24,679 23,251 140,621 135,869 
Ohare 257.0 one ov —_ : ar oe a —— ae TV-Radio Mirror ..... 13.0 9.5 78.5 63.9 5 588 4,090 33,683 27,409 
2 eile 56.6 . , eS ante 732DIF — <nigietaain 
| Bg Sirens snes. 2198 2523 «12,1081 1.1078 108908 105966 465389 «465.279 Total Group ....... 445.2 403.8 2,627.2 2.2866 “T9214 ~ 173,380 1127508 ~ 981.356 
THT T7216 T1420 15.7106 1308335 1225096 5.610.318 5,508,207 NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 


Total Group 


+ Two issues in May 1959; three issues in May 1958. + Five issues in May 1959; four issues in May 1958. § Total repre- 
sents national advertising plus sectional at reduced decimal equivalent. 7 Not included in totals. * Four issues in May 1959; 


five issues in May 1958. 


Women's 
{Bride & Home 
Bride's Magazine 


Everywoman’s Family Circle 


Good Housekeeping 
Ladies’ Home Journal ... 
McCall's 
{Modern Bride .... 
§Parents’ Magazine 
Seventeen .........65> 
Western Family 
Woman's Day 
The Workbasket .... 


Total Group . 


Pages - Lines 
June June = Jan.-June Jan.-June June June dan. -June Jan. -June 
1959 1958 1959 1958 1959 1958 1959 1958 
— — 140.7 111.5 89,007 70,589 
— ee 365.3 357.3 230,806 225,792 
36.4 43.1 255.4 222.3 15,616 18,490 109,567 95,367 
107.9 107.4 614.7 642.3 46,284 46,075 263,723 275,550 
85.9 83.4 556.1 535.5 58,438 56,698 378,121 364,120 
58.5 61.3 380.6 413.5 39,760 41,677 258,837 281,241 
— a 314.5 293.9 198,764 185,744 | 
57.2 50.4 338.8 337.2 24,621 21,653 145,900 145,050 
83.9 89.2 618.7 602.7 57,035 60,679 420,726 409,855 
12.4 21.2 83.9 104.0 5,217 8,890 35,269 43 681 
29.0 28.7 227.4 181.2 12,441 12,329 97,561 78,162 
27.3 16.3 234.2 203.2 5,369 3,213 45,907 39,936 
498.5 501.0 4,130.3 40046 264,781 269,704 2,274,188 2,215,087 


+ Published quarterly in January, April, July and October. { Beginning in 1959 Modern Bride changed from a quarterly 
shown are for combined May-June issue. § Includes Shopping Scout Section linage. 


to a bi-monthly; cumulative figures 


General 


American Artist 
American Forests 
American Legion 
Argosy 
Atlantic 
{Christian Herald 
Coiumpia 
Coronet 
Cosmopolitan 
Ebony 
Elks Magazine 
Esquire 

Extension 
Flying 
Ge EE cee cccessss 
Gourmet 
Grade Teacher 


Harper's Magazine ......... 


Hi Fi Review 
High Fidelity ... 
Holiday 
Hot Rod . 
Improvement Era 
Instructor 
Kiwanis Magazine 
Motor Boating 
Motor Life 
Motor Trend 
National Geographic 
Playboy 
Popular Boating 
Popular Photography 
Promenade 
Reader's Digest . 
Redbook 
Rotarian 
Sports Cars Illustrated 
Today's Health .... 
Together a 
Town & Country ..... 
WHE. “betspsecces 

Vv. F. W. Magazine 
Yachting 


46.4 43.6 181.6 
12.9 14.0 85.2 
15.5 16.2 95.7 
22.1 19.6 137.5 
33.0 27.0 226.6 
19.9 19.4 217.9 
5.9 41 69.3 
42.5 34.0 294.5 
25.9 18.1 143.8 
76.3 70.7 455.1 
8.6 10.2 77.8 
85.5 88.0 428.1 
12.9 18,7 87.4 
50.0 48.4 299.0 
31.5 32.9 137.0, 
30.9 30.0 180.5 
20.1 145 190.8 
30.5 25.5 208.4 
41.1 36.4 266.2 
65.2 62.0 441.6 
110.2 9118.0 607.3 
38.2 28.0 198.6 
25.9 25.7 147.0 
22.4 21.0 177.9 
5.3 5.4 48.6 
W411 = 132.3 996.2 
23.6 16.6 115.4 
33.3 24.7 158.9 
49.0 46.0 278.8 
23.4 12.1 122.9 
105.1 59.7 563.8 
77.3 81.0 435.5 
17.8 13.5 109.8 
75.0 51.5 482.5 
32.0 29.2 192.9 
8.8 9.0 57.6 
29.8 25.9 157.0 
25.9 20.6 157.4 
7.6 7.3 66.8 
45.0 44.2 392.3 
46.4 32.2 192.0 
10.0 10.5 67.2 
1245 123.1 864.4 


404.9 


into Christian Herald quarterly; now it is a separate quarterly publication. 


Home 


American Home . 
Antiques . 
Better Homes & Gardens 
Flower & Garden . 

Flower Grower ... 

House & Garden ... 
House Beautiful .... 


Living for Young Homemakers . 


Popular Gardening 


Sunset Magazine ............ 


Total Group . 


Fashion 


Glamour 
Harper's Bazaar 
Mademoiselle .... 
Vogue 
Total Group 


Movie-Romance-Radio-TV 


tDell Modern Group: 
Modern Romances 
Modern Screen 
Screen Stories 
Fawcett Women's Group: 
Motion Picture 
True Confessions 


40.3 39.5 293.4 
55.7 57.9 364.2 
85.4 88.1 562.7 
32.3 17.3 221.5 
42.9 42.7 368.2 
59.9 60.9 395.9 
112.8 136.8 578.9 
77.0 58.7 410.4 
45.9 38.0 332.3 
123.4 121.9 736.5 
675.6 661.8 4,264.0 
54.6 51.3 456.5 
48.7 52.6 420.6 
44.8 48.2 503.6 
34.8 42.5 436.3 
54.5 70.1 694.5 
237.4 "264. 2,511.5 
29.8 32.9 155.2 
25.2 23.6 97.5 
16.9 17.6 78.3 
15.5 17.3 84.3 
24.6 25.6 142.0 


19,467 
5,418 
6,495 
9,519 

13,881 
8,425 


76,287 
35,784 
40,175 
58,993 
95,199 
93,438 
29,121 
53,010 
61,676 


28,206 
508,267 


eee OS SS 


26,506 
472,810 


24,938 185,425 204,386 
17,015 106,925 108,265 
55,682 355,635 391,160 
7,665 93,035 70,845 
17,916 154,643 148,394 
38,483 250,187 254,153 
86,466 365,882 387,634 
37,087 259,392 225,625 
15,956 139,558 129,934 
51,222 309,451 303,311 
342,430 2,220,133 2,223,707 
21,991 195,858 198,546 
22,567 180,431 195,838 
30,492 318,303 333,612 
18,230 187,174 184,790 
44,300 438,952 494,302 
137,580 1,320,718 1,407,088 
14,135 66,588 64,505 
10,113 41,786 38,086 
7,544 33,537 31,048 
7,432 36,173 33,152 
10,977 60,920 50,977 


as a whole PLUS additional advertising carried by each individual publication. ¢ No January issue in 


1959 or 1958. ¢ No May 


1958 issue. § Published bi-monthly; alternates with Screenland. * Beginning in February Daring Romances and Confidential 


Confessions will be published monthly instead of bi-monthly. tt Not published in June 1958 or June 


SBusiness (June) 


1959. 


Dun's Review & Modern Industry 114.7 107.2 512.5 471.3 48,178 45,033 215,233 197,958 
Fortune ..... eh apitamiad 177.0 140.7 945.2 954.0 111,864 89,054 597,398 602,928 
Nation's Business .. 52.6 44.9 315.8 271.2 22,089 19,298 132,641 116,574 
Total Group .......... .. 3443 2928 T7755 16965 “182131 153385 945,272 ~ 917,460 
. Because current month linage figures for several publications are not yet available this group is broken into a June and a 
ay section. 
P Pages , + Lines ~ 
May May Jan.-May Jan.-May May May Jan. -May Jan.-May 
1959 1958 1959 1958 1959 1958 1959 1958 
Business (May) 
ahaa TE 74.9 59.6 417.0 350.3 49,167 39,136 273,614 229,812 
Business Week .......... 467.8 428.3 1,929.5 1,961.2 196,493 179,886 810,382 823,700 
Financial World ....... 44.6 42.4 272.9 221.5 18,724 17,827 114,610 93,049 
PEE sakes Sevave 64.6 50.8 321.7 287.0 27,138 21,332 135,100 120,590 
Total Group .... 651.9 11 2,941.1 2,820.0 ~ 291,522 258,181 1,333,706 1,267,151 
Magazine Linage Trend _ ‘ie: in thousands 
WEEKLIES GENERAL 
1959 1959 te 
MAY | 1,337 | JUNE} 847 | 
ApR.[ 1,249 | MAY| 925 | 
1958 1958 
MAY BSL JUNE Bae) 


BUSINESS 
1959 


may [292] 


WOMEN'S 
1959 


JUNE | 265 _| 


FASHION 


mav[a75——] {| ape[206—] | |mav [238 —] 
1958 1958 1958 
JUNE Bie) JUNE BRE:} 


HOME 
1959 


JUNE 
may[477_] 


1958 
JUNE EKZY4 


— P; , ¢ Lines ~ 
June June = Jan.-June Jan.-June June June Jan.-June —_ Jan.-June 
1959 1958 1959 1958 1959 1958 1959 1958 
Farm Magazines 
Capper’s Farmer (mon) ...... 36.3 42.2 259.1 340.2 15,569 18,088 111,152 145,917 
Farm & Ranch—Southern Agriculturist: (mon) 
Southeastern Edition ..... 27.7 30.5 240.1 241.8 11,878 13,092 103,018 103,144 
Southwestern Edition ..... 31.6 30.5 226.3 240.1 13,561 13,077 97,103 102,980 
Average 2 Editions ........ 29.2 30.5 234.7 241.1 12,535 13,086 100,710 103,446 
Farm Journal: (mon) 
#Central Edition ......... 70.0 73.4 535.1 521.6 30,040 31,494 229,551 223,777 
Eastern Edition ......... 68.4 69.2 484.4 469.1 29,326 29,706 207,817 201,252 
Southern Edition ........ 60.4 62.4 418.6 421.5 25,895 26,776 179,580 180,813 
Western Edition ........ 71.5 72.3 520.1 496.8 30,685 30,996 223,134 213,141 
Average 4 Editions ........ 67.6 69.3 489.6 477.3 28,987 29,743 210,021 204,746 
Progressive Farmer: (mon) 
#Carolina-Va. Edition ..... 61.7 63.1 493.5 521.0 41,926 42,882 335,589 354,299 
#Ga.-Ala.-Fla. Edition .... 61.2 63.7 487.1 524.7 41,629 43,328 331,219 356,823 
#Ky.-Tenn.-W. Va. Edition 59.2 59.4 455.8 480.6 40,276 40,363 309,976 326,822 
Miss.-La.-Ark. Edition ... 64.1 62.0 461.0 485.6 43.571 42,157 313,291 330,217 
H#Texas Edition .......... 68.0 62.4 477.9 498.1 46,273 42,463 324,994 338,683 
Average 5 Editions ........ 62.8 62.1 475.0 502.0 42,735 42,239 323,014 341,369 
Successful Farming (mon) .... 62.0 65.3 491.1 461.0 27,911 29,383 220,996 207,438 
Total Group ......... 257.9 269.4 1,949.5 2,021.6 127,737 “132,538 ~ 965,893 1,002,916 
2 Not included in totals. 
Youth 
American Gird ..........00.. 18.3 16.3 145.2 145.6 7,838 6,973 62,293 62,445 
Boys’ Life ..cccscceeseeeess 31.2 31.8 179.8 167.5 21,204 21,646 122,262 113,862 
CR asa civtkadkves ss — 2.9 4.1 14.3 28 1,243 1,775 6,138 
tScholastic Magazines ....... — — 245.2 216.3 102,991 90,869 
tScholastic Roto ............ ee am 44.1 34.8 eee 38,615 30,403 
2) Re 50.2 é 618.4 578.5 29,070 29,868 327,936 303. 
+ Not published June through August. { Not published June through September. ad 
Mechanics & Science 
Mechanix Illustrated ......... 56.2 58.9 430.3 425.6 12,597 13,192 96,396 95,345 
Popular Electronics ........ 53.6 53.9 343.6 357.5 12,006 12,073 76,966 ,080 
Popular Mechanics ........... 94.7 94.4 723.6 702.3 21,220 21,145 162,082 157,322 
Popular Science ............. 80.8 87.3 642.8 648.8 18,104 19,547 143,981 145,321 
{Science & Mechanics ........ oe ae 294.1 274.0 a 65,879 61,405 
eee 285.3 2945 24344 24082 63,927 ~ 65,957 545,304 530,473 
} Published bi-monthly; cumulative figures shown are for May-June issue. 
Outdoor & Sport 
American Rifleman .......... 50.1 53.2 287.6 307.5 21,485 22,824 123,365 131,918 
Field & Stream ......... 82.5 76.0 491.1 463.2 35,371 32,590 198.726 


(Continued on Page 98) 


Bo ee a : = ties we vy Pape eae Gt a Peay area) eae ee a es reer per ind 
— meee Eg eee a, eee ee i ee a ge re ee” ee oo. gs hla cielo Bit ee ees a 
Re SE RT EE ae, iit ng. a earns mays os 
a .} Saat 

of 
vie 
rs f . 
i: ; 
Pe 
| . 
ee ee 
ae Pe . 
eels SriSebe is 182.3 18,317 76,564 ) 
wae 1, Gol. Gh ae 101.0 5,880 42,434 | 
be tial bie avin es 74.0 6,798 31,063 | 
oe eas 9 134.0 8,430 57,519 
a ee 197.1 11,361 82,822 | 
a Sehbi pages 211.9 8,345 91,034 | | 
a Se reRias 5.3 48.5 2,483 1,726 20,362 | 
ie Ree iss 244.5 7,650 6.120 44,010 
= na 121.2 11,108 7,752 51,997 
any 6 Mm 051,934 = 48,143. «= 309,512 275,346 
=, Ne 64.6 3,703 4,406 33,080 32,747 
a ee aah 409.1 57,456 59,136 287,683 274,915 3 
ae Sx San 104.3 8,876 12,862 60,140 71,742 
ae Sa 256.5 21,000 20,328 125,580 107,730 
ae Oe 120.0 6,428 6,705 27,948 24,480 : : 
oo ae 185.5 13,282 12,865 77,412 79,586 P| a 
ween a 194.5 8,869 6,409 84,151 85,771 1959 
us ah SS  - 185.9 12818 10,711 87,533 78,102 pO 
a 7 188.3 17,262 15,288 111,804 79,086 JUNE 1122 
+ 414.0 27,284 26,040 185,472 173,880 
aa 590.9 74,966 80,211 412,988 401,806 
149.8 16,058 11,776 83,454 62,930 
“ 146.2 10,864 10,789 61,757 61,415 
tt 179.5 15,315 14,363 121,690 122,821 
; « 37.4 2,233 2,252 20,403 15,696 
ey 935.0 82,982 77,812 585,699 549,695 
cis nee 114.5 9,926 6,986 48,444 48,090 
ie ay 129.8 13,986 10,360 65,508 54,516 
pie a 270.1 11,620 10,901 66,161 64,073 | : 
ee Pais 79.6 9,711 5,082 52,523 33,032 i 
y a 390.9 61,798 35,103 331,455 229,849 | : 
3 a 473.9 32,466 34,020 182,910 199,038 ‘ 
es 108.0 7,643 5,812 47,094 46,360 | ; 
« si 301.5 13,650 9,373 87,815 54,873 : 
: pe 207.0 13,732 12,523 82,737 88,794 | 
es ka 56.1 3,679 3,785 24,168 23,568 
eer ri 141.6 12,516 10,878 65,940 59,472 ? 
ea es 139.8 11,118 8,820 67,602 61,221 
er He 58.5 3,261 3,173 28,808 25,229 
as fo 373.2 28,391 27,989 247,904 235,843 
Pee cn 167.0 19,917 13,827 82,352 71,647 
ay et ¥ 63.1 4,192 4,397 
geet aes a sal 73206 72382 | 
ae Total Group ... 17543 15708 108168 9,759.6 646,588 770,196 5,237,883 4,790,274 i 
dg + This year’s linage does not include any linage carried in Protestant Church Buildings. This publication formerly was bound 
sci a 
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i oO, 368.5 16,353 
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ate es 613.3 71,323 
aaa es 357.0 48,664 | : 
po ST ae 309.4 19,275 5; 
(ee 721.9 51,849 
LY * 4235.4 ~ 356,348 
Pe 
Charm he 462.8 23,426 
ie : 456.5 20,883 
. 527.7 28,388 
; eres y 430.7 14,942 
‘ paid sae | 782.1 34,475 ! 
ee teeseeees 5598 ~“T22114 | 
a: 150.3 12,781 
a eis 88.8 10,809 | 
5 eiiaie 72.4 7,230 
Sake 77.3 6,657 ‘ 
Feces 118.8 10,556 | 
patie eee RR ee aay a eee gate a Lanes fee, 


won 
*JpRINe FASHION © 


“e vo BAGiEs” 


got our 


NOVEL- PLIGHT INTO DANGER COMPLETE IN True 


MOTHERS, UNMARRIED, TELL "WHY 


IAL THE QUEENS GRACE by JAN WESTCOTT * 


report card... 


- CAN MAKE YOU BEAUTIFUL 6. cee cncce. come 
ae 1S NOT WHAT YOU THINK a: esesers weer 
AN THE MIST conmenses nave, comrvere we te aun 
|)...CAN GIVE YOU COURAGE ....... 
. THAT BRIDE WHO CAN COOK 
I’ SPIRED POEMS ... FASHIONS... HOME MAnING 


...and we're head of the class again! 


N its six months’ report card —at the end of the Spring term — 
Ladies’ Home Journal got top marks. 


Advertising revenue—A-plus! Journal revenue climbed 
14.2% over the first 6 months of 1958. 

Circulation—A-plus! Journal circulation now averages over 
5,750,000—making the Journal the world’s largest magazine for 
women. 

Newsstand sales—A-plus! The Journal continues to lead, 
and by a wide margin, all magazines for women. 


Never underestimate the power 


of the No. 1 magazine for women... 


Advertising pages—A-plus! The Journal has gained more 
than 20 advertising pages so far this year. 


The secret, of course, is Journal editing —the kind of editing that 
keeps millions of women absorbed and inspired...that causes women 
to read the Journal slowly and lovingly —but act on ideas in the 
Journal quickly and positively. 


This benefits Journal advertisers too, needless to say. Journalpower 
has had a lot to do with advertisers who are feeling happier —and 
healthier — the first six months of 1959. 


“JOURNAL 


A CURTIS PUBLICATION 


NO. HM IN CIRCULATION «x NO. —7T IN NEWSSTAND SALES « NO. MIN ADVERTISING 
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Advertising Age, June 22, 1959 


r Pages Lines | - ages - Lines ~ 
June dune Jan.-dune Jan.-June June June Jan. -June Jan.-June June June Jan.-June Jan.-June June June Jan. -June Jan. -June 
1959 1958 1958 1959 1958 1959 1958 1959 1958 1958 1959 1958 1959 1958 

Fur-Fish-Game 22.7 16.9 144.9 116.4 9,746 7,235 62,158 49,927 | Revue Populaire 18.6 11.6 105.7 92.5 13,011 8,136 74,099 64,893 

edn. 225 24.6 118.9 136.0 9,652 10,553 $1,007 58,323 | tSamedi ............. 22.4 14.0 104.1 90.3 15,696 9,811 72,926 63,311 

Outdoor Life 66.7 588 456.1 433.6 28,603 25,242 195,656 186,019 | §Saturday Night ...... 24.3 42.0 183.2 1920 18,621 17,685 85,324 80,703 

Sports Afield 66.1 543 424.0 378.0 28,377 23,282 181,913 162,176 | §Time-Canadian ....... 173.9 1694 674.6 703.1 72,975 _ 71,120 283,290 295,645 
Total Group Side “se 9226 18347 133,234 121,726 “824,789 ~787,089 OE MA. cusnsc ces “EO “G76 “Zeid2 “264B0 “238654 207,076 + 1332875 1,237,927 

+ Two issues in June 1959; four issues in June 1958. § Not included in totals; as figures for the June issues were unavail- 

Detective & Fiction able as this issue went to press, May figures are shown. 

Se 14.5 10.5 102.7 85.8 6,203 4,487 44,045 36,816 

Dell Men's Group .. 105 88 75.4 60.3 4,509 3,763 32,369 25.876 | ‘Foreign (June) 

tThritting Group . 76 869.6 56.1 63.8 1,695 2,156 12,711 TA299 | sWablomes ....-..0.0000000. 151 164 91.6 81.2 12,726 13,734 76,986 68,208 
Total Group .......... uv, 36060 0OUBSCOBHAZA—OHGC (€eCSTZCOT,_sC“(€és«édtOUATWOUE 89,125 76,991 | Popular Mechanics: 

+ Formerly known as the Thrilling Fiction Group. Popular Mekanik (Danish) . 24.0 7.5 117.0 48.5 5,376 1,680 26,208 10,864 

1 Mecanique Populaire (French) et a 9 eed = = ed “> 
Sec Populare Mechanik (German) 3. i y Y t 6,810 

Newspa aed tions (1) Mecanica Popular (Spanish) 25.7 27.0 1484 178.7 5,757 6,039 33,242 40,018 

(Nationally distributed with Sunday newspapers) Popular Mekanik (Swedish) . 90 95 535 535 2,016 2.128 11,984 11,984 

tThe American Weekly 43.1 78.2 242.8 418.7 36,657 66,435 206,371 355,862 Reader's Digest: 

tFamily Weekly . 51.2 67.8 289.5 358.4 43,529 57,589 246,133 304,723 ee 38.5 40.0 193.0 196.0 6,314 6,560 31,652 32,144 

a 60.4 843 413.6 456.8 51,363 71,679 351,559 388,280 Argentine 63.0 59.0 270.0 276.0 11,466 10,738 49,140 50,232 

tThis Week Magazine 77.1 97.5 464.7 — 543.2 65,504 82,902 395,000 461,728 Australian .... 68.0 61.2 389.0 349.7 12,376 11,148 70,798 63,655 
Total Group ...... oa “R518 ~ 3278 $4016 1.7771 197,053 278,605 1,199,063 1,510,593 Austrian ..... 64.0 60.0 354.0 324.0 11,648 10,920 64,428 58,968 

t Four issues in June 1959; five issues in June 1958. Belgian ...... 57.0 40.0 255.5 209.5 9,975 7,000 44,713 36,663 

British ...... 805 705 409.5 404.0 14,973 13,113 76,167 75,144 

F Pages - Lines . Caribbean ...... 65.5 615 320.5 374.0 11,921 11,193 58,331 068 
May May Jan.-May Jan.-May May May Jan. -May Jan.-May Danish oe 43.5 50.5 241.7 283.7 7,395 8,585 41,098 48,238 
1959 1958 1959 1958 1959 1958 1959 1958 AS senate 42.0 36.0 200.8 198.8 760 6.552 aus 4 

Newspaper Sections (II) (May) Finnish ...... 23.0 : 

a et ms at ami rem sig” aeO Ta eS Sigg ate Thame "sues 0 

{Chicago Tribune Magazine ... 175.6 220.6 735.3 805.5 149,297 187,502 625,041 684,706 German ...... 100.0 106.0 635.0 575.0 18,200 19,292 115,570 104,650 

tNew York Times Magazine 273.6 227.8 1,335.3 1,317.1 232,590 193,670 1,134,982 1,119,576 German-Swiss 26.0 27.0 163.5 158.5 4,732 4,914 29,757 28,847 

{Philadelphia Inquirer ....... 155.2 169.8 729.3 816.5 131,910 144,374 619,886 694,115 Iberian ..... 80.55 820 451.5 4435 14651 14,924 82,173 80,717 

SR 604.4 6182 2,799.9 2,939.1 13,797 Indian 56.0 47.0 313.0 321.0 10,192 8, 56,966 58,422 

t } afb mng in May 1959; four issues in May 1958. . —— oo Italian ....... 83.0 103.0 4305 507.5 14,276 17,716 74,046 87,290 

Japanese ..... 32.0 36.0 211.0 220.0 5,376 6, 35,448 .960 

, Pages . Lines %. Mexican ....... 515 51.5 269.5 305.5 9,373 9,373 49,049 55,601 

June June Jan.-June Jan.-June June June dan. -June Jan. -June New Zealand ...... 21.0 29.0 141.0 194.5 3,822 5,278 25,662 35,399 

1959 1958 1959 1958 1959 1958 1959 1958 Norwegian ....... ano ass as4.0 228.2 7480 os yo sn088 
Overseas Military E 4 f t 4 i y : 

Comics Magazines ; Pevtaguene .....-. 815 840 4735 4465 14.263 14.700 82863 78138 

American Comics Group 7.0 7.0 42.9 42.0 2,646 2,646 15,876 15,876 South African ...... 81.0 87.5 424.5 466.5 14,499 15,663 75,986 83,504 

tArchie Comic Group —_— — 21.0 00 —_—— 7,938 7,560 Southern Hemisphere 20.0 30.5 113.0 172.5 3,640 5,551 20,566 31,395 

rds Soakes Soe —_ 40.0 —_ 15,120 SS a 43.0 39.0 294.0 256.5 7,998 7,254 54,684 47,709 
ational Comics Group: —— — oe 

Total Group ............. 1,504.1 1,570.9 8610.5 8,626.1 295,176 295,104 1,624,251 1,617,848 
Blue yl aShatahaactche or rr! = = pt yd erm} aane § Because current month linage figures for several publications are not yet available this group is broken into a June section 
toga ahaa he Sd Ts Tvs “02 S555 on Gas 36.615 and a May section. ¢ Four issues in June 1959; five issues in June 1958. 
0 E: cideuseneds oe ‘ f A y ‘ i y ' 
t Published bi-monthly; cumulative figures shown are for combined May-June issue. e Pages _ — i 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May 

Canadian National Weekend Newspapers (Rotogravure Linage) 1959 1958 1959 1958 1959 1958 1959 1958 

La Patrie . 34.3 66.2 271.0 359.2 30,946 59,536 243,946 322,317 | Foreign (May) 

La Presse ... 86.5 65.2 496.3 359.7 77,886 58,703 444,996 $23,762 | 1. seternstionsl: 

Star Weekly 85.5 96.7 564.0 542.8 74,827 84,596 493,490 474,927 , Ss 

International Edition ...... 78.1 71.5 339.2 331.7 53,125 48,705 230,690 225,675 

Weekend Magazine . 93.3 109.6 _ 639.3 _ 606.3 _ 90,996 106,838 623,341 SOLICS | sosnim Edition .......... 56.7 621 2544 2745 38,675 42,245 173,060 186,745 
eee 299.6 337.7 1,970.6 1,868.0 ~ 274655 309,673 1,805,773. 1,712,170 | Newsweek: 

Pacific Edition ........... 136.4 57.0 403.5 298.6 57,295 23,940 169,512 125,412 

Canadian European Edition ay ates 91.5 62.1 373.7 327.4 38,395 26,082 156,961 137,508 

Time International: 

Canadian Homes & Gardens .. 47.3 73 234.8 254.2 32,161 34,236 159,667 172,857 Time-Atlantic 1291 1105 555.3 507.5 54,530 46.375 233,205 213,115 

Chatelaine ........ eae 585 319 368.0 202.3 39,779 21,683 250,237 137,553 ' ; . 

Liberty 27.7 268 157.2 1729 112,883 11,497 67,349 73,207 — teens py — po ; ae Pete pry epi ppd 

ime-Paciti . . a A ’ ’ , 

Met LE © 203251685203 Mbe? = aase «© ianere © 138263 | Vision: 

Reader's Digest: ) : ace... 00 138) 880878 8400 G70 3870028290 
English Edition ........... 91.3 913 525.5 511.0 16,608 16,608 95,641 93,002 Mexican Edition ....... . . . y * ( ! 
in ........... 97.3 918 567.0 537.8 17,700 16,699 103,194 97,871 Spanish Edition .......... 83.6 77.7 357.0 3248 35,105 32,655 149,940 —_— 136,430 

Revue Moderne ............. 21.3 23.1 121.7 125.3 14,502 15,736 82,771 85,200 SOME, eax vnnevsee 967.7 827.2 4,017.3 ~3,6116 ~ 441,800 382,262 1,841.648 1,674,625 

Riordan Rejoins Bayard McCarty of Texas Adds Four Kane Adds Universal Luggage! Two Join Jaqua Agency 
We're ideo Millienaires Mrs. Betsy Riordan has rejoined} Four Texas-based manufacturers} Universal Luggage Co., New| Glenn O. Mills Jr. has been 


ORIGINAL GIMMICKS 


Novel gimmicks make friends, 


meet your specia 


promotions, conventions, premiums, etc 


l¢ to $1.00 or more. Gimmick mai! pro- 
grams developed and handled. Write for 
510 Maine 


details. Halbach Advertising, 
St., Quincy 2, Illinois 


influence 
sales—we covesp original gimmicks to 
needs, For direct mail, 


in Synonyms... 


it's Roget's Thesaurus 


geles, as creative director. 


executive 
Los Angeles, since 1957, was 


} 1957. 


Jere Bayard Advertising, Los An- 


Mrs. 


Riordan, who had been an account 
with Carson/Roberts, 


crea- 


tive head of Bayard from 1955 to 


have named McCarty Co. of Texas, 
Dallas, as their agency: Strom- 
berg-Carlson, North Texas commu- 
nications division; Dyo-Chemical 
Co., Dallas; K-D Mfg. Co., Cle- 
burne; and Texoma Enterprises, 
Sherman. 


— oe 


ode - 
BROADCASTING 
YEARBOOK ! 


Finding the right word is the first principle 
of being articulate. Respected (esteemed, 
time-honored, venerable) ard authoritative 
(reliable, accurate, informative) fittingly 
describe Roget's Thesaurus, famous 
reference book of synonyms and anto- 
nyms. In the business world of television 
and radio, they apply just as fittingly to 
BROADCASTING YEARBOOK, the most 
complete and dependable reference vol- 
ume for busy people in broadcast adver- 
tising. To them, finding the right facts is 
the first principle of being profitably 


*The Greeks had words for almost everything. ‘‘Thesaurus"” 
meant a treasury or storehouse; the 1959 BROADCASTING 


it’s gone! 


informed. The 1959 BROADCASTING 
YEARBOOK — covering both TV and radio 
— will be on their desks in August (and a 
full 12 months thereafter). They'll find it 
more valuable than ever...a veritable 
thesaurus* of information on every aspect 
of broadcast advertising. If you have a 
message for people who make TV-radio 
decisions, here’s THE forum wherein to 
speak up! Circulation: 16,000. Final dead- 
line: July 15 (or—for proofs —July 1). 
Reserve the position you want NOW before 


YEARBOOK is a treasure-trove of facts. Get it? 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales Street, N. W., Washington 6, D. C. 


York, has appointed Robert B. 
Kane Advertising, New York, to 
handle advertising for Ventura 
luggage, a new line of soft-side 
luggage. Kane has appointed Shir- 
ley Merzon, formerly a copywriter 
with Gore Smith Greenland and 
Leber & Katz, copy chief, and Rita 
Gormley, formerly in the ad de- 
partment of Abraham & Straus, to 


its copy department. 


Trahey Adds B. H. Wragge 

B. H. Wragge, New York, sports- 
wear manufacturer, has appointed 
Jane Trahey Associates, New York, 
to handle its advertising. The ac- 
count was resigned recently by 


Hockaday Associates. 


Batman Joins LaRoche 


Thomas H. Batman, formerly a 
creative director of Cunningham & 


Walsh, has joined C. J. LaR 


oche & 


Co., New York, as vp and creative 


director. 


named assistant creative director, 
and Herbert H. (Mike) Hahn Jr. 
has been appointed associate ac- 
count executive of Jaqua Co., 
Grand Rapids, Mich. Mr. Mills for- 
merly was copy director of Bert S. 
Gittins Inc., Milwaukee. Mr. Hahn 
previously was with Howard 
Swink Advertising, Marion, O. 


WATTs THE 
COLOR 
THATS REALLY 


BRIGHT 2 


THATS , 
DAY:GLO 
DIMBULB 


There is only one genuine Day-Glo! Day-Glo is 
the registered trademark of Switzer Bros., Inc. 
Cleveland 3, Ohio, for daylight fluorescent products. 


Kor <—Y, 


SWEETNES 


-AND-LIGHT? 


Whether your sales 

approach requires sturdy 

charts or amusing doodles, 

it also needs to be told 

with verve and intelligence. 

At Rapid Art Service, 

304 East 45th Street, New York, 


we'// put a team of 


knowledgeable craftsmen 


at your beck and cal/... 
plus a fully-equipped shop 
(type, silkscreen, 
letterpress, book bindery) 
ready to serve you the 
heaviest rarebit or the 
lightest souffle 
call Mu 3-8275 
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New York is a summer festival for 
New Yorkers, too. 5S million families 
of them, growing, needing, wanting, 


buying. New York is The New York 


Times. New Yorkers live by it. It 


serves them with the most news. It 


sells them with the most advertising. 
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Jumpin’ Jehosaphat! Post circulation’s really jumping. 
Just a few short months ago, it passed 6 million. At that 
time, a new circulation base of 6 million was announced 
(with no increase in cost per thousand) effective Oct. 10. 
Now, with the June 6 issue, circulation: shot up over 
6,200,000! Advertisers in this issue enjoyed a 400,000- 
copies bonus. (That’s performance, not promises.) And 


Post performance shines on other fronts as well. New 
advertisers — 160 since the first of the year. Revenue 
—a gain of $3 million in the first half. Advertising flex- 
ibility —new SELECT-A-MARKET, the most revolu- 
tionary program of market selection in publishing his- 
tory! That’s vitality! Jump on board the fastest-moving 
general weekly book —The Saturday Evening Post! 


A CURTIS MAGAZINE 


y Si O: Evening 


OST 


P POS] -INFLUENTIALS 
-they tell the others! 


29 million times each issue, someone turns to 
your ad page in the Post. That’s Ad Page Exposure (APX)! 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


| Everybody's Re-assessing the Value of Co-op Advertising ... 


THE NATIONAL NEWSPAPER OF MARKETING 


Retailers Make Money on Co-op Advertising, but Even 
They Are Taking a New Look at Problems 


Here is the third instalment of tue new study of cooperative advertising 
which E. B. Weiss, director of merchandising for Doyle Dane Bernbach, 
has made for that agency. In this instalment Mr. Weiss relates some of 
the methods by which retailers make handsome profits on co-op adver- 
tising funds, but at the same time reports that they are not completely 
happy with the situation, and are doing their own re-evaluation of coop- 


erative advertising as a marketing device. 


Chapter IV 
Why Large Retailers Are Reappraising Co-op 


By E. B. Weiss 


Large retailers are—to put it mildly— 
keenly interested in allowances. 

Why, then, is there evidence, in private 
conversations with top executives of giant 
retail organizations, of almost as much of 
an inclination to reappraise co-op as is 
evident among manufacturers? 

Clearly this does not stem from any 


» mounting disinclination among giant re- 


tailers to tap the manufacturer’s coffers 
at every opportunity. No—it has its roots 
in a number of fairly recent developments 
in giant retailing that almost imperatively 
suggest a re-assessment on their part of 
co-op. 


= However, we may as well make it crys- 
tal clear that this reappraisal will die 
aborning unless giant retailers become 
convinced that they can match every dol- 
lar of co-op they give up with at least one 
new dollar of income from some other 
type of allowance; preferably, of course, 
a type of allowance that will make a bet- 
ter contribution to their long-term strate- 
gy and day-by-day tactics. 

For example, a food super executive re- 
cently remarked: “We all know that a 
good center aisle display of an item in a 
supermarket will sell more of that item 
than a listing of the item in the ad with 
the regular shelf display. If manufacturers 
want to be so free with their ‘co-op’ mon- 
ey, why then don’t more manufacturers 
and processors ‘buy’ display space and let 
une supermarket run the types of ads that 
will draw the customers into the store to 
yee and purchase from this display.” 


a Manufacturers may find some crumb 
of encouragement in this new attitude 
imong large retailers because: 


» 1—The other allowances may not be of 
» type that could conceivably be charged 
1o the advertising budget and thus weaken 
the manufacturer’s brand advertising. 


e 2—The new allowances may make a 
better contribution to volume and profit 
they could hardly achieve less than does 
tne co-op dollar). 


In any event, the point we wanted to 
establish at the outset of this chapter is 
toat the giant retailer hasn’t suddenly 
“got religion.” But there is little doubt 
tat a number of highly placed retail ex- 
ecutives are having second thoughts with 


respect to the cooperative advertising al- 
lowance. 

Let’s see why: 

e 1—The net profit percentage of prac- 
tically all of our giant retailers achieved 
by the merchandising operation—as dis- 
tinguished from non-merchandising func- 
tions such as real estate, etc.—is hardly 
satisfactory. These retail executives have 
heard that manufacturers grant ad allow- 
ances to the tune of some $2 billion 
(amazing how a_guess-estimate gets 
around)! And, whether the figure be $1 
billion or $3 billion, they know it is a 
huge total even in this multi-billion dol- 
lar era. They reason that an allowance of 
this gigantic size should be reflected in a 
better net percentage. They are beginning 
to ask themselves why $1 billion, or $2 
billion, or $3 billion in cooperative ad- 
vertising allowances is not stemming the 
downward tide of their net profit per- 
centage on the retail merchandising oper- 
ation. After all, it is obvious to these re- 
tail executives that a subsidy of this enor- 
mous size should play a potent role in 
the next profit performance of any busi- 
ness. So they are checking into co-op— 
and what they are finding is not always 
pleasing. 

e 2—For example, they are finding that 
cooperative advertising is without ques- 
tion one of the reasons their stores have 
little individuality, little shopper loyalty. 
These retail executives, too, are beginning 
to think in terms of “image’”—and the im- 
age reflected by the faceless, formless type 
of advertising that almost automatically 
emerges when financed by co-op money 
not only doesn’t please them; it worries 
them. The Ike and Mike similarity among 
our giant retailers in store architecture, 
store size, store inventory, price lining, 
brands carried, etc., accentuates the need 
for advertising that will create a distinc- 
tive personality for their stores. Certainly 
nothing else that our giant retailers are 
doing is giving them a personality. 

They must plan their advertising to 
achieve an “image,” to build loyal shop- 
pers—and the necessities of co-op stand 
in their way. 


s Kenneth Collins, one-time advertising 
manager of Macy’s, New York, and until 
his recent retirement, chairman of the ad- 
vertising committee of Burlington Mills, 
touched on this problem recently in his 


E. B. Weiss 


column in Women’s Wear Daily. Collins 
wondered what had happened to the char- 
acter of retail advertising; why the adver- 
tising ideas that used to differentiate one 
store from another seem, to a large extent, 
to have evaporated. He feels that the an- 
swer lies in over-emphasis on item adver- 
tising—emphasis that is fostered by coop- 
erative deals. 

And the president of a food chain re- 
marked: “Any neophyte layout man or 
copywriter knows that when there are 172 
inches on a page and when you have to 
fill over 100 of these inches with mats 
supplied by the manufacturer or with 
carefully measured units of space in 
which you are required to put such spark- 
ling, brilliant copy as ‘Tide, Lrge. Pkg. 
34¢’ ... with all these requirements, it is 
absolutely impossible to fulfill the re- 
quirements of a ‘good ad.’ It seems that 
we don’t need advertising men in the 
business, we need engineers.” 


e 3—These retail executives also find, as 
they check into co-op—in the food field, 
in the drug field, for instance—that the 
advertising they are running is, without 
debate, the most ineffective type traffic- 
producer appearing in this country today. 
It is a throw-back to the earliest days of 
advertising. These dreary lists of price 
specials, heavy with black type, have a 
cellar-low readership. 

It used to be said, in the department 
store field, that only 15% of the day’s 
traffic could possibly be traced to the cur- 
rent day’s promotion. But today among 
department stores that figure is much 
lower—and in the food and drug outlet 
not 5% of the typical day’s traffic (day 
in and day out) could conceivably be 
traced to the day’s promotion. Naturally, 
retail executives begin to ask themselves 
should even subsidy dollars be wasted? 
Wouldn’t it be better to get these co-op 
dollars in some other form that might sell 
more, more profitably? 


e 4—Giant retailers are, of course, fully 
aware that this is a self-service, self-se- 
lection age. It would be nice to say that 
they recognize, therefore, that it is to their 
benefit to enable their suppliers to spend 
every possible dollar in supplier-con- 
trolled advertising that really pre-sells. 


Indeed, they may and really do compre- 
hend this—but they still want their al- 
lowances! If nothing else, the facts of 
competitive life make this imperative. 

But they are beginning to think in 
terms of the fact that, in their one-stop 
store units, too few shoppers ever cover 
more than a minor percentage of the de- 
partments; that their average ticket has 
by no means climbed as fast as their jump 
in inventory diversification and jump in 
price lining; that the number of transac- 
tions per customer has not climbed ade- 
quately, etc. 


= They reason, therefore, that maybe 
more money spent on fixturing—on better 
techniques for restocking shelves—on bet- 
ter control of receiving and pricing costs 
—on better control over out-of-stock and 
unbalanced stocks—could be a better in- 
vestment. They would like, of course, to 
get financial and idea and material con- 
tributions from manufacturers to these 
other ends plus co-op. But they are begin- 
ning to conclude that if they must make 
a choice—then perhaps it would be better 
to forego co-op. 

These retail executives are—some of 

them—also wondering whether planned 
advertising might not sell more of the 
store to more shoppers. Co-op, they are 
beginning to see, gives them no opportu- 
nity for true advertising strategy designed 
to cope with basic and long-term prob- 
lems. The retailer, too, loses control over 
his advertising strategy with co-op! This 
is just being dimly realized by some store 
executives. 
e 5—The ambitions of giant retailers for 
store-controlled brands make retail ex- 
ecutives almost painfully aware that their 
brands will need a store “image.” But 
never before in the history of modern 
mass retailing have so few giant retailers 
had anything remotely resembling a 
sharply-delineated pre-selling store im- 
age. This is why shopper loyalty has 
dropped so fast. So, again, co-op comes 
under scrutiny with relation to store-con- 
trolled brand ambitions—and while giant 
retailers enjoy the way co-op funds help 
to finance their own controlled brands 
they still want a better store image. 


e 6—These store executives are, of 
course, aware—as pointed out in other 
chapters—that manufacturers are reap- 
praising co-op. This is one reason why so 
many store executives have been quoted 
on the subject in recent months; one rea- 
son why they have passed association 
resolutions on the subject, etc. They sense 
the first faint stirrings of a change in the 
tide of co-op—and they want to be pre- 
pared with alternative allowance sugges- 
tions. Retail executives are thinking more 
about co-op because manufacturers are 
thinking more about co-op. 


e 7—At one time, our great chains made 
no effort to carry any and everything the 
customer might even vaguely seem to 
want. But today modern giant retailer in- 
ventory policy is: “If the customer asks 
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for it—we stock it.” Consequently, they 
may threaten to throw out a strong brand 
if co-op stops or is cut—but the threat is 
seldom carried out. Moreover, they can’t 
put a brand “under the counter”; there 
are no counters of that type any more in 
mass outlets. The worst they can do is to 
put a brand that is out of favor on a low- 
level shelf or in a poor location. 

So retail executives realize that their 
new policy of “stock anything the custom- 
er wants” weakens their “negotiating” 
position with respect to co-op, while it 
strengthens their position with respect to 
charges for display space. (The trend. to- 
ward charging for in-store merchandise 
display position is strong—and it is more 
than probable that this allowance will 
wind up as a substitute for co-op. It is also 
more than probable that large manufac- 
turers will not charge this allowance to 
the advertising budget.) 

e 8—Competition among giant retailers 
is relentless. As they all open similar types 
of stores in similar locations—usually 
shoulder to shoulder—they also tend to 
lose their ability to throw out a brand. 
(The brand they throw out today will be 
specially promoted by a next-door giant 
competitor tomorrow.) So here, too, their 
area of negotiation with respect to co-op 
has shriveled—and they are aware of this 
weakened posture on their part. 

e 9—Giant retailers comprehend that 
co-op is no longer really a form of adver- 
tising—but a form of pricing merchandise. 
Said one retail executive: “If the cost of 
the co-op allowance is reflected in the 
cost of the merchandise—and it is—then 
are we not paying for it ourselves and 
then passing the cost along to the con- 
sumer?” They are beginning to wonder 
whether it is a sound pricing procedure. 
e 10—Since strong brands in particular 
cannot be thrown out when co-op is elim- 
inated or cut—or “substituted” in this 
self-service, self-selection age—the retail- 
er knows that, really, the only threat he 
can make is that he won’t cooperate in 
cooperative advertising under this cir- 
cumstance,. But that isn’t much of a threat 
these days—many, if not most, manufac- 
turers would be grateful. for such a move! 
So again the retailer’s “area of negotia- 
tion” has been shriveled. 


e 11—As giant retailers fight strenuously 
to decentralize their operations—to re- 
main local retailers catering effectively to 
the requirements of each store location— 
they find that co-op gets in their way 
because it is essentially controlled and 
therefore merchandised from headquar- 
ters. This is a development of some im- 
portance in the co-op situation. 

e 12—The morale effects of co-op on 
buyers, store managers and other person- 
nel—including store merchandising exec- 
utives—is also being weighed by 
top retail executives. Evils abound here; 
some of them pretty devastating to morale 
and therefore to execution of store policy. 
The co-op allowance has surely fallen to 
low estate in this respect. 


e 13-——Some store executives are asking 
themselves whether the spreading practice 
of becoming space and time brokers is 
really the sort of business in which they 


want to engage—for legal as well as other 
reasons, 
e 14—Store executives know that the 


trend among manufacturers on co-op will 
include more controls, less flexibility 
available to the retailer. While the retail- 
er will do all he can to slow down this 
trend, he realizes that at least some of 
his major suppliers (the very suppliers 
who give him his biggest net profit) are 
determined to move in this direction. 

It is interesting to note, in this regard, 
thai at a recent management clinic run 
by the National Assn. of Food Chains the 
clinic participants agreed that “Both the 
retailer and the manufacturer could reap 
greater benefits from cooperative adver- 
tising if it were generally revamped to 
meet present-day needs.” This was, really, 
the forced reaction of these store execu- 
tives to the very evident trend toward 


—Joe Gallagher and Don Chuba, Creative Staff, 
Rossi & Co., Detroit. 


“They said it couldn’t be done!” 


stricter controls by manufacturers. 

And, at a meeting of supermarkets it 
was reported that: “The supermarket ad 
officials agreed that tie-ins with national 
campaigns should be decided on the mer- 
its of the promotions and should not be 
linked to co-op funds. ‘If we like it, we 
run it,’ said Joel Conron, National Gro- 
cery Co., Elizabeth, N. J., chain, ‘even if 
the manuacturer has no co-op contract.’ ” 
e 15—A vp of Stop & Shop, the big food 
chain, was quoted as saying: “We see no 
dynamic resu:'s from cooperative adver- 
tising. We would prefer to keep more of 
this allowance as profit.” A frank state- 
ment—and of great importance to manu- 
facturers as indicating that retail thinking 
today is in directions that favor new sug- 
gestions by manufacturers involving oth- 
er allowances, or other programs, as sub- 
stitutes for co-op that will make a better 
contribution to store profit. 

e 16—High level store executives do not 
like to see how co-op is affecting the func- 
tions of the buyer. They know it warps 
the buyer’s judgment; they know that it 
clogs the buyer’s functions. 
e 17—Store executives do not like what 
they call the growing “clerical nonsense” 
involved in co-op. They are beginning to 
wonder whether other types of allowances 
might not only sell more, more profitably 
—but might not also relieve them of cost- 
ly clerical details, endless correspondence, 
petty and major disputes with suppliers. 
~ * * 


= These factors which suggest some of 
the reasons why store executives at high 
levels are reappraising cooperative ad- 
vertising are well summed up in the fol- 
lowing quotation from some comments on 
the subject made by Robert W. Mueller, 
editor of Progressive Grocer (and obvi- 
ously talking more from the viewpoint of 
the retailer than of the manufacturer): 

“The feeling in the trade is that [co-op] 
ad allowances are growing more trouble- 
some both to the manuacturer and the re- 
tailer .. . retailer advertising is not all 
it should be, and if ad allowances were 
dropped retailer advertising could become 
more interesting and more productive for 
retailer and manufacturer . . . Dissatis- 
faction with ad practices seems to be 
growing with both manufacturers and re- 
tailers wondering whether the time, ef- 
fort and money tied up in carrying out ad 
contracts could not be better used in some 
other form.” 

With both manufacturer and large re- 
tailer re-evaluating cooperative advertis- 
ing there would seem to be solid reasons 
for concluding that a change is coming. 

And as one small straw in this wind, 
note this news report: 

“Food Fair Store, supermarket chain, 
has eliminated all cooperative advertising 
and is picking up the entire tab in assum- 
ing sponsorship for the second year of 
‘Food Fair Film Festival’ on WCAU-TV. 
The chain becomes the first in the area 
to pay the whole tariff; other chains are 
running half-hour spot syndicated films 
like ‘MacKenzie’s Raiders’ and ‘This is 
Alice,’ but they are co-op. 

“Food Fair is paying the entire freight 
so that no cooperative advertising will 
dilute Food Fair’s impact. Commercials 
on the average 2 to 2%-hour film pre- 
sentation are being held to a once-in-30 
minutes basis—something truly novel in 
any local market. Emphasis in the com- 
mercials is on ‘service,’ with the barest 


minimum of hard sell. Prices are never 
mentioned, and the only brand names ever 
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plugged are Food Fair’s own house 
brands.” 


Chapter V 
Why Retail Ad Departments Turn in Highest Profit 


We have made the point several times 
in preceding chapters that the giant share 
of co-op allowances goes to a small group 
of giant retailers who either divert the 
funds to other purposes or who so arrange 
matters that they make no contribution to 
the cost of the advertising. This is the 
fundamental new equation in the co-op 
situation that is encouraging a reappraisal 
by manufacturers. 

We have also made the point several 
times in preceding chapters that it is the 
giant retailer who most seriously abuses 
the co-op allowance—to the point where 
his retail advertising department has be- 
come a highly profitable operation. 

We have also charted in preceding chap- 
ters some of the evasive tactics devised by 
giant retailers which make a shambles of 
the co-op allowance. But these were mere- 
ly a few—as one large retailer put it: 
“We have a million of them.” 


s Naturally, these evasive tactics are 
well known to manufacturers. Indeed, the 
most common abuses of co-op tend to 
exist not merely with the knowledge of 
the manufacturer—but with his (perhaps 
unwilling) approval. 

But since the giant retailer is destined 
to gobble up still greater chunks of total 
retail volume; since the giant retailer 
therefore will gobble up still greater 
chunks of the total co-op allowance; and 
since the giant retailer is the great abuser 
of the co-op allowance—there are good 
reasons to review. some of the major 
evasive tactics developed by the giant re- 
tailer. 


The extent to which these abuses have — 


developed is dramatically demonstrated 
in the case of one chain that received $1.79 
in return for every co-op dollar it spent. 
That 79% profit was equivalent, in this 
instance, to adding five additional store 
units to that chain’s store total! 

There are certainly some major appli- 
ance dealers who earn more net profit 
from the purchase of their inventory than 
they do from its sale—in other words, they 
receive co-op funds (plus other allow- 
ances) to a total that represents a greater 
percentage of their cost than does the reg- 
ular margin under which they sell the 
merchandise. 

It has been estimated that an appliance 
chain can earn up to 150% of its newspa- 
per ad costs—leaving 50% for its bank ac- 
count or for still more devastating price 
reductions. What is more—appliance 
chains—and, of course, other chains, too— 
can earn an even more gratifying markup 
on their costs for radio and tv time, for 
the very simple reason that time costs are 
even more difficult for the manufacturer 
to determine than newspaper linage costs 
(as we discuss in a separate chapter on 
media). 

Of course the greatest evasive tactic is 
simply not to use the co-op funds for any 
form of advertising at all. In the food 
field it is probably true that the major 
share of the total co-op allowance does 
not wind up as advertising! 
= The second greatest evasive tactic is to 
use only a minor part of the co-op allot- 
ment for advertising. 

But when the co-op allotment actually 
goes into the purchase of space or time— 
the giant retailer still makes a handsome 
profit on the transaction as a space or time 
broker. The oldest and best known of the 
devices developed by retailers to this end 
is the practice of billing the manufacturer 
at one rate and paying the media at quite 
another, and of course, much lower rate. 
It works this way: 

Let’s assume that the open local rate in 
a given newspaper is 60¢ a line. A large 


dealer may end the year earning a 30¢ line 
rate, based on a 500,000-line contract. 
However, he asks the newspaper to set 
him up for a 10,000-line contract at, say, 
50¢ a line. The dealer then runs coopera- 
tive advertising in the newspaper, billing 
the manufacturer on the basis of his con- 
tract, at 50¢ a line. At the end of the year, 
the dealer enjoys a rebate of 20¢ a line, 
in which the manufacturer does not par- 
ticipate. 


= Assuming that this was a 50-50 deal, 
the manufacturer pays 25¢ a line as his 
share of the cost. The dealer, presumably 
paying the same amount, in reality pays 
only 5¢ a line, as a result of his rebate at 
the end of the year. 

The example used here is somewhat 
naive. In most cases, the dealer insists on 
a 100% paid deal, or perhaps as a mini- 
mum, a 75-25 deal. On the basis of the 
hypothetical case used above, at 75-25, 
the manufacturer would pay 374¢ a line, 
the dealer 17%2¢. Obviously, the dealer 
ends up making money on the transaction. 
The manufacturer has paid 374%4¢ a line 
and, as a result of the rebate, the dealer 
pays 30¢ a line, for a net gain of 7%¢ 
a line. 


ms Then there are other evasive tactics 
which, although minor in each individual 
instance, mount up into a respectable sum 
in total. For example, in a newspaper hav- 
ing several editions, a retailer may run an 
ad in the first edition and change copy for 
subsequent editions. He sends in to the 
proper manufacturer a tearsheet of the ad 
in the first edition—collects for the entire 
run. (In this scheme a retailer can net 
several hundred per cent!) 

Another example: Many metropolitan 
newspapers have regional editions which 
have lower rates than the full run. A re- 
tailer runs a co-op ad in one of the small- 
est editions, pays the lowest rates—then 
submits a bill for the full edition and, of 
course, at a rate much higher than he 
pays. Few manufacturers examine tear- 
sheets carefully enough to catch this bit 
of evasion—and, if the manufacturer does 
catch it once or twice, how often can he 
afford to irritate a good account by catch- 
ing a good account in a rather shady prac- 
tice? 


= Then there is the matter of rates for 
premium position. The large retailer is 
able to get premium position at regular 
rates simply by not specifying date of in- 
sertion. Naturally, he bills the manufac- 
turer at the premum rate—how can the 
manufacturer know that date of insertion 
had not been specified? And, if he sus- 
pects as much, what can he do about it? 

When a newspaper offers split runs it is 
easy for the dealer to run a co-op ad in 
only one of the split runs and bill on 
the basis of the full run. Moreover, the 
manufacturer will be billed at a full-run 
rate maybe twice as high as the retailer 
actually pays. This can turn in a profit on 
the order of 200%. 


= Incidentally, not only is it common in 
some industries—notably food—to bill the 
manufacturer at what amounts to the na- 
tional rate, but it is also common to bill 
the manufacturer at the one-time national 
rate. When the difference is computed— 
insofar as this is possible—between the 
one-time national rate and the low rate 
given to the giant retailer buying big local 
linage contracts—it is self-evident that 
the giant retailer tends to do much better 
as a space (and time) broker than he does 
as a merchandiser of store inventory. 
Again referring to the food industry, 
the food retailer is fairly well content with 
a net profit ratio of about 1% on his food 
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McCall’s circulation 
is at an all-time high 


A new dimension in magazine publishing — exciting, com- 
pelling editorial features, presented in dramatic full color, 
plus more pages of service features — has given McCall’s 
the greatest total circulation in its 89-year history. 


Today, an average of 5,546,296 copies of each issue of 
McCall’s is sold. (ABC total circulation average, first 3 
months, 1959.) 


And—especially important to advertisers looking for proof 
of a magazine’s vitality — month after month McCall’s has 
been selling out on most newsstands across the country. 


A look at the July issue will show you why more and more 
women are turning to McCall’s. 


Added note: July McCall’s is 
up more than 21% in 
advertising linage over the 
same month in 1958. 


5 e 
teCalls 
\UAWLOREI 

... the magazine 
of Togetherness 
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turnover. He is seldom content with a net 
profit of less than 10% on his total co-op 
advertising program; and, with giant re- 
tailers a 10% net profit after all costs in- 
cluding overhead on linage and time alone 
(not including production costs, etc.) 
would be considered a poor performance 
by the retail advertising department. 


@ We have pointed out that radio and tv 
time is susceptible to even more serious 
brokerage abuses by the giant retailer 
than is true of newspaper advertising. Lo- 
cal rates by local stations tend to be— 
shall we say—‘more flexible” than local 
newspaper rates, which are not exactly 
inflexible! 

And other forms of advertising used by 
the giant retailer may offer equally juicy 
pickings. Certainly local billboard and 
transit advertising can be as profitable to 
the retailer as newspaper advertising on a 
co-op basis. And when it comes to the 
fearfully abused retail catalog, direct mail, 
etc.—forms of retail advertising in which 
there really can be no audit—the manu- 
facturer’s co-op dollar takes a fearful 
beating. The evasive mechanics of the gi- 
ant retailer with these media may be 
somewhat similar to those used for news- 
paper advertising—but they are immeas- 
urably more profitable to him. 


Selling Function Disappears 

It might be remarked here that, with 
the giant retailer, the co-op allowance 
from manufacturers has become such a 
substantial source of profit that the sales- 
making function of the advertising has 
been almost totally neglected. That is 
why, in the food outlet for example, the 
advertising of the food supers tends al- 
most entirely toward the omnibus price 
type of ad—with as many as a half dozen 
food chains running identical-appearing 
ads in a single issue of a local newspaper. 
These ads »perform no measurable sales 
function but the giant retailer couldn’t 
care less. He has made his profit when the 
ad appears. 

In addition to rate finagling, the giant 
retailer now tends to add “production 
costs.” In the foundation garment indus- 
try, practically every manufacturer offer- 
ing co-op now pays production charges. 
One foundation garment manufacturer 
told what happened when he tried to 
bring order out of chaos with respect to 
production costs by establishing a yard- 
stick for establishing production costs. He 
said: 


= “We arrived at this yardstick and we 
bucked it back to the store when we 
thought it exceeded what it should. In 
about 80% of the cases, we have had no 
trouble. In about 75% of the remaining 
20% we have been able to negotiate with 
them to a point where we have convinced 
them that our estimate of their production 
costs is more accurate than theirs and 
they have gotten in line with us. 

“Of the other 25%, and these include 
our biggest accounts, the same old hassle 
started. Letters go out and keep going out 
until finally they deduct it from their 
merchandise remittance. At that point we 
send them our check, they send the check 
back to our credit department and every- 
body is happy. We tell them that we will 
let them get away with it this one time, 


because obviously they did not know 
that we did not allow overcharging but if 
they do it again, no go. Needless to say, 
they frequently do it again. A customer is 
a customer, and if the customer is big 
enough we will not stop shipping them 
merchandise. We keep negotiating. But 
that in a sense is it. We know of no better 
way of doing it!” 


More and More Costs 

But not only are production costs being 
juggled—always to a higher point—but 
some retailers are beginning to add over- 
head and administrative costs to their co- 
op charges. Said one manufacturer: “Our 
big fight now is to keep the stores from 
adding overhead and administrative costs. 
They are taking this thing all the way 
down the line. They are going to make a 
bigger profit out of the advertising de- 
partment than they will out of any other 
department in the store. 

Clearly, production costs offer a fertile 
field for evasive tactics that will wind up 
as a higher profit for the retailer on co- 
op, and overhead and administrative costs 
will run them a close second in this re- 
spect. The foundation garment manufac- 
turer cited above estimates the production 
charges he receives as representing 25% 
of the total co-op bill he gets from large 
accounts! He says, “It might go as high as 
50%. We have tried to hold it down to 
25% but we can’t do it.” 


® To assess its production costs more ac- 
curately a big department store prorated 
the creative and mechanical work put in 
on average ads and arrived at a figure of 
$1.87 per column inch. This renders a 
cost of about $315 for standard size page 
ads and about $157 for tabloid page ads. 
The $1.87 formula will be applied to all 
co-op ads, regardless of their size. 

An equally large department store has 
concluded that the above formula is too 
low and uses a figure about twice the 
size! So you see! 

Of course the evasive tactics also in- 
clude crowding the newspaper space with 
store addresses, phone numbers, store 
hours, credit terms, even announcements 
of coming store events. This tactic, alone, 
very often results in the manufacturer 
paying for 100% and more of tne cost of 
the linage he actually gets. 


s It is interesting to note that some giant 
retailers are opening advertising agencies. 
Object: to collect the 15% commission. 
Thus, United-Whelan includes among its 
subsidiaries the Product Advertising 
Corp., an advertising agency. 

In conclusion, cooperative advertising 
was originally designed to help the ad- 
vertiser buy more newspaper space for 
fewer dollars. In only a small minority of 
co-op programs does this exist in fact to- 
day. And, as the giant retailer takes over 
an ever larger slice of total retail volume, 
the advertiser will get less and less for his 
co-op dollar. 

The giant retailer will develop still 
newer techniques for making a still larg- 
er profit on the co-op allowance and he 
will, of course, still further refine present 
techniques to the same end. 

It is such facts as these that are pro- 
pelling manufacturers toward a reap- 
praisal of cooperative advertising policy 
and practice. # 


Looking at Radio and Television ... 


Plea for Proprietary Good Taste 


By the Eye and Ear Man 


Censors of the electronic world, arise! 
Don’t be bullied by the sales department 
who will sometimes lower standards in 
order to make their quota. As radio, in 
particular, and television become harder 
to sell, the pressure will be on to take 
anything as long as the check is negotia- 


ble. Don’t do it! 

The cycle of the century is swinging 
around so that the distributor of patent 
nostrums is now off the tail gate of the 
wagon and into the home and the car by 
means of radio and television. The cry of 
“step a little closer, folks” is hell bent 
upon us all to make us fancy we have 
fallen arches, sacroiliac trouble, heart- 


Advertising Age, June 22, 1959 


The Creative Man‘s Corner... 


Re paisa Rf 
vice versa. 


or three .arms. 


iosity rather than to the heart. # 


The Picture Makes the Ad 


Just made for boys-ané Knit Shirts | Corentar Magnifier Sptentite! Bemnkings The Continental 


We are currently going through a period when, presumably, the picture 
makes the advertisement. Unfortunately for those to whom this formula 
seems to offer great promise, it requires as much skill to take the right picture 
as it requires to arrive at the right word or phrase. And without either—and 
sometimes even both—an advertising message just doesn’t come off. 

Here are three two-thirds page ads all clipped from the same issue of The 
New Yorker—each just one turn of a page from the other. The first, for Don- 
moor knit shirts, we feel, definitely comes off. The photograph of the little boy 
is so captivating, copy is almost unnecessary. But, immediately following, 
page-wise, the Spanish words (“‘Caramba! Magnifico!’’) mean little or nothing, 
chiefly because the photograph is miserably artificial and just plain bad. 

A page later we come on the current Fleischmann campaign in which vari- 
ous male individuals, obviously alcoholics, are carrying bottles as huge as 
barrels. These photographs, at least, are striking. They are memorable. But 
they are not particularly pleasant or convincing or evocative of a favorable 
image of Fleischmann. They are simply unusual—like a man with two heads 


Too much today, we feel, advertisers are directing their message to the cur- 


fn Fine Whiskey... 
FLEISCHMANNS 
is the BIG bayy 
90 PROOF isigthyt 


burn, sick headaches, tired blood, etc. All 
we probably have is a hangover or a psy- 
chopathic fear of cigaret smoking, but 
nevertheless—well, maybe, so we take a 
questionable pill. 


= It is true that there are people who 
need burping. Not being babies who can 
be turned over the shoulder of a friendly 
mama and bopped one between the 
blades, they must take a swizzly swag 
and whoops—up comes uncle gas. It is 
also true that some of us are dragging 
every once in a while. But, whether our 
powers can be improved by anything 
short of reincarnation is problematical. 
Certainly no slug of sweet juice peppered 
with alcohol is going to take the place of 
a pretty girl. 

We are all sympathetic with the poor 
guy who suffers from a common malady 
called hemorrhoids or piles; but should 
Preparation H, which allegedly soothes 
them without a doctor’s prescription, pop 
up on our radio or television set during 
mealtime? 

It may be perfectly all right for a mod- 
ern society to admit that even the dainti- 
est little woman sweats, but is it neces- 
sary to show a close up during a love 
scene or intimate in a radio spot that a 
hot romance is going on while a girl and a 
man talk about shaving under her arm- 
pits? 


= All of the above examples are actually 
-@&ken from excerpts of radio or television 


commercials. Most have appeared on 
award-winning, civic-minded _ stations. 
Has the electronic world turned its back 
on its former high standards of taste in 
order to make the p & 1 sheet look more 
palatable? Apparently it has. 

Isn’t there enough trouble with Con- 
gress and the FCC investigating radio 
and television without risking a _ real 
crackdown and tight censorship because 
of blatant and undisciplined commer- 
cialism? 

Although most of these problems exist 
at the local level, there are even some 
network commercials that are abomina- 
ble in their shock attempts to command 
attention and sell a product. The most 
respectable advertising agencies have 
thrown principles to the winds in order 
to out-shock the next guy. Why? 


= In the good old days (and not long 
ago) a department was set up and given 
power to disapprove commercials. The 
censor reported to management and not 
to sales. Laboratory proof was required 
and excessively competitive statements 
were deleted or watered down. The 
standards were high and the responsibil- 
ity to the viewer and listener was taken 
seriously. 

The basic facts of life are obvious. The 
electronic instruments of radio and tele- 
vision come into a home and invade its 
privacy. While the act of turning the set 
on and off may be voluntary, it often is 
neglected, and the sets go on unattended 
while their output is forced on whoever 
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| Buy 


Boston 
§ the way 


Boston 
Stores 


For example — grocery stores. 
For 21 years the Herald-Traveler has led 
" Boston papers in the retail grocery linage. 
| Boston food stores — like those in almost 


all retail classifications — know that the 
1 people who have more money buy more of 
everything, including even the 
most essential foods. 


The Herald-Traveler, in addition to 
delivering the largest circulation of the 
standard-sized Boston papers, delivers more 
of the “‘Upper Two-Thirds’’ — the middle 
and higher income families who are almost 
everybody’s best customers. 
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For 27 years — leadership in total 
} retail linage. For 31 years — leadership 
in national linage. 
Get the best of Boston’s home-delivered 
circulation with the Herald-Traveler. 
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The BOSTON HERALD-TRAVELER 
| Gives you 


{ 


Represented nationally by GEORGE A. McDEVITT CO., 

New York ¢ Philadelphia + Detroit * Chicago 

Los Angeles. Special travel and resort representative: 
HAL WINTER CO., Miami Beach 
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happens to be listening. 

The networks are fighting for their 
economic existence against an unsympa- 
thetic Congress but they have neglected 
the self policing and have exerted their 
influence on affiliates. 


= Many of the evils attributed to televi- 
sion and radio by committees and inves- 
tigators have been purely local in na- 
ture. The ugly pitchman with his bundle 
of premiums, the worst commercials man 
can devise, and the use of products hith- 
erto unwanted in the electronic field can 
be attributed to local managers with 
questionable acceptance standards. 


Agencies Ask Us... 


The irony of the whole business is that 
it is not necessary to ignore good man- 
ners to make a sale. There are certain 
social problems that exist, and certain 
excellent cures for them that promote 
cleanliness and good health habits. A 
straightforward, medically accurate pitch 
can point them out and sell the product. 
It is the effort of beatnik copywriters to 
be cute and outfox each other that makes 
for poor taste. 

Let’s get going on the network level to 
get rid of these menaces to good taste in 
the electronic world. No need to lose the 
customer, fellows... just keep in the con- 
fines of good taste. # 


How Agencies Hold Business 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“Why in the world,” asks a Michigan 
agency, “is our business so unstable? We 
ourselves have had what we are sure is 
too great a turnover in accounts, and we 
read every day about changes in the agen- 
cy-client relationship. 
Yet some agencies 
seem to be able to rack 
up good records in 
holding business. 
What’s the secret?” 

The trite, glib, and 
obvious answer to this 
question would be to 
say that agencies hold 
business by rendering 
good service. Now 
while the production of effective adver- 
tising for clients is an essential for holding 
business, it is by no means the only one. 

Sadly enough, we all know of cases 
where agencies have lost accounts on 
which they have done excellent jobs. This 
because of changes in the advertiser’s 
organization, unexpected developments 
within the advertiser’s own field not an- 
ticipated by the agency, and policy shifts, 
desirable or otherwise. Competitive so- 
licitations by other agencies also cause 
many account changes, especially where 
“better deals” are offered, financially, or 
longer credit terms 


Kenneth Groesbeck 


® Definitely, to have the best possible 
chance to hang onto desirable business, 
the agency must add three other essen- 
tials to its “good service” program. 

These essentials are (1) Constant at- 
tention, (2) Personal understanding, and 
(3) Reasonable profits. 

Constant attention means that the 
agency representatives have to be meet- 
ing with client people at least once a 
week, in their offices or ours, or outside 
in the field. This may seem to be unnec- 
essarily frequent contact, but I assure 
you that other than in vacation periods it 
is none too often in a rapidly moving 
business. 


= Occasionally a telephone conversation 
may be substituted for this personal con- 
tact, but this can be dangerous. And a 
letter, no matter how detailed and en- 
gaging, is no substitute for the agency 
man’s smiling face. The client looks to the 
agency to run his promotion. Suppose 
you were trying to get a job in the ad- 
vertiser’s own organization for this pur- 
pose. Would you try to do it on a once a 
week stint? The answer is obvious. 

You may say, “Well, we have a few oth- 
er jobs to do, you know.” All very true, 
but to the client, his account is the only 
one in your shop. If you don’t make him 
feel that you are operating as if this were 
the case, watch out for trouble. 

Of course, the by-product of these con- 
stant contacts makes the agency a true 
partner in the client’s success, with a 
priceless inside knowledge of the details 


of his business. Clients are slow to fire 
agencies which have acquired this “feel” 
for the business, this personal friendship 
with his suppliers or his customers, this 
entree into business areas and confabs 
from which the outsider is completely 
barred. 


@ The more you have become an “in- 
sider” in the advertiser’s business, the 
better chance you have to hold on to him. 
Consider for a moment how an agency 
contact man may become so familiar 
with his accounts, on such terms of per- 
sonal friendship with the advertiser’s 
people, that he moves with the account 
from agency to agency. This is an exam- 
ple of the power of “insidedness”—and it 
is also a hint to keep both the contact 
man and the account happy, so you will 
not be confronted with this untoward de- 
velopment. 

Personal Understanding: Here we go 
far beyond knowledge of a business, and 
aim to enter into the hopes and aspira- 
tions and ideals of the people who run it. 
This sympathetic understanding of what 
makes the client tick is psychologically of 
the utmost importance. 


= Never make the mistake of assuming 
that the only reason a man is in business 
is to make money. This may be true in 
some cases, but the reason why most peo- 
ple bust themselves on a job, working at 
it nights and Sundays if necessary, far 
transcends the desire to get rich. 

It may be ambition—he wants to be 
the biggest in his field. It may be for the 
sake of his children—he wants to leave 
them something better than he got him- 
self. It may be to improve the world or 
its people. It may be to impress his wife. 
It may be to prove to his detractors that 
he is a bigger and better man than they 
thought he was. It may be that he has 
become simply fascinated with the rami- 
fications and possibilities in his field. 

That is what is meant by personal un- 
derstanding. It is an understanding, by 
the agency man, of what are the basic 
compelling forces behind the advertiser’s 
activities. 

Just why is he spending this money for 
advertising? Is it only to facilitate and 
increase sales? Or are other ambitions 
and aims involved? Frequently the client 
is entirely unconscious of these hidden 
urges. But the more the agency man un- 
derstands them, the more effectually he 
will be able to be helpful, and the more 
likely he is to continue on with more of 
the same. 


= Such an understanding, by an agency 
man, expresses itself in a sympathy and 
warmth of which the client is instantly 
aware. If he put his feelings into words, 
he would say, “This is more than a busi- 
ness relationship. He wants my account, 
and he wants to work with me, not only 
because of the money he will make in the 


process, but also because he is interested 
in what I am trying to accomplish.” The 
desirability of this entente goes without 
saying. 

Let me hasten to say that I am not 
advising you to simulate this sympathy, 
or pretend you have it when you haven't. 
In the first place, this is something you 
are unlikely to be able to fake. In the 
second place, insincerity once detected 
is strong poison. No, this attitude—this 
desire to team up with the hidden mo- 
tives of others, provided they are worthy 
ones—is one of the strongest of all feel- 
ings which holds human beings together. 
It goes not only for agency-client rela- 
tionships, but for all business and per- 
sonal contacts of life. 

Reasonable Profits: Clients have no ob- 
jection to agencies making money. They 
don’t do business themselves without 
seeking a profit, so they allow the same 
desirable end to those with whom they 
operate. They strenuously object, how- 
ever, to others making a profit larger 
than they consider right. 

What is the right profit? You must be 
sure that both you and the client agree 
in advance on this figure for your opera- 


Salesense in Advertising . .. 
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tions. And, when any one transaction 
shows a profit far beyond what is rea- 
sonable, the agency should be first in 
suggesting the adjustment. 


= It’s not so good when the customer 
disccvers it first, and you have to cut 
your price because he asks you to. 

Most agencies will say to this that a 
large profit on one job only makes up for 
a small profit, or indeed a loss, on an- 
other. But it is not easy to sell this idea 
to the client, and in many cases it won’t 
hold water. The best possible arrange- 
ment is where the agency and the client 
are on such friendly terms that the for- 
mer can collect a bit more from the latter 
where a loss or inadequate profit is in- 
volved. Such consideration on the client’s 
part, however, rates a similar attitude on 
the part of the agency. , 

Too many clients still think that the 
agency “makes 15%.” They contrast this 
with the eight or ten they are netting, 
and wonder why all agency people don’t 
operate steam yachts. When they hear 
we are “making” less than 1%, they 
think we are crazy. 

Well, who knows? # 


The Deep Penetration of National Advertising 


By James D. Woolf 
Creative Consultant 


Yesterday I visited Galisteo, N. M., 
once the seat of a Franciscan mission, per- 
haps as early as 1617. Now an isolated 
mountain hamlet of about 200 people, 
nearly all of them bilingual Spanish- 
Americans, Galisteo 
was in its heyday the 
center of a_ thriving 
sheep and cattle em- 
pire. With two or three 
exceptions its houses 
are built of adobe, 
most of them crum- 
bling, roofless, unoccu- 
pied relics of better 
days long gone. Galis- 
teo is almost if not 
quite a ghost town. I noticed television 
antennae on several of the occupied 
houses. Galisteo’s “business district” con- 
sists mainly of two ancient adjoining 
adobe buildings, which house a restaurant, 
a saloon, a general store, a gas station, 
and a museum. 

What interested me most, as an adver- 
tising man, was the merchandise carried 
by the well-stocked general store. Its 
shelves were heaped with nationally ad- 
vertised specialty products—Ovaltine, Ac- 
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James D. Woolf 
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cent, Wesson Oil, Mum, Lavoris, Dr. 
West’s tooth brushes, Tums, Dr. Scholl’s 
Zino-Pads, Kleenex, Kotex, Gillette razors 
and blades, and many, many more quality 
items that are regularly advertised in na- 
tional magazines and on tv. Private brands 
were in the minority. 


= I never cease to be impressed by tne 
depth of penetration of national advertis- 
ing. Here in a remote mountain village 
live a group of people in extremely mod- 
est circumstances buying and enjoying, 
because of national advertising and pro- 
motion, many of the comforts and conven- 
iences that are the products of modern 
American technology. 

This is the story, as I am observing it, 
from coast to coast in the U. S. Countless 
families in the most modest and remotest 
villages and farms are familiar with the 
fine products manufactured and adver- 
tised by progressive American business 
men, # 

* * * 

Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available on five days’ approval. 


Editorials and the Fatigue Factor 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


We quote from the lead editorial in 
the employe publication of a well-known 
company: 

“The richness or poverty of our lives 
depends upon maturity. Every year, every 
event, offers us the opportunity for ma- 
ture or immature responses. One sign of 
growth in maturity is skill in handling 
the events and tests of life in such a way 
as to produce the greatest possible amount 


of happiness with the smallest possible 
amount of stress. The mature person lives 
significantly for himself and for man- 
kind. He rejects the temptation to be al- 
ways neutral or safe, to be a mere inva- 
lid or a minor in a protected corner.” 


= We quote from the closing paragraph 
of an editorial in the employe publication 
of another well-known company: 
“Analysis does indicate that the un- 
employment picture is by no means so 
black as it has been painted; the propor- 
tion of the work force out of jobs is com- 
paratively small, and steadily diminish- 
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“Now | cover my key market from every angle” 


As an industrial sales executive, I'd like to personally call on about 7,000 
different mass production plants. That's a bit ambitious—I'd have to make 27 calls 
a day, every working day of the year! So, | let Production do it for me.’ 


The only magazine edited solely for mass production, Production gets the atten 
tive eye of over 29,000 production engineers and production management men 
in the 7,000 major plants that make over 80%, of all metalworking purchases. 
These are the men who are being called upon more and more to turn a profit by 
tightening production efficiency. They're making the key decisions on what to 
buy, when to buy and how much to spend. 


They depend on Production because it's their magazine . . . the only magazine 
that concentrates on their interests and problems. That's why Production goes to 
the men your salesmen see—and the men they'd like to see! Contact Bramson 
Publishing Company, Box 1, Birmingham, Michigan. 


Concentrate your advertising in the only magazine that concentrates 
on mass production... America’s largest industrial market. 
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ing. Certainly there is little destitution 
or want. The nation has problems, of 
course. Young people, for example, are 
entering the work force at the rate of 700,- 
000 a year. But it seems probable that 
despite the setbacks inevitable in a free 
economy where the consumer is boss, 
U. S. business and industry will soon 
make today’s political slogans as obsolete 
as those of ten years ago.” 

The typical reader of both of these pub- 
lications has just finished a rough shift 
at the plant. He is hot, dusty and unhap- 
py. He rides home in the car pool, intent 
upon four matters: Sitting down in an 
easy chair; taking off his shoes; drinking 
a bottle of beer his wife places at his el- 
bow, and reading the company publica- 
tion for employes. (The fourth point is 
entirely speculative, but essential to the 
development of this theme.) 


= What does he get? He has his choice 
between something about maturity (and 
the end of the shift has left him more 
mature than he cares to admit), or some- 
thing glacially objective about how lush 
things are in the marts of trade. 

Happily for the craft of employe com- 


Tips for the Production Man... 


munications, the foregoing quotations are 
not truly illustrative of the sort of edi- 
torials companies print in their papers 
for the people. However, there are enough 
of them to entitle the employe group in 
general to rise in unmitigated wrath. 

Companies spend a lot of money in what 
they call, off the record, the battle for 
men’s minds. They invest a great deal in 
researching minds and motives, but when 
it comes to persuading the audience they 
are now most anxious to convert, they use 
clumsy tools. 


= If an organization wants to reach its 
people, let it make some real effort to 
know its people. Let the communicator get 
out in the plant and—if he does nothing 
else—find out how people talk and what 
they talk about. Let him gain some inkling 
of the words they use to express them- 
selves. 


= When he finds out—if indeed he ever 
does—he will spend precious little time 
in discussing the glories of maturity with 
employes and even less in writing sac- 
charine tributes to the American way. 
Employes don’t read either. # 


Temptation Lurks Behind Every ‘K’: 
Putting Type to Work 


By Kenneth B. Butler 


Type and lettering are irresistible. Just 
as the housewife cannot put down that 
urge to rearrange the furniture in the 
living room, so is the typographer tempt- 
ed when he sees a simple, unsuspecting 
line of display lettering. 

“Maybe if I’d just pull this over here, 
and bring this around to this side...” 
and off he goes. I’ll have to admit I am a 
sharer of this very human weakness, and 
derive great satisfaction whenever I see 
an ingenious example of such puttering 
with the alphabet. 


@ One approach which invariably in- 
trigues me is that of making type serve 
a functional role in an illustration. 

Take, for example, the Cone Mills 
advertisement which appeared in the 
March, ’59 issue of Seventeen (and pre- 
sumably in a number of other publica- 
tions as well). While showing off its 
wares to fine advantage, the advertise- 
ment also dramatizes the brand name by 
having one of the two models hold up the 
initial “C”. I find it hard to imagine any- 
one passing by this page. 


= A couple of years ago, Remington Rand 
produced a similar “Gee-whizzer” to 
punch across the “Small Wonder” slogan 
advertising a then-new microfilm cam- 
era. Here the two models in the illustra- 
tion spread the two words between their 
outspread hands. 

This same treatment was revived, in 
somewhat different form, in the April, 
1959, advertisement of Data Instruments, 
with the word “Pulse” being supported 
between a line illustration of thumb and 
forefinger. 


Esquire is usually a good source for ex- 
ploratory display treatments, and I found 
its advertisement (in the April, 1959, is- 
sue) for the May issue a show-stopper. 
The headline, “Last Chance to Be Presi- 
dent” is scrawled out in huge, crude 
Gothic type, with a little Kennedy button 
pushing the “I” in “President” out of line. 


s Aside from the considerable fun of just 


plain admiring these inventive type styl- 
ings, here is still further proof that there 
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are layout ideas aplenty floating around 
in the atmosphere, just waiting for some 
sharp guy to pull ’em down. # 

The May, °59, advertisement for the 
First 3 Markets Group has a dilly, too. 
The large outline illustration is of a mag- 
net pointed upward. When the display 
line at top passes over the illustration it 
is pulled down toward the magnet, enact- 
ing with the skill of a Barrymore the 
theme of the scene. 


s I came across another eye-catcher in a 
recent issue of Water Well Journal, this 
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time in editorial, rather than advertising, 
context. The word “government” from 
the departmental heading, “government 
and groundwater,” forms the columns of 
a Greek temple, symbolic of the subject 
matter. # 


DRAWTHINKS 


The COPYWRITER'S Art Course wy “F800, 


*SCHEDULE: A plan to keep every- 
body aware of how far behind they 
are. 


**ROUGHS: Some copywriters some- 
times make what is appropriately 
called a “rough,” an indication of 
what is to be in the ad. Not infre- 


WHAT'S TLOIS SUPPOSED To BE? I'M 
ALWAYS BEHIND SCHEDULE* ON YOUR ADS, AND 
YOU KNOW WHY? IT'S BECAUSE I CANT UNDERSTAND 
THESE “ROUGHS** OF YOURS, YOU...YOU.... 


quently, these are difficult to deci- 
pher. 


***ART DIRECTOR: A _ person, 
usually a man, usually at, or near, a 
drawing board. An unnecessary lux- 
ury for you (the board, not the art 
director). 
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MARKETING FACT FILE: TRAVEL 


THE TRAVELER IS A WOMAN 


FACT: “in 1958 the largest age group to receive passports was between 20 and 29 
years Old.” source: U.S. Passport Office 


58.5% OF CHARM’S READERS are in the mobile 18 to 30 age bracket. 


LAST YEAR 103 distinguished travel advertisers reached their most receptive travel 
market in CHARM — the Magazine for the Exciting Woman with a Job. 


CHARM IS THE MOST SUCCESSFUL 
WOMAN’S MAGAZINE IN THE TRAVEL FIELD 


CHARM SETS WOMEN IN MOTION 
CHARN 


575 MADISON AVE., NEW YORK 22, N. Y. 


‘Seagram Sues 


Schenley Over 


‘Seagar’s Brands 


Suit Charges Schenley 
Use of Seagar’s Name 
Infringes on Seagram 


New York, June 16—Seagram 
is suing Schenley. 

Joseph E. Seagram & Sons, U.S. 
sales subsidiary of Distillers Corp. 
—Seagram Ltd., it was learned 
| last week, filed suit March 6 in the 
|U.S. district court here against 

Schenley Industries Inc., and 
Seager-Evans & Co. Ltd., charging 
patent infringement and intent to 
deceive on the part of Schenley in 
| the use of the name Seagar on two 
| brands of gin which Schenley is 


covers the entire 
State of Nebraska’ 
daily, better than 
any Chicago paper 


covers the Chicago 


metropolitan area. 


*A vital, growing market 
of 1.6 million people with 
$2.7 billion to spend. 


maha 


O'MARA & ORMSBEE, INC., Nationa! Representatives Wo ri re | eR 
New York © Chicago « 


Detroit ¢ Los Angeles ¢ San Francisco 


*Based on latest ABC Audit Reports 
and population figures from 1959 Sales 
Management Survey of Buying Power. 


Less than 5% duplication of 
circulation, morning and evening. 
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marketing in this country. 

Though the corporate name is 
Seager, the brand is spelled Sea- 
gar’s. In 1956, Schenley bought 
Seager-Evans, an English distiller 
and distributor of gin and scotch 
whisky with a history dating back 
to the 1600s. Since 1956, Seagram 
charges, Schenley has been pro- 
ducing and selling gin in the U.S. 
under the trademarks of Seagar’s 
Redcoat gin and Seagar’s English 
gin. 


s Schenley, the Seagram com- 
plaint charges, “has the distribu- 
tion facilities, know-how, and 
financial means to promote Sea- 
gar’s imported gin, Seagar’s Red- 
coat and Seagar’s English domestic 
gin on a mass_ merchandising 
basis.” Before November, 1956, it 
was charged, the product was 
used only in connection with a 
high-priced imported gin, im- 
ported and sold in the U.S. on a 
very minor scale. 

Schenley’s use of the word Sea- 
gar’s either alone or in combina- 
tion with other words as a trade- 
mark for gin, the complaint 
declares, “‘is likely to cause con- 
fusion, mistake and deception... 
and is likely to deceive purchasers 
and consumers into believing that 
the defendant’s (Schenley’s) gins 
are sponsored by or indorsed by 
the plaintiff (Seagram).” 


@ Seagram asks for a restraining 
order to enjoin Schenley from 
using Seagar’s trademark, and 
asks for damages as a result of 
infringement, an accounting of the 
profits resulting from the sale of 
gin under Seagar’s trademark, 
destruction of all labels, advertis- 
ing material, boxes, etc., contain- 
ing the name Seagar’s, and asks 
that the commissioner of patents 
be instructed to cancel the regis- 
tration and to deny the application 
for registration filed by the de- 
fendant Seager-Evans. 


= Schenley filed a reply April 21. 
It contends that the names Sea- 
gram and Seagram’s are personal 
Mames and not registerable as 
trademarks. It also contends that 
“Seagram Inc. and Seagram Ltd. 
have used, registered, invalidly 
assigned and permitted the use by 
others of the trademark Seagram 
and Seagram’s in such a manner 
and to such an extent that such 
trademarks fail to identify any 
particular single source for alco- 
holic beverages.” 

Thomas Kiernan, of the law 
firm of White & Case, is attorney 
for Seagram, and Milton B. Sea- 
sonwein is attorney for Schenley. 


KLX Becomes KEWB; Gets 
Change in Format, Names 4 

KLX, Oakland, Cal., recently 
purchased by Crowell-Collier Pub- 
lishing Co., has undergone a “face 
lifting” both in name and format. 
Now known as KEWB, the radio 
station is styled after KFWB, Hol- 
lywood, also owned by Crowell- 
Collier, and features 24 hours of 
the top forty recordings, bridged 
by speeded-up capsule newscasts, 
sports scoreboards and weather. 
Crowell-Collier recently added 
WISK, Minneapolis, to its chain, 
subject to FCC approval, and is 
planning acquisition of additional 
air properties. 

KEWB has named four account 
executives. They are Ed Mc- 
Laughlin and Jack Brown, former- 
ly with KLX; John Hummer, for- 
merly with Guittard Chocolate 
Co., and Bill Gorman, formerly 
with CBS. The station has appoint- 
ed Katz Agency its national sales 
representative. 


Kemper Joins KOVR-TV 

Scott Kemper, formerly an ac- 
count executive with Reitter & 
Orme, Sacramento, has been 
named advertising and promotion 
director of KOVR-TV, Stockton, 
Cal. 
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PRODUCTION 
MACHINERY 


(machine tools, materials, gears, speed 
reducers, portable power tools, etc.) 


AS ADVERTISED AND SOLD IN 


Photograph, from an advertisement in FACTORY, tesy Chicago P 


FE actory has uo competition in supplying management help in production and maintenance 
to the men who run manufacturing plants... the men who plan, equip, operate and maintain these plants. They 
read Factory because it is their only source of job help in the area of vital plant management techniques like cost 


control, work simplification, preventive maintenance, work sampling, budgeting, and dozens of others that they need 
to manage production and maintenance operations ethciently. 


These same men are influential in buying almost anything that goes into the plant... from paint to production 
machinery, from steam boilers to packaging materials. Why? Because their responsibility is to improve the product, 
to speed up production, to CUT COSTS. And anything you have that will help do this cannot fail to flag their interest 
. +. no matter what its price. 

Perhaps it’s as simple as this: The Factory audience runs manufacturing plants. Factory serves it with plant 
management help, as does no other paper. The payoff for you is that Factory builds for you a high level of interest 
in ideas and equipment that plant men need to run their plants better. AND ISN’T THAT WHAT YOUR PRODUCT 
WILL DO FOR THESE SAME MEN? A McGraw-Hill Publication (asc, app), 330 West 42nd Street, New York 36, N. Y. 


BETTER PRODUCTION AND MAINTENANCE THROUGH BETTER MANAGEMENT 
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Says Advertising Should 
Promote What's Good for All 

To the Editor: Regarding the 
editorial, “Might Advertising Have 
Helped” (AA, March, 23) and sub- 
sequent letters to you from J. 
Stewart Hunger, Department of 
Health, Education and Welfare, 
Washington, D.C., and Leo E. 
Brown, AMA, Chicago (AA, June 
3), 

Also, Ernest Dichter’s letter (AA, 
June 1) further prompted me to 
write this, showing that there are 
individuals who think for them- 
selves and are not bound by con- 
formity or what “the authorities 
say.” I did not wish to get into a 
discussion on health matters, but I 
think this goes deeper, into indi- 
vidual rights and the reputation 
of the advertising industry. 

Now let’s get down to the sub- 
ject—polio vaccination, which I am 
against. My reasons for opposition 
are: The Salk polio vaccination 
was hurried to completion so it 
would be available for public use 
on the 10th anniversary of F. D. 
Roosevelt’s death, April 12, ’55, 
after only two years’ research. A 
Washington UPI news release, 
May 21, '59, stated incidence of 
paralytic polio had doubled over 
1958, and that 1958 had doubled 
over the same period in 1957. Fur- 
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Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity + Subject Research 
¢ Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, lil. 
WAbash 2-8419 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are wel 


ther investigation of statistics re- 
vealed that among those stricken, 
some had shots and some didn’t. 
National percentages indicated no 
over-all decrease in paralytic polio 
among those vaccinated. 

As reports in your publication 
indicate how rapidly new products 
have risen in sales over the old, it 
is apparent that the majority of 
the public are quick to accept the 
new with very few proven points 
to its advantage and safety. Please 
refer to the Washington, D. C., 
legislation banning Red No. 32 on 
oranges and in other foods because 
it was found harmful, after being 
in use many years (AA, Nov. 24, 
1958). 

To sum up, I don’t feel that the 
advertising business should pro- 
mote, free gratis, something which 
has not been definitely proved of 
inestimable good for all. 

Jean Reeve, 
Detroit. 


AA's Slip Shows in 
Aluminum Foil Report 


To the Editor: As I know Ap- 
VERTISING AGE is deeply concerned 
with reporting advertising activi- 
ties in a correct and honest man- 
ner, we in Alcoa were somewhat 
confused by the statement which 
was made in the March 30 issue, on 
Page 88, under the heading Photo- 
graphic Review. I refer specifically 
to the picture of the aluminum foil 
outdoor poster, and the accom- 
panying copy which reads “First 
outdoor foil—Foster & Kleiser says 
the first aluminum foil in an out- 
door poster is used in this cam- 
paign for Brilliantshine metal pol- 
ish.” 

I would like to refer you and 
your readers to the picture and 
article which appeared on Page 42 
of the Aug. 11, 1958, issue of Ap- 
VERTISING AGE, which shows the 
unveiling of “America’s first full- 
size, all-aluminum foil poster,” as 
sponsored by the Aluminum Co. 
of America. 

For several years, Alcoa has un- 
dertaken a development program 
on aluminum foil outdoor posters 
and these first posters which ap- 
peared in Pittsburgh during the 
summer of 1958 were the kickoff 


CAROLINA 


_ CALLS FOR dane 


MORE THAN 4200 
LINES OF FOOD NEWS 
EVERY WEEK 


It’s easy to understand why the 
guide to food buying for North- 
west North Carolinians is the 
Winston-Salem Journal and Sen- 
tinel. Graduate home economist 
Beth Tartan authors award- 
winning articles of lively interest 
about food and its preparation. 
As cook-book author, lecturer, 
and full-time newspaper writer, 
Beth Tartan’s following makes the 
Journal and Sentinel a source of 
food buying information in this 
vital 1l-county market. Write us 
about our Monthly Grocery In- 
ventory, available free to adver- 
tirers and their agencies. 


wineTou? -SALEM _ 


-. (MORNING) 


IN FACT, you can’t cover 
North Carolina without the 
Journal and Sentinel 


(EVENING) 


“sin SERTINEL, 


(SUNDAY) 


CIRCULATION NOW 
105,147 
(Sunday 75,963) 


Statement ending March 31, 1959 


REP. KELLY-SMITH COMPANY 


on a production basis of this mate- 
rial in the outdoor field. 
T. M. Hunt, 
Aluminum Co. of America, 
Pittsburgh. 


Hardly Safe Any More 

TO THE EpirorR: WHEN FOOTE, 
Cone & BELDING’s FAIRFAX CONE 
RECENTLY COMPARED OUR AD FOR 
AMERICAN PRESIDENT LINES TO AN 
AD FOR ORIENT & PACIFIC IN A TALK 
BEFORE THE VISUAL COMMUNICA- 
TIONS CONFERENCE, WE CAME OFF 
SECOND BEST. I WONDER WHERE WE 
STAND NOW? THIS WEEK’S STARCH 
REPORT OF THE MARCH 14 EDITION 
or THE NEW YORKER, IN WHICH 
BOTH ADS APPEARED, SHOWS THE APL 
AD TO BE ONE OF THE TOP ADS IN THE 
BOOK AND SUBSTANTIALLY HIGHER 
THAN THE VERY EXCELLENT O&P AD. 
It’s ALL VERY CONFUSING TO US— 
BUT IT MUST BE EVEN MORE SO TO 
Mr. Cone. It’s GETTING SO IT’s 
HARDLY SAFE ANY MORE TO RUN 
DOWN A COMPETITOR’S CAMPAIGN— 
PARTICULARLY BEFORE THE RESULTS 
ARE IN. 

Daniel H. Lewis, 
President, JoHNSON & LEWIS 
Inc., SAN FRANCISCO. 


Top Position for Coupon 
Paid Off for KitchenAid 

To the Editor: For a long time we 
have wondered if an ad showing 
a coupon at the top instead of at 


the bottom would bring an im- 
provement in results. 
We hesitated to experiment un- 
til layout necessities forced us to. 
You will note the Speed Queen 


Atlantic-KitchenAid Dishwasher 
ad enclosed placed by us was de- 
signed to tie in with the Con-Edi- 
son ad placed by BBDO. 

As their ad had a coupon at the 
bottom we took the chance of put- 
ting ours at the top. 

This was one of a series of ads— 
all handled the same way—that 
appeared in the New York Times, 
Herald Tribune, and World-Tele- 
gram and Sun. 

In previous campaigns we ran 
similar three-column ads in the 
same papers with the conventional 
coupon. 

Therefore we can make a proper 
comparison and while we cannot 
reveal the exact number of replies 
we can report an average increase 
of 17% for the top position. 

If you think this information of 
interest to your readers, you may 


pec 


Fine Pima Voiles +7 to 1 measure; 
$3 more buys a whole year’s supply | 


Fine Pima Voile; specially priced at $7 to measure, and 
$3 more will get you a whole year’s supply. 


bi 
ratcta!"iu wa et ony tour shina’ your G's T5¢ = 33h 
Custom made shirts are sure to make you look better 
and feel more comfortable. We invite you to come in 
and give it a whirl... a $3 gift from you to yourself. 


r(\N' The Custom Shop Qhitnakeuo 


716 Sth Ave, at S6th St.; Lex. cor. SOth St. opp. Waldorf; 247 Park Ave.; 
37 W. 48 St. in Radio Clty; Madison Ave. at 40 St. (285) & 44 St. (33942) 
38 E. 43 St.; Near Macy’s at 462 7th Ave. & 1368 B'way; Downjpwn at 149 B’way 


Information Wanted About 
What's Being Offered 


To the Editor: Oh! What they’re 
saying—what are they saying? 
John H. Tyner, 
Advertising Coordinator, Bris- 
tol-Myers Products Division, 
New York. 


publish it. 


Leo Bernstein, 
President, Byrde, Richard & 
Pound, New York. 


Two for the Record 


To the Editor: Two nominees for 


=| your wonderful “Ads we can do 


without” series: 
The enclosed is from the New 


}) York Times, an ad for H. E. Harris 
:| Co., Boston stamp dealer. For any- 
‘| one other than a young, beginning 


stamp collector, it is a transparent- 
ly deceptive piece of copy. “FREE 
. scarce genuine postage stamp, 
as illustrated, picturing first U.S.A. 
(issued in 1847!)” would imply 
that they were giving away a pret- 
ty nice stamp. Actually, this stamp 
is a souvenir reprint issued by the 
Post Office Department in 1947, 
and scarce only when you com- 
pare it to an ordinary 4¢ stamp. 
The other nominee comes from 


‘| your May 25 issue, Page 82, and I’m 


i| surprised you didn’t spot something 
awfully wrong. Worst of all, it’s a 
prizewinning ad! It’s that boy in 
the Canadian radio station ad with 
a sharp tin-can top beside his eye! 
How could they possibly give kids 
ideas like that without any thought 


i| to the possible consequences? It 


makes one shudder. (Reminds me 
of Glamour’s recently acknowl- 
edged boo-boo in which they ad- 
vised tired teenagers to loll about 


in a warm bath, with a phonograph 
and a handy stack of records near- 
by.) 

I’m not even sure that that tin 
can will serve as a telephone, espe- 
cially the way the boy is grasping 
it. We used to use paper cups—they 
make a fine speaker and are in- 
finitely safer. 

Howard E. Paine, 

Editorial Layout, National 

Geographic Society, Washing- 

ton, D.C. 


Questions a Detail 
About that Cookie Ad 

To the Editor: Re your interest- 
ing picture story of the “Evolution 
of prize-winning poster” by Young 
& Rubicam for Drake’s cookies 
(AA, June 8). The final poster 
shows a youngster explaining a 
whopping shiner with: “He tried to 
take my Drake’s cookies.” 

Methinks the boy is lying. How 
could he suffer a shiner in the de- 
fense of his precious possession 
and still come up with a cookie in- 
tact? Shouldn’t the cookie have 
broken or crumbled? Unless, of 
course, Drake’s sugar cookies are 
hard as rock. 


R. E. Martin, 
Corporation of Professional 
Engineers of Quebec, Montre- 
al, Que. 


Japanese Camera Ads 
Show U. S. Influence 


To the Editor: Since we at Kam- 
eny Associates handle numerous 
leading photographic accounts, we 
generally follow the Japanese pho- 
tographic publications with inter- 
est. An observation worthy of note 


a U.S.STAMPS 


PLUS COMPLETE U. 


CATALOG 
_— Get-Acquainted Offer 
—From The World's Largest Stamp 
Firm! FREE... scarce genuine postage 
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is the strong influence of the 
American ad approach on Japanese 
advertising. 

For example, in thumbing 
hrough the March-April issue of 
Camerart, an English-language 
photo magazine published in Ja- 
pan, we came across several ads 
that were directly adapted from ad 
slants created by our agency for 
the U.S. market. One ad, in par- 
ticular, produced by a Japanese 
agency for the Auto Terra 35mm 
camera, bore a striking resem- 
blance to the one we prepared for 
the Ricoh 35mm camera, only 
translated into a “Japanese” ver- 
sion, 

Our ad illustrated the perform- 
ance of Ricoh’s Triggermatic Fir- 
ing device by showing a continuous 
action film taken with a Ricoh 
camera at the Floyd Patterson- 
Hurricane Jackson heavyweight 
championship fight. The Auto Ter- 
ra ad in Camerart used a similar 
layout based on the film strip idea 
with only one difference—Sumo 
wrestling replaced boxing as the 
subject. A comparison of the two 
ads strongly emphasizes the influ- 
ence that our American ads have 
had on Japanese agencies. 

We wonder, though, how long 
the Auto Terra photographer had 
to wait to shoot the action sequence 
at the Sumo match. Having seen a 
few Japanese wrestling matches 
ourselves, we found thém to be 
long on ceremony but somewhat 
short on sustained action. That 
this was not the case in the Pat- 
terson-Jackson episode is well 
known, especially to Hurricane 
Jackson. 

Nat Kameny, 

President, Kameny Associates 

Inc., New York. 


No-Price Mystery Sale 
Sets a Record for Piggly 

To the Editor: Re Stanley Ar- 
nold’s condemnation of “. . .com- 
placent sameness” in grocery ad- 
vertising (AA, June 1), here’s one 
we believe he will approve of. The 
grocers with the guts to run it are 


i MYSTERY SALE 


at PIGGLY WIGGLY 


SECRET a had Oe pe th 


Adam and Milton Thomas, opera- 
tors of the Piggly Wiggly super- 
market in Jasper, Ala. (1950 pop- 
ulation: 8,589). In the grocery ad- 
vertising arena, where the only 
difference from one page to the 
next is in the price of five pounds 
of sugar, it took a very “unsame” 
attitude toward promotion to send 
this one to the paper. 

Incidentally, Mr. Arnold is 
scheduled as a speaker at the Na- 
tional Piggly Wiggly Operators 
Assn. convention in Miami Beach 
this August. It would be an under- 
statement to say we’re looking for- 
vard to his talk. 

Estelle Galbreath, 

Editor, “The Turnstile,” Pig- 

gly Wiggly Corp., Jacksonville, 

Fla 


»,S. The artwork for the enclosed 
d was part of the mat service 
urnished all Piggly Wiggly opera- 
ors by this office. To the best of 
ur knowledge, the Jasper opera- 
‘ors are the only ones to have run 
. without a single price insertion. 


. 


TERAOKA SEIKOSHO CO. LID 


ALIKES—At right is an ad prepared by Kameny Associates, using the 
Patterson-Jackson fight to display the fast action of the Ricoh cam- 


Ho— Hot Movis Camera Shelt— 


A meme = ot fee Regen 


Time § Seocmdes 
But futo Terral Pickens  #$NO...THESE WERE 
NOT TAKEN WITH 
A MOVIE CAMERA! 


Dames ae bitte ea 


DD eee, or can OC ETIES FD ne: nore soem oe ee mm tm 


et 


era. At left is an ad prepared by a Japanese agency for the Auto 


Terra camera, illustrating Sumo wrestling instead of boxing. 


Inetfable Admen 


To the Editor: David Ogilvy 
(Ogilvy, Benson & Mather) once 
blandly confessed [in reply to a 
query from a curious AA reporter] 
he had used “ineffable” in some 
copy without really knowing what 
the word meant. This provided 
Thomas Whiteside with the title 
and some amusing paragraphs for 
a magazine article, “Ogilvy, the 
Ineffable Adman,” Harper’s Mag- 
azine, May, 1955. 

Charles Dallas Reach (Reach, 
McClinton) has provided Mr. 
Whiteside a peg for a second in his 
series about admen who use words 
they don’t understand. In your 
June 8 issue Mr. Reach was quot- 
ed, “Hoist on my own petard,” a 
rueful explanation of the logic that 
lost his agency the Playtex girdle 
account. 

Mr. Reach patently doesn’t know 
what “petard” really means. It 
would appear that he thinks it a 
hook, like those used with so much 
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relish at amateur nights. The prep- 
osition he uses betrays Mr. Reach. 
One is not hoist on a petard, but 
by or with a petard. For a petard 
is a bomb or box of explosives. 
Only in the naughty French mean- 
ing of the word could Mr. Reach 
be hoist on his own petard. But 
even this usage strains the laws of 
syntax and good taste—and New- 
tonian physics as well. 
Charles F. Johnson, 
Editor, American Business, 
Chicago. 


BBDO Has Pudding Cakes 

To THe Eprror: Ap AGE JUNE 15 
ISSUE PAGE 82 CREDITS BETTY 
CROCKER PUDDING CAKE [ADVERTIS- 
ING] AS “INFORMATIVE” IN JAMES 
D. WOoOLF’s ARTICLE. KNOX REEVES 
DOES FINE ADVERTISING BUT PUDDING 
CAKE AGENCY Is BBDO. 

Mortimer Berkowitz Jr., 
Account Supervisor, BBDO, 
NEW YORK. 


How to keep your head 
when all about you... 


“As recently as 1927, drivers 
who exceeded the speed limit 
in Peiping, China, were exe- 
cuted and their heads exhibited 
as a warning to others.” 


This fact was reported in Borg- 
Warner’s well known advertis- 
ing series—to ask Americans, 
who knew less stringent laws, 
to keep their heads—and drive 
carefully. 

It is one of hundreds of facts 
Borg-Warner has run in support 
of Advertising Council cam- 
paigns in the public interest. 


Not confused by facts. 


A recent independent depth 
survey, conducted to determine 
what “meaningful thoughts” 
readers derived from these 
spreads, showed 86% of all per- 
sons interviewed considered 
Borg-Warner “‘sincerely con- 
cerned with the public welfare.” 


The climate’s good. 


The survey elicited many vol- 
untary comments to confirm 
the belief that public-service 
advertising helps maintain a 
favorable climate for business. 
Some of the comments were: 
“Borg-Warner has done a lot 
for our country”; “they are 
serving mankind”’; and, ““Borg- 
Warner is tied in with the fam- 
ily and the community.” 


A billion readers. 


Each advertisement since 1952 
has carried an Advertising 
Council message. This is the 
longest, continuous magazine 
support given Council projects 
by any national advertiser. 
Totals: 216 messages and an 
estimated billion and a quarter 
readers. 


You, too, can benefit. 
You can better your business 
climate as Borg-Warner has. Use 
Ad Council campaign slogans 
on your point-of-sale materials, 
on your direct mail or business 
letters, in house magazines or 
annual reports. . . and in radio, 
television and print advertising. 
Here are current campaigns: 

Aid to Higher Education 

Better Mental Health 

Better Schools 

Crusade for Freedom* 

Forest Fire Prevention 

Red Cross* 

Register, Contribute, Vote* 

Religion in American Life 

Religious Overseas Aid 

Stop Accidents 

United Nations* 

United Fund Campaigns* 

U. S. Savings Bonds 


*Noft year-round compaigns 


Free information, posters, repro- 
duction proofs, electros for 
magazines and other advertis- 
ing materials—yours for the 
asking. Send the coupon today, 
or call the Advertising Council 
branch office nearest you. 
Branches in Chicago, Los An- 
geles, and Washington, D. C. 


tie in with the Council... e 
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are you looking for an ideal 
TEST MARKET? 


San Bernardino, California is far enough from Los 
Angeles, 60 miles, to be a separate and distinct market, 
yet convenient enough for economical supervision from 
a Los Angeles office. The composition of the popula- 
tion, their habits and income levels are accurate meas- 
urements for test campaigns. 


The number of retail outlets, outstanding chains and 
independents, plus local wholesalers offer excellent 
distribution opportunities. 

The San Bernardino Sun and Telegram is an outstand- 
ing medium for test campaigns, with a morning and 
evening newspaper, R.O.P. color, and exceptional co- 
operation at a low combined rate. 


For further information as to why this is your best test market 


Bele ie 


Woh 
for your copy of this timely booklet on how you can use air freight profitably in the 
distribution of advertising, sales promotion and display material... 


Companies of every size in every field are finding that planned use of fast, 
dependable Emery Air Freight offers many advantages including more production 
time, simultaneous nationwide distribution, faster on-time deliveries at costs often 
lower than ordinary transportation. 


Simplify distribution of sales promotion material—!ct Emery do the whole job. 


For your free copy of “6 New Ways to Promote Your Products by Air Freight” 
—Call your local Emery office or write: 


Ei MV. Ei \ 4 Y ar FREIGHT CORPORATION 


Dept. AD, 801 Second Avenue, New York 17, N. Y. 


contact your Cresmer and Woodward representative or write TROPHY—J aqua Co., Grand Rapids and Detroit, was awarded a trophy 
direct for our new market study. for the “best advertisement of 1958 in Michigan” by the Detroit 


Academy of Advertising Arts in conjunction with observation of 
SAN BERNARDINO SUN AND TELEGRAM SAN BERNARDINO, CALIFORNIA Michigan Week. The winner was a four-color photographic ad for 
Century Boat Co., Manistee, Mich. Arnold Jones (left), president of 


the academy, presents trophy to 
Cc. C. Stanley Jr., vp of Jaqua. 
Winning ad is in background. 


Coming 
Conventions 


“Indicates first listing in this column. 

June 21-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Homestead, Hot Springs, Va. 

June 22-26. First Advertising Agency 
Group, 3lst annual conference, Belmont 
Hotel, Cape Cod, Mass. 

*June 25. Business Publications Audit of 
Circulation, Chicago regional meeting, 
Sheraton-Blackstone Hotel. 

June 28-July 2. Advertising Assn. of the 
West, 56th annual convention, Tahoe Tav- 
ern, Tahoe City, Cal. 

June 28-July 4. National Advertising 
Agency Network, annual management 
conference, Del Monte Lodge, Pebble 
Beach, Cal. 

Aug. 5-8. Advertising Age’s Second An- 
nual Summer Workshop on Creativity in 
Advertising, Palmer House, Chicago. 

Aug. 12-13. 4th annual circulation semi- 
nar for business publications, Pick-Con- 
gress Hotel, Chicago. 

Aug. 28-30. W. Va. Broadcasters Assn., 
annual fall meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

Sept. 13-16. Direct Mail Advertising 
Assn., 42nd annual convention, Queen 
Elizabeth Hotel, Montreal, Can. 

Sept. 16-19. Mail Advertising Service 
Assn. International, annual convention, 
Queen Elizabeth Hotel, Montreal, Quebec. 

Sept. 18-19. Wisconsin Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Meade Hotel, Wisconsin Rapids. 

Sept. 23-24. National Business Publica- 
tions, New York Regional Conference, Ho- 
tel Roosevelt, New York. 

Sept. 25. Advertising Research Founda- 
tion, 5th annual conference, Waldorf-As- 
toria, New York. 

Sept. 28-30. Southern Newspaper Pub- 
lishers Assn., 56th anniversary convention, 
Arlington Hotel, Hot Springs, Ark. 

Sept. 29. Newspaper ROP Color Confer- 
ence, one-day workshop, Hotel Biltmore, 
New York. 

Sept. 30-Oct. 4. Affiliated Advertising 
Agencies Network, annual international 
meeting, Somerset Hotel, Boston. 

*Oct. 4-6. Advertising Federation of 
America, Seventh District, Roosevelt Ho- 
tel, New Orleans. 

Oct. 14-16. Point-of-Purchase Advertis- 
ing Institute, 2nd national members meet- 
ing, Statler-Hilton Hotel, Washington, 


Oct. 18-20. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 19-20. Boston Conference on Distri- 
bution, 31st annual conference, Hotel Stat- 
ler, Boston. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-23. Junior panel, Outdoor Ad- 
vertising Assn., annual convention, Morri- 
son Hotel, Chicago. 

Oct. 22-23. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 

Oct. 26-28. Life Advertisers Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 
Philadelphia. 

Nov. 23-24. National Business Publica- 
tions, Regional Conference, Drake Hotel, 
Chicago. 


Myrbeck Promotes Randolph 
Laddman W. Randolph, an ac- 
count executive with S. Gunnar 
Myrbeck Co., Quincy, Mass., has 
been named a vp. 
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BALTIMORE HAS CHANGED—FAST! 
AND UNLESS YOU LIVE HERE, YOUR 
"MARKET IMAGE" MAY VERY WELL BE 


ee 

As recently as early 1957, it’s true, Baltimore “boasted” 
about 400 gas-lit street lamps! Today, none light the public 
scene . . . all, literally uprooted “overnight” in the surge of 
modernization and growth that has so characterized the Bal- 
timore area these past few years! 

The Baltimore of today ... the NEW Baltimore is a vital, 
teeming, metropolitan market, alive, alert . . . transfigured by 
an influx of new families, new business, new construction! Here 
is a modern populace, _— with new interests, new desires 
... and the means to satisfy them! 

Compare the NEW Baltimore so clearly evident in the 
facts and figures* shown below... with your own mental image 
of “Baltimore, 1959.” 


METROPOLITAN POPULATION NET BUYING INCOME 
Estimated at 1,626,000 $2,964,515,000 
A 3.1% increase in one year! 
, HOUSEHOLDS FOOD STORE SALES 
‘ Estimated at 458,600 $459,578,000 
as fr ye GEN’L MERCHANDISE SALES 
eis a $335,091 ,000 (STORES) 
EATING & DRINKING SALES wate 
$187,251 ,000 FUR., HSLD. & APPL. SALES 
APPAREL STORE SALES $90,006,000 (STORES) 
$99,342,000 
AUTOMOTIVE SALES DRUG STORE SALES 
$235,354,000 $77,699,000 
POPULATION DISTRIBUTION 
ed Urban: 60.99%/,—Suburban & Rural: 39.1%, 


The Baltimore News-Post and Sunday Ameri- 


"er Hound Were Kune 


can has more than kept pace with this tremend- Cobian OSES, pt 
ous growth .. . this shifting of the population. | BIGg pay 
We deliver 54% of all the households in the | 

major Baltimore suburban areas every day in the areata 

week. Over 61% on Sundays! Any wonder then! ~~" 


that... Wier F -4 
THE NEW LEADER IN THE NEW BALTIMORE IS 


News-Post 
AMERICAN 


SUNDAY 


*Sales Management Survey 
of Buying Power 


Represented Nationally by HEARST ADVERTISING SERVICE INC. OFFICES IN 15 PRINCIPAL CITIES 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


* 
SPECIAL NOTE FROM 
JOHN BURGOYNE: 


William King Pehlert passed away 
from this world’s worries the mid- 
dle of this past April. 


. PE 


BILL PEHLERT 


Bill was one of the ablest and 
most honest advertising men it 
has been my good fortune to 
know, in thirty years of expe- 
rience in this business. Yet—Bill 
was known to only a relatively 
few advertising people. 


Sure—Cunningham & Walsh will 
miss him—as would any other 
advertising agency who had the 
good fortune to have him on its 
team. Bill never pulled punches 
and had the facility for going 
right to the core of any sales 
problem concerned with adver- 
tising. 
But most important of all—the 
spirit, honesty of Bill Pehlert 
will remain with us as an ex- 
ample for emulation. 

John Burgoyne, Jr. 


* 


If you are not on our list to re- 
ceive our Quarterly Merchan- 
dising Reports, please drop us a 
line on your letterhead. These 
reports are prepared under the 
direction of Ben L. Schapker, 
our Merchandising Director, 
and contain capsule facts and 
figures based on the most up-to- 
date marketing and merchan- 
dising information available. As 
one of our clients wrote us— 
“Ben seems to get the news 
sometimes before it happens.” 


We would also like you to have 
at your fingertips, an up-to-date 
list of our test city locations. 
These are cities—representing 
America’s best test markets— 
where Burgoyne is permanently 
set up for Retail Sales Studies 
on grocery and drug products. 
Write or phone today—we’ll 
mail your list pronto. 


caoctarfs ove pinot me. 


onions tories 


(Continued from Page 2) 
ment, rather than merely military 
ones, and that is produced when 
people have to advertise very 
strongly about a particular thing 
companies do—obviously some- 
thing besides the strict military 
needs of this country are becoming 
influenced decisions.” 


s Long-smouldering resentment 
came into the open as a result 
of an ad which Boeing ran in 
Washington newspapers late last 
month reporting that more than 
3,800 subcontractors in all parts 
of the country are participating 
in production of its Bomarc. 

At the House armed services 
committee last week, Rep. Leon H. 


accident that the ad by Boeing 


Gavin (R., Pa.) charged it was no! 


Criticism of ‘Lobbying’ Ads Cuts 
Hope for Rule Liberalization by U.S. 


|appeared at a time when top de- 
fense officials are at loggerheads 
on the allocation of funds between 
the Air Force’s Bomarc, and the 
Army’s Hercules. 

“How did it happen?” he de- 
manded of Philip Taylor, Assistant 
Air Force Secretary for Materi- 
el. “I want to know whether the 
Air Force was in on it, and if so 
why.” 


@ Under questioning by Rep. Ga- 
vin, Mr. Taylor denied that any 
portion of the cost of the Boeing 
ad falls on the taxpayer. Noting 
that the Air Force reimburses con- 
tractors only for help wanted ads 
and for institutional advertising in 
trade and technical publications, 
he said, “Boeing has less money 
|to distribute to its stockholders 


more than three decades. 


When you keep competition 
erowding sail in your wake- 


it's pretty certain your advantage comes from a master's 
skill and sensitive touch e Advertising-wise, it’s the crea- 
tive genius of artist and copywriter, the analytical wisdom 
of media men, the experienced proficiency of production 
men, the gifted know-how of typographers e And multi- 
plying the productive potential of all these talents is the 
craftsmanship of the photoengraver who reproduces the 
colorful brilliance and vitality of your origina! creation 
in copper and zinc e It's significant that an impressive 
number of advertisers with long records of leadership, 


have been specifying ROGERS master-craftsmonship for 


ROGERS 


engraving company 
2001 calumet avenue ¢ chicago 16 


FURST MATIONAL BANK HDG. CnC ,one| MASter-craftsmen of photo-engraving 


because it ran that ad.” 

Rep. Gavin pointed out that 
Boeing is the nation’s biggest de- 
fense contractor, with $2 billion 
worth of contracts—9.8% of all 
defense business. “If the ad cost 
them $2,200 that’s a small amount, 
a gesture Boeing can afford to 
make for the Air Force,” Rep. Gav- 
in complained. “But it was ill ad- 
vised at this time.” 


® Rep. F. Edward Hebert (D., La.), 
who was presiding, said: 

“The secretary stated aptly that 
stockholders got less because of 
the ad. But at some future time 
they will get more.” 

The controversy comes at a sen- 
sitive time, too, for defense indus- 
tries which have been trying to 
interest Congress is a pared-down 
renegotiation law. 

Already approved by the House, 
the renegotiation renewal has run 
into difficulties in the Senate, with 
some members complaining that 
the House version creates opportu- 
nities for defense contractors to re- 
tain profits which would be recap- 
tured under earlier renegotiation 
procedures. 

While advertising is not an al- 
lowable cost so far as the Defense 
| Department is concerned, expendi- 
|tures for advertising have almost 
| always been allowed by the rene- 
| gotiation board as reasonable ex- 
| pense which defense contractors 
|can write off before determining 

the amount of “profit” which was 
| earned on a particular contract. 


| Under these circumstances, big 
|defense contractors like Boeing 
still “salvage” something from ad- 
vertising expense, even if the ex- 
penditure cannot be treated as cost 
in determining the payment they 


| receive from the government. 


With the President and Congress 
complaining about lobbying of the 
defense industries, Defense De- 
partment officials have nothing to 
say about progress on a revised 
version of the armed services pro- 
curement regulations which has 
been sought by big defense con- 
tractors. 

Among the changes in the regu- 
lations which had been urged by 
the defense contractors was a 
change in the treatment of adver- 
tising to eliminate the long-stand- 
ing provision which specifies that 
advertising is not an acceptable 
cost, except for ads in trade and 
technical journals which offer 
no product for sale and are insert- 
ed to support a publication useful 
to the industry. 


ws One revised regulation which 
was being considered last winter 
eliminated the phrase “for the 
support of” trade _ publications. 
Defense contractors have _ also 
been arguing that they should be 
free to decide for themselves the 
media which are most important 
for the welfare of their companies. 

At the armed services commit- 
tee hearing, Air Force staff per- 
sonnel advising Assistant Sec- 
retary Taylor carefully emphasized 
that only a limited amount of 
trade and technical publication 
advertising gets into the cost side 
of the defense contracts. The care 
with which this point was stated 
indicated the Air Force people 
sensed this was no time to be talk- 
ing about more generous treat- 
ment of advertising. 

Currently, however, there are 
reports that, far from liberalizing 
the regulations, some Defense De- 
partment officials are proposing to 
curtail even trade and technical 
journal advertising. 

At least one member of the 
House appropriations committee, 
Rep. Gerald Ford (R., Mich.) is 
prodding the Defense Department, 
with a warning that “politicking” 
by defense contractors through ads 
in technical publications is even 
more flagrant than the newspaper 
ads which have been cited by the 
President. # 
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WATCH THE WOMEN GO BUY... 


WATCH THE WOMEN GO BUY... 


WATCH THE WOMEN GO BUY... 


WATCH THE WOMEN GO BUY... 


The man who watches the wo- 
men go buy every day is the 
retailer. And in Portland, the 
retailer puts the bulk of his ad- 
vertising budget into the one 
medium that’s big as all Oregon 
... The Oregonian. In food ad- 
vertising and total retail, The 
Oregonian is the leader because 
it reaches and influences more 
women. 


How big is the Oregon retail 
market? Almost $212 billion an- 
nually. That's double Boston and 
triple Kansas City! 


Largest Circulation Newpaper in the Northwest 
242,035 DAILY; 306,014 SUNDAY 


The 
Oregonian 
Qq Portland, Oregon 
Leads in Retail 
Grocery Advertising 
Sources: 
Sales Management Survey of 
Buying Power, May 10, 1958; 
Publishers’ Statement for the 
6 months ending March 31, 1959, 
as submitted to A.B.C. 
Represented Nationally by 
Moloney, Regan & Schmitt, Inc, 


MEMBER OF 
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‘60s to Be Business’ Golden Era, 


Barring War, Bungling, AMA Told 


(Continued from Page 1) 
population of over 200,000,000 and | 
provide close to full employment | 
for around 75 to 80,000,000 civilian 
workers. 

“Improved productivity in a) 
rapidly advancing technological | 
society will permit these workers) 
to produce a vast amount of goods | 
and services with fewer hours of 
work—perhaps 35 hours 
week.” 

Dr. Ensley said he based his 
comparisons on today’s prices. He 
said average family income will 
exceed $8,500 by 1970 compared 
with a little over $6,000 now and 
$4,000 just after World War II.) 


1 


s In 1970, nearly half of Amer- 
ica’s families will have a disposa- 
ble income of more than $7,500. 
The bulk of the others will have 
more than $4,000 to spend on goods 
and services. 

“The heights we are likely to 
reach by 1970 strain the imagina- 
tion,” he said. “U.S. consumers | 
will be spending $500 to $550 bil- | 
lion annually—rather lofty area} 
above the present high $325 bil- 
lion level.” 

This new vast reservoir of buy- 
ing power will force new consum- 
er markets to open and old ones 
to expand, he said. 

“Because the volume of dispos- 
able income will be widely dis- 
tributed among relatively high in- 
come consumer units there will be 
a wider choice of how each dollar | 
is used than ever before,” he said. | 


|a “Any of these is conceivable,” 


a “Here’s the challenge for Amer- 
ican business and government. As 
we compete for the dollars of the 
new affluent consumer, will we 
be able to create an economic cli- | 
mate in which consumers can en- 
joy new products, new leisure, 
new public and private facilities 
—yet be free of the fear of erod-'| 
ing inflation and intermittent busi- 
ness declines?” 

Dr. Ensley said people must save | 
as well as spend to create pros- 
perity. Spenders borrow from the 
savers. 

“If people stop saving, they| 
must soon stop borrowing—and 
our economy will stop growing. If 
the thrift industry does its job 
better in the years ahead, we will 
all be better off. There will be 
more adequate savings to finance 
America’s long-term growth, and 
to make consumer spending habits 
more orderly.” 


s At the opening luncheon, J. W. 
Keener, president of B. F. Good- 
rich Co., discussed ‘“Marketing’s 
Job for the 1960s,” outlining the! 
changes in population makeup in 
those years. 

“We'll have an additional 40,- 
000,000 people in our country, over 
half of them under 20 years of 
age. We’ll have 32% more persons 
under 20 than we have now. The 
group 20 to 39 years old, those in 
the reproductive and family-build- 
ing years, will increase about 7,- 
000,000, or 15%. Those 40 to 59, 
the property-accumulating and 
security-building group, will in- 
crease 6,000,000, also up 15%. 


s “The years for tapering off and 
retirement—age 60 and up—will 
show an increase of about 6,500,- 
000, or about 30%,” Mr. Keener 
said. 

Mr. Keener pointed out that 
two-thirds of the total population 
increase will be counted in the 
youngest and oldest groups—‘a 
dominant statistic for marketing 
men in the 1960s.” 

“Some of those under 20 will be 
employed and will have something 
in the way of income. Those 60 
and above will have considerably 
more income than at present due 


dustrial marketing: Looking ahead | 


to pensions, social security, in- 
vestment income and some pro- 
ductive work,” he said. 

Mr. Keener said, however, that 
persons between 20 and 59 will} 
get most of the 45% increase in 
consumer income predicted by 
1970. And added: “With all those | 
children, they will certainly need | 
.” 
s B. E. Estes, vp in charge of mar- 
keting, U.S. Steel Corp., warned | 
another sectional meeting of pit-| 
falls and detours that could keep | 
us from reaching the summit pros- | 
perity of the 1960s. 

Mr. Estes listed global war, | 
runaway inflation, “greatly in-| 
creased government controls of) 
business,” and a long and deep) 
business depression. | 

“Each is possible, and then the | 
shining ’60s would tarnish before | 
our eyes,” he said. 

On the other hand, there could 
be a major breakthrough of some 
sort which could alter the course} 
of history. It could come in the 
area of health—a cure for cancer, 
control for heart disease, the) 
elimination of mental illness. | 

“Unlikely as it appears at this 
moment, a lasting peace might be 
achieved,” Mr. Estes said. “A low- | 
cost means of purifying sea water 
could be developed, leading to the 
opening of vast desert areas to 
agriculture and industry. A prac- | 


|tical means of weather control | 


could be discovered. 


he said, “and they might require 
a complete revision of marketing 


|planning, if not for all industry, | 


Mr. Estes said the key to suc- 
cessful marketing is to anticipate | 
change, to move with change, and 
even to foster change at times. He 
offered five guide points for in- 


then at least for major | 


: | 
and forecasting the size, charac-| 


ter and quality of markets; es- 
tablishing goals; recognizing what 
is required to meet the objectives; 
executing a plan as outlined, yet! 
keeping it flexible enough for) 
change, and evaluation of results | 
along the way so weaknesses can 


be corrected. 
| 


a New products will be needed to) 
keep consumers climbing toward | 
the shining peaks of the 1960s, | 
Walter F. Crowder, editor and 
publisher of Industrial Distribu- 
tion, told his audience. 

“Supplying the wants of new 
citizens—first when they’re chil- 
dren, then when they’re adults 
forming new families—will cer- 
tainly put an economic burr un-| 
der our saddle blanket.” 

Mr. Crowder, discussing pros- 
pects of industrial distributors in 
the 1960s, said they are caught 
in a net profit squeeze, pressed 
between mounting operating ex- 
penses and dwindling gross mar- 
gins. Many of the distributors may 
be forced to reduce the number 
of lines they are handling, and do 
more specialized selling. 


# Leon Arons, vp in charge of 
research for the Television Bureau 
of Advertising, termed many ad- 
vertising media yardsticks as ar- 
chaic and unsuitable for today’s 
highly competitive, complex world. 

“Information all too frequently 
is of a bookkeeping kind,” Mr. Ar- | 
ons said. “Moreover, each measure 
used by a medium has its own 
background and development in 
relation to the operating problems 
of the medium and in response to 
competitive pressures. As a result, 
while a sizable body of informa- 
tion has been built up for each 
medium, the value of much of it 
is drastically limited because the 
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NEW MEDIA—Advertisers may have 
their products listed by brand 
name on this shopping bag which 


doubles as a shopping list. The bags | 


are being offered free to grocery 
chains. 


Shopping Bag 
Is New Medium 


NEw York, June 16—A shopping 
bag imprinted with a shopping list 
is being offered as a new medium 
for advertisers. 

Of white stock, the regulation- 
size bag has printed on it in green 
ink a shopping list of commonly 
used grocery and household prod- 
ucts. An advertiser can have his 
own product listed by brand name, 
at a rate based on $1 per listing per 
1,000 bags. 

The idea is that the bags will be 
supplied free to grocery stores, 
thus saving them the cost of buying 
their own bags. The shopper car- 
ries her groceries home in the bag 
and then saves it to use as a shop- 
ping list to take with her the next 
time she shops. A new bag is then 
given to her at the check-out 
counter. 


s The bag is the handiwork of 
Herbert Kaufman, advertising 
and public relations consultant, 
who is handling both the ad solic- 
itation and the distribution of bags 
to grocery chains. The venture was 
tested for two weeks recently in 
the Jamaica, N. Y., store of the As- 
sociated Food Stores Cooperative, 
where 10,000 bags were given to 
some 3,000 shoppers. 

Attached to the bags were cards 
asking for comments. About 10% 
were returned, with more than 
90% of the returns indicating ap- 
proval of the idea, according to Mr. 
Kaufman. # 


|individual measures do not lend 


themselves to making valid com- 
parisons between media.” 

Mr. Arons also said TvB had 
undertaken a basic research pro- 
ject, in cooperation with a major 
university, to determine the pro- 
cesses involved in informing and 
persuading people through mass 
media communication. # 


Budd Co. Says Continental 
Ads Will Stay at EWRR 

Budd Co., Philadelphia, has an- 
nounced that it is not considering 
switching advertising for its af- 
filiate, Continental-Diamond Fi- 
bre Corp., from Erwin Wasey, 
Ruthrauff & Ryan to Aitkin-Ky- 
nett, which acquired the Budd 
account effective July 23 (AA, 
June 15). 


Fisher Joins Gardner 

William D. Fisher, previously 
vp and director of radio-tv at 
Doherty, Clifford, Steers & Shen- 
field, New York, has been named 
te the new post of vp and director 
of broadcast programming in the 
St. Louis office of Gardner Adver- 
tising Co, 
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45 Stations Drop Preparation H Ads; 
21 Lose Seal; 17 Resign from Code 


(Continued from Page 1) 


that at least four others appealed 
in writing to the tv board. 

With the battle over hemorrhoid 
remedies largely behind it, Mr. 
McGannon said the code board is 
moving ahead on three important 
projects to tighten up on compli- 
ance: 


e In a further crackdown on ads 
for “personal” products, a special 
subcommittee is to go to New York 
in the next few days to help agen- 
cies and advertisers draft “guide 
posts” which can be used to avoid 
“bad taste.” 


e A move to assure closer rela- 
tionships with film producers, by 
hiring a West Coast code enforce- 
|ment officer, and opening a West 
Coast office by mid-summer. 


e A stepped up monitoring pro- 
gram under an arrangement trip- 
‘ling the number of Broadcast Ad- 
|vertising Reports checks used in 
code enforcement work. 


e While the board’s impending 
moves on other personal products 
could ultimately lead to new dis- 
putes with stations accepting con- 
troversial ads, Mr. McGannon in- 
dicated the impending trip to New 
York is not necessarily a prelude 
to a new “crackdown.” 

Distinguishing between the in- 
flexible stand the review board 
took on hemorrhoid remedies, and 
the impending conferences in New 
York, Mr. McGannon said hemor- 
rhoid remedies and feminine hy- 
giene products are specified as 
unacceptable classes of advertis- 
ing under a code amendment 
adopted June 7, 1956, and are not 
eligible for telecasting under any 
circumstances. Other personal 
products are acceptable, he ex- 
plained, so long as they are pre- 
sented “in good taste.” 


s Negotiations with agencies and 
advertisers toward improvement 
for ads for “personal” products 
will be handled by a subcommittee 
headed by E. K. Hartenbower, gen- 
eral manager of KCMO, Kansas 
City, and including Mr. McGan-| 
non and Gaines Kelley, general | 
manager of WFMY, Greensboro. 

The initial contact, Mr. McGan- 
non said, will be with the copy 
acceptance committee of the Four 
A’s, within the next week to 10 
days. Later the code group also 
expects to confer with individual 
agencies and advertisers. 

Mr. McGannon said the code 
review board has seen commer- 
cials on the air, or has learned of 
some which are in _ preparation 
which might not be in good taste. 
It hopes that the conferences in 
New York “will provide guide 
posts” which will enable adver- 
tisers to promote these products 
without violating the standards of 
good taste. 

The official version of the im- 
pending New York trip, described 
by NAB in a press release later, 
said, “The subcommittee plans a 
series of meetings with agencies, 
networks and advertisers, intended 
to achieve an exchange of views 
|and greater understanding of the 
purposes of the code, particularly 
/with respect to the treatment of 
| personal product advertising.” 


| Emphasizing the fact that the 
‘code leaves no alternative so far 
|'as hemorrhoid remedies and fem- 
inine hygiene products are con- 
cerned, Mr. McGannon said 
|the line of demarcation is that 
|hemorrhoid remedies and femi- 
hoayer hygiene products are “inti- 
mately persenal” items, while oth- 
er items, which can be advertised 


with restraint, are merely person- 
| al. 
| “Even in drug stores,” he said, 


“feminine hygiene products ordi- 
narily are not on display, and they 
are usually specially packaged. 
Nor do you see prominent signs 
for hemorrhoid remedies.” 


® His formal statement with re- 
spect to the board’s position was 
carefully phrased to avoid any 
identification of the product which 
is at the heart of the dispute. He 
conceded, however, that to his 
knowledge there is only one hem- 
orrhoid remedy which has been 
advertised on the air. When a re- 
porter asked, “Preparation H?”, 
he answered, “You said it. I 
didn’t.”. Mr. McGannon said that 
so far as he knows no products 
now advertised on tv fall in the 
feminine hygiene category. 

His statement was carefully 
worded to dispel any implication 
that the code board was trying to 
keep hemorrhoid preparations 
from having any access to tv. 
“The stations which have the code 
seal have voluntarily indicated a 
willingness to abide by the rules. 
They have a right to refuse to join, 
and a right to resign if they don’t 
like our rulings. They have a 
right to walk by themselves, if 
they please. And to judge by the 
number who choose not to adhere 
to the code, it can hardly be said 
they are walking by themselves. 

“It must be borne in mind that 
the effectiveness of the code must 
be based on the broadest possible 
demonstration by the television 
industry that the code is a sound 
and workable means of self-regu- 
lation,” Mr. McGannon’s formal 
statement said. 

“As the years progress, the 
greatest respect and commenda- 
tion must be afforded to the mem- 
bers of the industry who drafted 
the code in 1951 and 1952. It has 
proven to be a forward looking 
document and one that can stand 
the passage of time even in such a 
rapidly growing industry as ours. 


s “In the course of the-past sev- 
eral weeks it has been urged by 
some that the code review board 
does not have the right to tell sta- 
tions what to put on the air. This 


| is most certainly so—nothing can 


be substituted for the judgment of 
the individual licensee in fulfilling 
his statutory obligation. Just as 
the stations voluntarily gathered 
together under the code to achieve 
a degree of self-regulation, the 
same voluntary opportunity ex- 
ists for a station to resign from the 
code if he believes he cannot or 
should not conform with its provi- 
sions or their interpretation as 
evolved by the code review board. 

“The voluntary character of the 
code is one of the principal char- 
acteristics that gives it such broad 
acceptance and respect on the part 
of the public, community leaders 
and governmental bodies. 

“The original decision concern- 
ing the unacceptability of adver- 
tising dealing with hemorrhoidal 
remedies was made on June 7, 
1956. That action was unanimous 
by the members of the code board 
and has been considered and re- 
viewed in detail by each of the 
three successive boards and unani- 
mously confirmed. 


s “In this interpretation, the ef- 
fect was to determine that adver- 
tising pertaining to hemorrhoidal 
remedies and feminine hygiene as 
classes of products is not accept- 
able. This does not foreclose the 
manufacturers from the use of 
television, since there are stations 
which are not code subscribers, 
and this advertising could be 


placed on these stations as well as 
any who believe that they couldn't 
comply with the code and are pre- 
pared to forego the seal,” he said. 
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THE ADVERTISING MARKET PLACE 


Rates 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Depertments, Inc., 4041 Marlton Ave., Los 


$1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


Angeles, 8. Axminster 2-0287. Closing 4 


preceding publication date. Display classified takes card rate of 


dli Les A les Monday noon, 7 days 
$18.75 per column 


inch, and card discounts, size and frequency epply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING DEC. 31, 1958 


HELP WANTED 


44,313 — 


POSITIONS WANTED 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St. Chicago, 8U 73-2255 
Account Executive with farm or indus- 
trial client experience for twenty-five 
year old Midwest agency. Must be able 
to write effective copy Broadcast media 
or film production knowledge helpful 
Opportunity offers a real future with a 
growing agency Salary open plus at- 
tractive profit-sharing plan, Send com- 
plete resume, salary requirements and 

scent photo to ; 
) won 2548, ADVERTISING AGE 
200 E. Ulinois St., Chicago 11, Illinois 
MOLENE 
Public Relations 


Editors 
Copywriters Advg. Managers 
Artists Media Production Service 


“All is grist, which comes to our mill” ; 
ANdover 34-4424, 105 W. Adams St., c hgo 3 


LEADING SPECIALIZED AGRICULTUR- | 


staff has 
aggressive 


HER expanding 
experienced and 
space salesman Agricultural experience 
very desirable. Position requires travel 
in mid-west 50% of time Salary, expenses, 
profit sharing and other fringe benefits 
Send complete resume to: E. E Ruther, 
Watt Publishing Co., Mount Morris, Ili- 
nols. 


AL PUBLIN 
opening for 


BARNARD'S 
Nation-wide Placements 
In Advertising and Related Fields 
Exec. Copy, Art, Production, Editorial, 
PR TV-KRadio, Sales, Secretarial, Ete. 
Call Miss Barnard 
WA 2-206, ) 8. State St, Chicago 4 " 
PRODUCTION AD LAYOUT MAN 
Exp. Ad lay-out & promotion man or 
woman for Retail Chain Hard lines. Ex- 
cellent opportunity for aggess ve worker. 
$400 to $500 per month plus fringe bene- 
s. Submit detailed resume 
vs Box 2634, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, Illinois 
TOPY - IDEA MAN - LGE, AGENCY 
Can be wild if record good 
To 10 M - No fee - Write 
A. G. Heighington Associates, 
407 Yorkville Towers, Toronto, Canada. 


BUSINESS MAGS had an off-year, ad 
wise? Not this one! Its 58 net up 8%, to 
date in '59 up 11% - with only one space 
rep! And he's ready for bigger things. 4 
yrs. exp. as ad megr., news editor. 31, 


married, MBA in advtg., prefer NYC or | 


southwest. 
Box 2633, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
JUST A COPYWRITER. Nothing fancy 
Young. Two yrs. top agency. Two yrs 
large Co. Consumer & trade exp. Ads, 
collateral, the works! Prefer agency copy 
or Asst. Ad Mgr. No bragging—just re- 
sults. A card brings complete resume 
Box 2632, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALES 
Ambitious Guy Experienced 
| Versatile Young Personable 
| Box 2631, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
| CAN AND WILL WRITE ABOUT MOST 
ANYTHING FROM ROSES TO RANGES 
6 yrs. general ad agency experience 


8 hrs. PR. Like Pittsburgh but can move 
Box 2630, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCT, EXEC, - AD MGR. 
|} 10 successful years include experience 
|}as Ad. Mer. & Asst. Pub. on outstanding 
consumer specialty mag.; Acct. Exec. in 
small agency serving farm, indus., & 
consumer; Asst. SPM on appliances. 33, 
happily married. Mid-teen salary 
Box 2629, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASST. TO ART DIR. OR ADV. MGR. 
Creative layout designer now employed, 
offers exp. in layout, fin. art, ill, & 
| lettering. Direct mail, publ. ads, catalogs, 
house organs, broch, & sales prom. Mar- 
ried. Reliable. Resume: 
Box 2627, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERSATILE AD MANAGER 
Strong appliance-electronics background. 
Sears and GE-trained. Can handle com- 
plete ad program admin. plus creative 
| work. College grad, 33, 10 yrs. exp 
Box 2625, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACC'T EXECUTIVES 
growing agency with congenial, 
cooperative staff offers opportunity to 
AE. with some immediate billing Ex 
tremely profitable arrangement to the 
right man who is dissatisfied with his 
present financial return Send resume 
and particulars, strictly confidential 

Box 2618, ADVERTISING AGE 

630 Third Ave., New York 17, N. ¥ 
TOPYWRITER AND CONTACT MAN for 
well established, medium size Industrial 
Agency. Opportunity for a man who can 
write technical copy on a variety of 
industrial products Knowledge of elec- 
tricity or electronics helpful Youth is no 
barrier but professional writing exper! 
ence is essential. Send complete 
salary requirements and recent photo if 
possible. (Our staff has been 
this advertisement) 

Box 2626, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Illinois 


POSITIONS WANTED —~ 


Young, 


resume, | 


advised of | 


SALES PROMOTION SPECIALIST 
Agency writer, ad mgr. nat’'l retailer. 3 
yrs exp. circular, news, mag, direct mail, 
radio, Exceptional writer, strong admini- 
strator. After spot as ad mgr. or assit 
Upper 4 figures. 26, family. Will relocate 

Box 2624, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED H.O. Editor AVAILABLE 
Morale-building articles, skilled rewrite 
and camera. Single, 35. 

Box 2612, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

TOP AG MARKETING MAN 
Ag Account Exec. top 4A agency 3 yrs. 
Full Mkting, ad, prom., PR experience 
all media. 4 yrs. Ad Dir. nat. farm mag 
Radio-newspaper exp. Mid 30's, BJ de- 
gree, married, Request resume 
Want position with prog. company or 
manufacturer. South, Southwest, West 

Box 2613, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


TRIPLE-THREAT WRITER 
All-around “Pro.” 17 yrs. advtg., sales 
prom., edit. Creative, mature (41) man; 
works “with” you rather than ‘for’ you 

Box 2636, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinois 


FREE LANCE WRITING 


Box 2637, ADVERTISING AGE ~ 
200 E. Illinois St., Chicago 11, linois 


ADVERTISING, MERCHANDISING 
EXEC 
Successful 14 year record in promoting 
National Brands packaged goods, appli- 
ances. Knows all media, Able market 
planner. Good Administrator and speaker 


38 yrs. old. Available now. Salary range 


$16,500 plus. 
Box 2620, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


After a short indoctrination 


be done from the clients point 
Company in close relationship 


Company’s programs. 


While this position calls for 


our programming operation. 
and tell us about yourself. All 


sion. 


Television Program Supervisor 
One of the country’s leading television advertisers has an un- 
usual opportunity in its Television Programming Section. 


The man we want is under 32, and has had enough experience 
to enable him to quickly assume responsibility in our organiza- 
tion. His background should include several years of production 
work with an agency or a television network or station, with some 
writing and/or editing experience. 


assume the responsibility of supervising several of our programs, 
working with our Advertising Agencies and program talent on all 
phases of programming. His job will be to do everything that can 
top quality programming. This will involve representing the 


all matters concerning the writing, casting, and production of the 


it also requires good business administrative ability since a large 
part of this job is concerned with the business management of 


If you feel that you can qualify for this position, please write 


dence, and no contacts will be made until we have your permis- 


period, the man we employ will 


of view to provide and maintain 


with its Advertising Agencies on 


a high degree of creative ability, 


replies will be handled in confi- 


Box 589, ADVERTISING AGE 
200 East Illinois Street 
Chicago 11. Illinois 


POSITIONS WANTED 


ADVERTISING MANAGER 
Young and enthusiastic 
vertising and Sales Promotion, Copywrit- 


Experienced Ad- | 


ing and Commercial Art. One-man Dept. | 


or you name it. Would like to relocate in 
East. Write for resume, samples 
| Box 2616, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & SALES PROMOTION 
MANAGER 
Experienced all phases adv & sales prom 
(Consumer) Able administrator with budg- 
eting, agency liaison, point-of-sale, all 
types of media, production and ad agency 
background 
Box 2617, ADVERTISING AGE 
| 630 Third Ave., New York 17, N. Y 
MARKETING MAN 
Now ready to asst. busy executive, seeks 
responsible position Broad experience 
in industrial and consumer products, 
| market potentials, sales forecasts, media 
analysis. Age 34, B.S., M.B.A. Start $6500 
Box 2619, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 
FOOD TRADE EDITOR 
years editor of top regional retail 
trade magazine, single, 35, wants 
post with future with food company or 
food publication. Heavy on layout, fea- 
tures, production. Use camera. Can travel. 
Box 2622, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED CHICAGO SPACE 
SALESMAN 


Five 
food 


magazine, Pub- 
Will travel or 


Desires change—Trade 
lishers’' Rep or newspaper 
relocate 
Box 2623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR 
with fresh, unusual 
duties, desires position offering creative 
challenge and solid opportunity. 10 years 
exp. as agency A.D., studio artist, etc.; 
will relocate, Resume on request 
Box 2621, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y 


“REPRESENTATIVES WANTED 


approach to creative | 


PUBLISHING CENTER 


Monmouth County, N. J. 


Located on state highway, 40 miles from New York City 


A publisher who wants to get away from the crowded area is 
acquiring 50 acres for the creation of a publishing center—oflices, 
engraving plant and printing plant. 

Inquiries are invited — from other publishers who want to enjoy the 
many advantages of living and working in one of the finest communi- 
ties in the East, near the site of the recently-announced $80 million 
Bell Laboratories. Write to Box 581, Advertising Age, 630 Third 
Avenue, New York 17. 


GROUND FLOOR OPPORTUNITY 


| Pres. of highly creative fast-growing 
| small hard goods agency looking for 
| 
| 


ADMINISTRATIVE ASSISTANT | 
TO HEAD OF L.A. AGENCY 


Agency proxy being swamped by 
detail work caused / rapid, solid 
expansion. Needs strong “right 
arm” to take over complete ad- 
ministrative responsibilities in 16- 
man agency. Wonderful opportu- 


seasoned AE or 1-man shop to help 
build and share executive load. Will 
eventually share ownership. Billing 
required but man comes first. Box 
580, Advertising Age, 630 Third Ave., 
New York 17, New York. 


Advertising Age, June 22, 1959 


nity for aggressive, personable 


man with strong background in 

all phases of agency operation. 
Salary w-i-d-e open. Write fully; ADVERTISING PROMOTION 

confidences strictly respected. RECENT COLLEGE GRADUATE: 

Box 27 R 408, ADVERTISING AGE || bo IS AN OPPORTUNITY TO 

% om ASSIST WITH ADVERTISING AND 

41 Marlton Ave., SALES PROMOTION PROGRAMS 

Los Angeles 8, Calif. FOR LARGE CORPORATION LO- 


Representative for New York territory. 
Must know metalworking field 
resume to Tooling & Production Magazine 
P. oO. Box 3505, Cleveland 18, Ohio : 
REPRESENTATIVES AVAILABLE 
NEW YORK SPACE SALESMAN 
Desires represent consumer or trade pub- 
lication. Best contacts 
Box 2579, ADVERTISING AGE 
| 630 Third Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


Send | 


CATED IN CHICAGO METROPOL- 
ITAN AREA. PREFER ONE TO 


THREE YEARS EXPERIENCE IN 
SALES PROMOTION OR ADVER- 
TISING. SHOULD BE STRONG ON 
WRITING AND HAVE ADMINIS- 
TRATIVE ABILITY. SEND RESUME 
INCLUDING RECENT SNAPSHOT 
TO BOX 582, ADVERTISING AGE, 
200 E. ILLINOIS ST., CHICAGO 11, 
ILLINOIS. 


COPYWRITER/ENGINEER 
Idea man, blue chip experience, 
versatile. Digs deeply through com- 
plex electronic, mechanical data for 
unique visual ideas, crisp copy. De- 
sires free-lance assignments. Box 
584, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


| MERGER OPPORTUNITY 

| Profitable publisher's representative firm 

| Wishes discuss merger possibilities with 
smaller similar operations in 
Cleveiand, New York. Purpose: more 
thorough selling on national basis. Have 
franchises on successful books which can 
be expanded geographically under merged 
organization. If you aren't quite making 
it now with 2 or 3 books—but like to 

| work and make real money, contact us 
at once. This can be done on a stock 
issue basis wherein you will maintain 
your ownership interest and participate 
in profits 


Box 2614, ADVERTISING AGE 
} 200 E. Illinois St., Chicago 11, Illinois 


WANTED 
ADVERTISING AGENCY 
PARTNERSHIP 


- | Interested in purchasing 25% to 50% work- 


ing partnership 
potential 
with loads of know-how in catalog, direct 
mail, and general advertising is what you 
need, write to 
Box 2615, ADVERTISING AGE 

__200 E. Illinois St., Chicago 11, Illinois 

________ MISCELLANEOUS 

FREE WRITERS CATALOGUE 
| giving manuscript markets. Write Literary 


in agency with growth 


Chicago, | 


If additional capital and a man |} 


| 


| 


| 


Agent Mead, 915 Broadway, New York 10 | 


| ARE YOU ON FILE with executive re- | 


cruiting firms? Let these talent seekers 
| know the job and salary range for which 
you are available so they can call you 
when an opportunity arises. Nationwide 
|list of over 80 executive search firms 
only $2.00. Exeeaid, Box 2647, Grand 
oe ey Station, Dept. 30, New York 17, 


FILMOTYPE ALPHABETS FOR SALE 
11 fonts on 2 reels—Atlas, Alt. Gothic 
(60F G2), Gothic Italic (721GB44), Modern, 
Latin, Harlem, Orlando, Woody, Fortune, 
|Encore. 5 rolls Filmotype print paper. 
Best offer gets this buy 
Box 2628, ADVERTISING AGE 

| 630 Third Ave., New York 17, N. Y. 


THE MAN WHO WAS MERGED 
out of our accounts — 


—built our business from a little bit 
to a lot more. He built other busi- 
nesses too, some from such humble 
beginnings to such huge proportions 
that to claim anything more than 
meager credit would be way out of 
pre »ortions. He is a_ specialist at 
uilding sales. 


Currently he is an officer in a 
large, medium size agency. He 
knows every phase of the agency 
business and how to run it. He is 
also a new business getter, having 
landed some two dozen accounts in 
his present tenure of office. He is a 
good marketing man and nearly 
great on the plans board. As a con- 
tact man he wears well—he still 
serves the first account he landed 
25 years ago. He is a man’s man, 
swell —— teller, accomplished so- 
cially, well read, well traveled, well 
educated. He is well heeled too, so 
that an immediate financial income 
is the last consideration after find- 
ing a progressive outfit in N. Y. by 
gentlemen, who need our man. Box 
586, Advertising Age, 630 Third 
Avenue, New York 


His Former Clients 
who urge this change 


Agencies in the first 10, save your 
postage. 


THE HERTZ CORPORATION HAS A JOB FOR A CREATIVE... . 


NATIONAL SALES PROMOTION MANAGER 


How would you like to be responsible for the creation, develop- 
ment_ and maintenance of the Sales Promotion Program of 
America’s oldest and best known car rental company? 

Would you like to present your ideas for marketing and pro- 
moting the famed Hertz Rent-A-Car, Truck Lease and Car Lease 
Divisions directly to management? 

Such a man would use his sales and promotion experience to 
help guide Hertz along exciting new sales roads. He would step 
right into an executive position in our Chicago headquarters. He 
would be between 30 and 40. In addition to a salary commensurate 
with his abilities, he will be eligible for a bonus at year’s end. 
He will partake of all the usual employee benefits including hos- 
pitalization and pension plan. 

_ Are you that man? We would like to have you tell us by send- 
ing your résumé (it will be treated confidentially, of course) to: 
Mr. Fred A. Mudgett, Director of Advertising and Sales Promotio 
I A : s ‘ n 
The Hertz Corporation, 218 S. Wabash Ave., Chicago 4, Illinois 


NOW AVAILABLE! 
In quantities—one to a thousand. Gen- 
uine JEWELTONE, fully COLOR balanced 
dye transfer prints from your COLOR trans- 
parency or artwork. Perfect for every 
Sales, advertising or display need. Sizes 
4x5 to 16x20. LOW COST! Example: 100- 
8x10 prints, $175.00, plus postage. Also, 
Carbro quality reproduction prints. Price 
lists and quotations on request. 
COLORAGE, Inc. 
116A S. Hollywood Way, Burbank, Calif. 


AE, foods, major agency. 35-50. Solid 
record important accounts. $25-35M 
ART DIR., agency. Adventurous 
but practical. 18-20M 
AE, foods, 29-33. Tough, smooth 
finish. Marketing knowledge. 15M 
MKTG. RESEARCH MGR., food co., 
Coast, to grow into mktg. 
Heavy academically in research, 
plus consumer goods exper. to 14M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


PUBLIC RELATIONS AND 
ADVERTISING MANAGER 


FINANCE COMPANY 


One of the country’s major finance companies engaged 
in automobile finance, personal loans and business financ- 
ing, located in the mid-west, needs an able administrator 
to head up an expanding public relations-advertising func- 
tion. Strong public relations experience, with an adequate 
advertising background, are required. 

The right man must have considerable stature to provide 
leadership and to. give management expert counsel on 
public relations and advertising. 

Write Box 591, Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois, including brief résumé of experience, 
qualifications and age. State salary requirements. 


Replies held in strictest confidence. 
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overloaded? Write: 


ONE OF N.Y.’S TOP COPY MEN 
GOES FREE LANCE 


Assignments Wanted e Agencies or Clients 
Ideas @ Presentations e Portfolios 


Highly original, imaginative. Responsible for many dis- 
tinguished campaigns. Long service in executive creative 
jobs with leading agencies includes print, promotion, radio, 
TV, in a wide variety of fields . 
striking dramatization of a basic sales point, or thoughtful 
analysis of a selling problem? Or is your regular staff just 


. . Need a fresh appeal, 


BOX 587, ADVERTISING AGE 
630 Third Ave., New York 17, N.Y. 


that sparkles with originality. 


SOMEWHERE IN A LAYOUT BULLPEN ... 


there’s a good layout man who wants to step up. He’s not the 
“designer” type, nor is he “way out” 
pick-up an idea or piece of copy, for a collateral piece or an ad, and 
with a minimum amount of supervision turn it into a visual or comp 


. . . but he has the talent to 


We think he’ll like working with us. We're a medium size, Michigan 
Avenue agency. He'd be the newest addition to a top-notch creative 
team that gets a “kick” out of making better ads than the big shops. 


If this sounds like you, and your salary requirement is just breaking 
the five figure barrier, write and tell us you want an interview. 

P.S. This isn’t your shop or you'd know about this ad. Address reply 
to Box 583, Advertising Age, 200 East Illinois Street, Chicago 11, II. 


Fine, Fast, Fairly Priced Photography 


photographers 


DEARBORN 2-1062 
107 NORTH LASALLE STREET CHICAGO | HLLINOIS 


PUBLICITY COMMERCIAIL 
CONVENTION INDUSTRIAL 


ADVERTISING PRODUCT MANAGERS 
The Toni Company, because of 
expanded needs, is aggressively 
seeking two men to fill two 
Senior Product Manager vacan- 
cies. 

5 to 7 years of advertising ex- 
perience in small consumer 
package goods is essential. Ad 
agency experience—account ex- 
ecutive or assistant account 
executive—will be extremely 
helpful. 
Salary is open. 
Qualified candidates will be in- 
terviewed in Chicago office. Ap- 
pointments may be made by 
calling: 
P. Jernberg 

WHitehall 4-1800 
on Monday, Tuesday, and Wed- 
nesday, June 22, 23, 24. All con- 
tacts will be kept in strictest 
confidence. 


| 
| 


GLAMOUR GIRL PAINTINGS 

FOR SALE. BARGAIN PRICES 
5 full-color original paintings of gorgeous 
girl subjects used on small run of calen- 
dars. Large size 2 x 3 ft. Painted by fa- 
mous artist, K Munson. Fine for 
framing or advertising reproduction. Send 
for details and color prints showing 


subjects 
WEINMAN BROS. Inc. 
3260 W. Grand Ave., Chicago 51, Ill 


The Midwest's 
outstanding placement 
service for Adv.* Art & 
allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


ri AE Indl. Accts to 11M 


ASSISTANT 
ADVERTISING MANAGER 


Excellent opportunity for 
man experienced in adver- 
tising production and capa- 
ble of supervising direct 
mail program. Automotive 
parts manufacturer. St. 
Louis, Missouri location. 
Replies considered confi- 
dential. Send résumé to 
Box 585, Advertising Age, 
200 E. Illinois Street, Chi- 
cago 11, Illinois. 


vertising. 


NEEDED: 
EXPERIENCED COPY WRITER WHOSE 


FIELD INCLUDES AUTOMOTIVE COLLATERAL 


For this job, you need to be able to turn out highly 
competent, well-styled automotive collateral with 
little supervision. You should also be capable of 
creating original and distinctive direct mail ad- 


The job is in Chicago—with one of the country’s 
largest agencies. Eventually, it can lead to interest- 
ing opportunities in fields outside automotive. Pay 
is excellent, and the agency is known as a pleasant 
place to work. Just give us a brief sketch of your 
experience and your capabilities. 


Box 5909 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


hivterene Stee Figs. 
se) i 


Ellington Named 
Northam Warren's 
Second Agency 


(Continued from Page 3) 
—well versed in fashion and cos- 
metics, with strong drug, food and 
syndicated store experience. 

“They had experienced teams 
on deck ready to go, thus enabling 
us to get to work the fastest,” he 
said. 


® At Doherty, Clifford the man- 
| agement supervisor on the account 
'will be Donald K. Clifford, chair- 

man of the board. The account 
| supervisor will be William Holden, 
| vp, with Robert Curtis, vp, serving 
| as account executive. 

At Ellington, the management 
| supervisor will be Jesse T. Elling- 
|ton, board chairman. William Bar- 
tel, exec vp, will be account su- 
pervisor, and Kenneth Hurd, vp, 
will be account executive. 

It may sound hackneyed, Mr. 
Marsh added, but he felt that the 
agency selections were being sup- 
ported by exceptional client en- 
thusiasm. “There’s a vibrant feel- 
ing of enthusiasm throughout the 
company over these agencies—to 
an extent that I’ve never before 
/seen in a company. We're looking 


MARKETER AVAILABLE 


How can 32 words describe the dis- 
cipline and experience of 12 years 
in selling, advertising and merchan- 
dising consumer packaged products? 
I'm a marketer, not a copywriter 
Résumé has details. Write for it. 
Box 588, Advertising Age, 630 Third 
Avenue, New York 17, New York. 


NEW ENGLAND 
OPPORTUNITIES 


Asst. Art Dir. 4A Exp. 10M 
Copy writer 7-8M 

Editor House Organ 6M 
All inquiries received in 


strict confidence 


SOS PERSONNEL BUREAU 
127 Tremont Street, Boston 8, Mass. 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Melba, Hirer 


Specialized Personnel Service, Inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


EMPLOYERS! 


We have well qualified 
Copywriters 
Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 
Editors 
Photographers 

PROFESSIONAL, SALES 

AND CLERICAL OFFICE 


ILLINOIS STATE EMPLOYMENT SERVICE 
73 West Washington Street 
Financial 6-3960 


PAUL GREENBERG has been named co- | 


chairman of Stanfield, Johnson & 

Hill Ltd., Montreal. Mr. Greenberg 

was formerly managing director of 
the agency. 


forward to many, many years to- 
gether.” 


® The Warren account had been 
at Doyle Dane for exactly one year. 
Before that it had been at J. M. 
Mathes Inc., which was appointed | 
in 1949 to handle Odorono. In 1951, 
the agency was also given the| 
Cutex and Peggy Sage brands, 
thus becoming the company’s sole 
agency. In 1955, Cutex and Peggy | 
Sage went to Dowd, Redfield & 
Johnstone for five months, before 


| ranking 


market varies from 1.2% 


119 


being reassigned to Mathes. 

According to the Consolidated 
Consumer Analysis of 21 news- 
paper markets, Cutex nail polish 
is the second best seller in these 
markets, ranking behind only Rev- 
lon. Its percentage of market 
ranges from 16.1% to 39.2%. Cutex 
lipsticks do not fare quite as well, 
from fourth to tenth 
place in these markets. Share of 
to 3.2%. 

In deodorants, Odorono ranges 
from seventh to 14th place in 
sales in these markets, with share 
of market varying from 1% to 
44%. # 


Burbey, Kuehne Promoted 
The Detroit Times has named 
Louis H. Burbey to the new post of 


research director and Hans W. 
Kuehne layout and copy manager. 
Mr. Burbey has been with the 


Times 29 years. Mr. Kuehne, with 
the Times seven years, previously 
was in general advertising pro- 
motion. 


i SAVE $ SAVE $ SAVE | 


&. 
Lowest Cost Duplicating Service MAGI-COPY } 
Office Copy Machine Owners! Photostat | 
Users! Need 3—6-—6—10—15—20-—-25--50 i 
—100 copies? Low as Te per copy No 
machine to buy—we do it all, Just send \ 
us what you want copied, we do the rest £ 
Mail orders welcome. Write or call for 
FREE price list and information iS 

ALFRED MOSSNER COMPANY 
108 W. Lake St. Chicago 1, Illinois 
Phone: FRanklin 2-8600 


Need a very 


——~ special person to 
handle your art work? 


...0r perhaps you're looking for a copywriter, pro- 
_ duction expert or sales promotion genius. Doesn't 
matter which—the best place to seek him out is 
in The Advertising Market Place of Ad Age. For 
| that’s the one place in the world each Monday 


where over 


158,000 marketing men meet to 


hire, buy and sell services or products. A low-cost 
message in the Ad Age classified section gets big 


Use This Space to Print or Type Your Classified Advertising Message 


results—fast. Try it today or whenever you have 
something to buy from or sell to marketing men. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


| My Name 


| Street 


I___State 


“City 


Clip and mail 


this form to: 200 €. Ill 


Chicago, 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


inois St. 
Illinois - 


4041 Marlton Avenue 
Los Angeles 8, Calif, 
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Kiefer Sparks Reppert 


WINNERS—G. D. Crain Jr., publisher of Industrial 
Marketing, presents plaques to the winners of the 
Industrial Marketing Editorial Achievement Compe- 
tition: D. C. Kiefer, Steel; Bayne A. Sparks, Ameri- 
can Builder; George Reppert, American Machinist; 
Donald L. Raggio, Progressive Grocer; Harry Wad- 


Raggio Crain 


NIAA Gets New Name, 


Membership Structure 


(Continued from Page 1) 
association, from National Indus- 
trial Advertisers Assn. to Assn. of 
Industrial Advertisers. The new 
name eliminates “National,” a 
term which was considered inac- 
curate because the organization 
has two Canadian chapters and 
numerous members in other coun- 
tries. 

e 2. Membership dues were raised 
from $25 to $35 annually. 


e 3. Local chapters are to take 
steps to see that no more than 40% 
of their membership is composed 
of other than “active” members, 
but all present associate members 
are to be protected in their mem- 
bership. “Active” members are 
industrial advertisers and adver- 
tising agency personnel; “associ- 
ate’ members are media repre- 
sentatives and other suppliers. 


e 4. A new class of sustaining 
memberships is set up, with an 
elaborate scale of dues, ranging up 
to $1,500, for companies. 


Although the official delegates 
representing the chapters adopted 
the recommendations of the Jen- 
sen committee, they are not yet 
legally effective because of parlia- 
mentary problems. They must now 
be formally adopted by the associ- 
ation’s board of directors and then 
submitted to the membership for 
approval. 


a Adoption of the Jensen report 
followed so much debate and legal 
maneuvering—and so many 
changes of direction—that wags 
among the membership were sug- 
gesting the association change its 
name to the National Industrial 
Debating Society. 

When the committee’s report 
was first presented yesterday 
morning, seven of the 15 proposals 
were considered non-controversial 
and were adopted immediately. 
But the very first one—calling for 
a change of name—brought ob- 
jections and was finally tabled, in 
effect killing the proposed change 
of name, 

Similar rhubarbs—accompanied 
by almost continuous rulings from 
the professional parliamentarian 
engaged to keep the debate within 
something resembling reasonable 
bounds—marked the discussion of 
each of the controversial points in 
the committee report. 

The recommendations of the 
organization development commit- 
tee, which was set up a year ago, 
after the NIAA went through a 
first-class wrangle and_ turned 
down efforts to change its organi- 


Waddell 


Dunkle O'Neill Mast 


dell, National Petroleum News; Chris Dunkle, Elec- 
tronic Technician; Brian O’Neill, Manufacturing & 
Industrial Engineering; Bud Mast Jr., Volume Feed- 
ing Management. The presentation was made at the 
annual convention of the National Industrial Adver- 
tisers Assn. in San Francisco. 


chapter presidents are subscrib- 
ers. 
“Although for two years the 


| institute offered a full set of re- 


ports, representing some $100,000 


|in research costs, for a mere $10 
|to cover shipping costs, to chap- 
zation drastically, are designed to| te™s which would like to present 
(1) strengthen the national as-| them to colleges and universities, 
sociation, (2) solve the financial - = fag ar ogghneen gesnte 2 
problems which have continually . =  SSENS, HAVE Seep 
plagued it and (3) make the 4,000- | the of _ diti  ‘aeadte 
member organization a more ef-| ; 7 a ition, ae eo ped 
fective voice for industrial adver-| Charged, NIAA officers as well as 
tising and marketing. | other members are chiseling on 

|the research institute by getting 
® As though the hassle over the | Its reports without paying for 


reorganization committee’s recom- 
mendations was not enough, the 
business proceedings were enliv- 
ened by an unscheduled address 
by Dr. Joseph E. Bachelder, di- 
rector of the Industrial Advertis- 
ing Research Institute, who took 
violent exception to a recommen- 
dation of the NIAA executive 
committee. 

The research institute, although 
operating with a separate staff and 
budget and its own trustees, is 
legally a creature of NIAA, having 
no corporate identity of its own. 
Dr. Bachelder and the _ institute 
trustees have sought to have the 
NIAA constitution amended so as 
to cut the corporate umbilical cord 
and permit the research unit to 
incorporate separately. But the 
NIAA executive committee voted 
in April not to permit such sever- 
ance, and the meeting here yester- 
day quickly and without discussion 
approved this action. 


® Thereupon Dr. Bachelder sought 
and secured the floor, and deliv- 
ered an impassioned attack on the 
action of the executive committee, 
asserting that “the parent appar- 
ently had little interest in support- 
ing its offspring,” but still refused 


to let the offspring go off on its! 


own. 

Members were not properly in- 
formed as to the issues, he said; 
the request for separate corporate 
identity was perfectly reasonable, 
and the research organization 
wanted to maintain all other rela- 
tionships with the association, in- 


cluding representation on the 
institute’s board. 
Nevertheless, Dr. Bachelder 


proceeded to make it perfectly 
clear that in his opinion NIAA is 
not supporting the research insti- 
tute, has no interest in its opera- 
tion and is being unreasonable in 
maintaining corporate control over 
it. 


= “Not over 15% of the companies 
represented in NIAA have ever 
subscribed to the institute,” he 
said. “Of the seven vps of NIAA 
at the present time, only two are 
subscribers; only 13 of the 61 
directors of NIAA are subscribers 
to the institute; only four of the 30 


® As a result of his plea, the 


meeting promptly reconsidered its | 


vote and then tabled action. Al- 
though this represented a tribute 
to Dr. Bachelder’s eloquence, its 
practical importance is probably 
negligible, because it simply 
means that the status quo is 
maintained, and the Industrial 
Advertising Research Institute 
continues under the corporate 
wing of NIAA (or Assn. of Indus- 
trial Advertisers, as it will pre- 
sumably emerge). 


eH. A. (Hi) Harty, advertising 
and sales promotion manager of 
Wolverine Tube division, Calumet 
& Hecla, Detroit, was elected 
chairman of the board of the 
association. He succeeds M. Steph- 
ans Miranda, Dresser Industries, 
Dallas. 

Elected vps were Jay M. Sharp, 
Aluminum Co. of America, Pitts- 
burgh; George Billings, G. H. 
Tennant Co., Minneapolis; James 
E. Borendame, Acme Steel Co., 
Chicago; Charles C. Wardell, Hyatt 
bearing division, General Motors 
Corp., Harrison, N. J., and Jordan 
D. Wood, Jones & Lamson Ma- 
chine Co., Springfield, Vt. 

Michael J. Turner, G. M. Bas- 
ford Co., New York, was elected 
secretary-treasurcr. Ray Richard, 
Conover-Mast Corp., New York, 
and A. Boyce Craig Jr., Ingalls 
Industries, Birmingham, Ala., were 
elected directors at large. + 


Reebel to Clark & Bobertz Unit 
Dan Reebel, formerly senior ac- 
count executive of Griswold-Esh- 
leman Co., has joined the Hick- 
ox-Donnelley division of Clark & 
Bobertz, Cleveland, as vp and ac- 
count executive in charge of Cleve- 
land Worm and Gear Co. and Far- 
vel Corp. Clark « Bobertz also has 
named Ted Schurtleff a vp and 
public relations director, with 
headquarters in Detroit. He for- 
merly was vp of pr of LaRue, 
Cleveland, Detroit agency. 


Sorzano Associates Moves 

J. F. Sorzano Associates, New 
York management consultant, has 
moved to 100 E. 42nd St. 


Judges Hack 
‘Liver Out of 
Carter's Pills 


(Continued from Page 1) 
liver” and will “wake up the flow 
of liver bile,” the judges declared 
that “Carter’s pills will have no 
therapeutic action, effect, or in- 
fluence, corrective or otherwise, 
on the liver.” 

The judges held that Carter 
“has been engaged in the sale and 
distribution in interstate com- 
merce of laxative pills which con- 


tain grain of purified aloes, a 
cathartic. 
“In numerous hearings,” the 


judges declared, “the FTC found 
that normal frequency of bowel 
action varies widely among indi- 
viduals and that Carter’s pills, 
contrary to its advertising, will 
tend to aggravate spastic constipa- 
tion. 


s “In addition,” today’s decision 
asserted, “habitual use of laxa- 
tives tends to produce irregularity, 
rather than to restore regular- 
a 
advertising. 

“Evidence shows 
repeatedly made and 
false representations in its general 
advertising that use of its medic- 
inal preparation will stimulate 
the production and flow of liver 
bile, thereby rapidly improving 
the health of users. 

“Carter also falsely claims in 
this widely disseminated adver- 
tising,” the decision went on, “that 
use of the pills provides an effec- 
tive treatment for a vast array of 
common human ailments, includ- 
ing disorders and diseases of the 
liver. 

“Many of these claims consti- 
tute false representation in ad- 
vertising, and this sort of conduct 
constitutes unfair and deceptive 
acts and practices in interstate 
commerce within the meaning 


that Carter 


of Section 5 of the Federal Trade 


Commission Act.” 


s The decision does not list all of 
the advertising claims by Carter 
which were noted in the FTC 
;}complaint, but it does point out 
|that “proof was the introduction 
| in these hearings of copies of 
| newspaper ads and radio scripts.” 
| The FTC order, which now be- 
|comes_ effective and must _ be 
|obeyed unless the circuit court 
|decision is reversed by the Su- 
|preme Court, specifically forbids 
|Carter from the use of certain 
advertising claims. 

These claims range from “will 
help food digestion,” ‘“Lessen food 
decay” and “Will clear away the 
dark clouds of listlessness and 
despondency” to the assertion that 
the pills are good for “overeating 
and over-indulgence.” 

The FTC was justified, the cir- 
cuit court declared, in its charges 
that “all of Carter’s advertising 
claims are grossly exaggerated, 
false and misleading, in that their 
pills do not make liver bile flow 
freely and, to the contrary, may 
interfere with the digestive proc- 
ess.” 


# “The conclusions which that 
agency reached must be upheld 
by this court and are not to be 
condemned. The FTC did not err 
in making its findings of fact,” 
the ruling said. 


our judicial judgment on purely 
medical facts for that of the FTC,” 
but it did decide that the FTC 
order was not wrong or arbitrary. 

“We think the FTC was acting 
well within the orbit of its author- 
ity when it ordered excision of 
the word ‘liver’ from the trade 
name of Carter’s product,’ the 
| judges declared, “and we point 


. a claim common to Carter | 


is making | 


The court refused to “substitute | 


Advertising Age, June 22, 1959 


out that despite Carter’s claim 
that its business would be totally 
destroyed if the FTC order is sus- 
tained, this order does not enjoin 
Carter from the use of advertising 
claims concerning the cathartic 
| properties of its pills, unless such 
claims are of a character clearly 
prohibited by the express terms 
of the FTC order.” 

s The circuit court also agreed 
with the FTC that “Carter’s acts 
and practices are all to the preju- 
|dice and injury of the public and 
| : P ® 
}constitute unfair and deceptive 
,acts and practices in common. 

| “The FTC order,” the judges 
| concluded, “presents the only bar- 
rier to a possible renewed use of 
many or all such therapeutic 
claims in any future advertising 
by the Carter company.” 

The case has been on federal 
dockets since 1943, when FTC 
| first took exception to Carter’s ad- 
|vertising and held a total of 149 
hearings to prove its contention 
that the advertising was “false 
and misleading.” 

After 142 days of hearings and 
10,647 pages of testimony were 
taken (the case had to be reargued 
three times because of turnover 
of commissioners), the commis- 


| 


sion handed down a decision in 
Washington on April 5, 1951. 

The FTC complaint, cited in 
|today’s decision (which can still 


be appealed to the Supreme Court), 
covered 16 printed pages and set 
forth a long array of charges that 
Carter Products “has and is dis- 
tributing many false and mislead- 
ing claims in its advertising for 
this product, as well as making 
disparaging statements about cal- 
omel and other laxatives.” 
|# Carter’s answer to the FTC, 
|in July, 1943, said, in effect, that 
'the company “did not mean to 
make therapeutic claims” in its 
advertising and that some of the 
advertising claims have been 
“abandoned for a long time.” 
Carter appealed to the ninth 
U.S. circuit court of appeals and 
on Jan. 19, 1953, that court set 
aside the FTC order, declaring: 
“We think the rulings of the 
| (FTC) examiner tended to be in- 
\sufferably technical, where not 
| wholly erroneous.” 


s A Carter appeal to the Supreme 
Court was based on the contention 
that the company had been denied 
a fair hearing “because the FTC 
examiner restricted Carter’s right 
to cross-examine three expert 
witnesses.” 

The Supreme Court remanded 
| the case to the circuit court here 
for a ruling on the medicinal value 
of the pills. The decision handed 
|down today upheld the FTC’s cease 
and desist order of Oct. 4, 1956. 

The FTC reopened the case in 
October, 1956, with a new cease 
and desist order, at which point 
Carter’s defense went back to the 
very beginning again, challenging 
the order on its merits as well as 
on procedural matters. 

Shortly after the second go- 
‘round, it was estimated that the 
case had cost the government and 
Carter about $1,000,000 apiece. 
The hearings totaled 150, in six 
different cities; the transcript was 
up to 11,197 pages including 2,236 
technical and medical exhibits. 


= In New York, Henry H. Hoyt 
Jr., secretary of the company, said 
that Carter will wait the full 90 
days allowable under the law and 
then file a writ of certiorari with 
the U. S. Supreme Court. 

In answer to a question, Mr. 
Hoyt said that there would be no 
changes in advertising of Carter’s 
Little Liver Pills at this time. 


s William L. Hanaway, Carter 
Products’ counsel, did not think 
the court could rule on a certiorari 
petition much before November 
If it is granted, Carter will pre- 
pare a brief by about the end of 
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Rome Pe Sar Se 


Advertising Age, June 22, 1959 


the year, which would probably 


| Now! SIR WALTER RALEIGH in a Pouch! 


be argued in March and ruled re an 
by the Supreme Court some time ie en oe, 
around next summer. ee 4 cg . 
If the court does not grant the | a FRESHER! 
petition, “That’s the end of the! ™., Mew airpia0t stuminum soit pawon 


case,” Mr. Hanaway said. 


® Carter Products began business 


in 1870 as the Carter Medicine 
Co., selling the famed Little Liver | aN? 


Pills, but the product is now be- 
lieved to account for less than 
10% of the company’s sales, which 
in fiscal 1958 were $42,000,000. 

The main part of Carter’s busi- 
ness today is in prescription sales 
of tranquilizers (its own Miltown 
brand, plus licensees). 

Sales in the past fiscal year, 
ended March 31, ’59, were $48,082,- 
373—an alltime high in all cate- 
gories and a 13% increase over the 
preceding year. Ethical sales were 
$25,383,300, a 10% increase and 
53% of the total business. Proprie- 
tary and toiletry sales were $21,- 
341,000, also a 10% increase, and 
44% of total sales. Export sales 
were 6.3% of the total. 

Among the company’s consumer 


advertised products are Arrid, Rise | 


shaving cream, Snow White aerosol 
toothpaste, Colonaid laxative, and 
Nair depilatory. Carter also owns 
Frenchette Co., maker of sala 
dressings, and operates it as a div- 
ision. 


® Expenditures for Carter’s Little 
Liver pills are not known, although 


Drug Trade News reports a spot tv | 


expenditure of $718,000 in 1958. 

Carter’s total 1957 ad expendi- 
tures were estimated by AA at 
$13,500,000, of which $11,000,000 
was in measured media. + 


William B. Kastor, 
Agency Veteran, 
Is Dead at 84 


Cuicaco, June 16—William B. 
Kastor, 84, secretary of H. W. Kas- 
tor & Sons Advertising Co., and a 
veteran of more than 60 years in 
the agency field, died in Presby- 
terian-St. Lukes Hospital yester- 
day after a long illness. 

Born in St. Joseph, Mo., Mr. 
Kastor joined the agency in 1898— 
three years after it was founded 
in St. Louis by his brother, Louis, 
and their father, H. W. Kastor. Five 
other brothers—Ben H., E. H., Fred 
W., Richard H. and arthur G.— 
also worked for the agency. 


8 William Kastor specialized in 
media buying and contact with 
media representatives. He had 
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Carson tat 


«Teor See STR WALTER RALEIGH | 
|NEW POUCH—Brown & Williamson 
| will break this 330-line ad June 
28 to introduce a new pouch for 
Sir Walter Raleigh tobacco. 60 
|newspapers and supplements in 
major markets are on the schedule, 
|supported by tv spots. Keyes, 
Madden & Jones is the agency. 


'| communication; Mike Turner, G. M. Basford Co., finance; Charles Bry- 


| Mathes Seen Leading Candidate for Underwood 


Plastics Society 
Drive Warns on 
Film Bag Misuse 


(Continued from Page 1) 


a result of the misuse of ultra- 
thin plastic bags. 


a “This is a tragic—and unneces- 
sary—price to pay for the conven- 
ience of these new bags,” the copy 
reads. 

The ads then warn that the bags 

| should not be used as makeshift 
covers, be given to children as 
playthings or be kept after they 
|have served their “intended use- 
fulness.” Directions for destroying 
the bags also are given. 

The society also has distributed 
;more than 2,000,000 copies of a 
| pamphlet, “Helpful Hints to Par- 
ents on the Correct Use of Plastic 
Film.” + 


Grove Ads Attack 


‘Post Office Ban 
on ‘Lady Chatterley’ 


New YorK, June 18—Grove 
|Press, publisher of the unexpur- 
| gated edition of “Lady Chatterley’s 
Lover,” this week mounted an ad- 
vertising attack against the US. 
Post Office but found there was 


been secretary of the agency for! (ne place where it could not wage 
many years. His brother, Richard jt, anti-censorship battle—the New 
H., died at the same age exactly | york Times. 

two years ago to the day (AA, June | 


24, °57). 
The Kastor family, pioneers in 


the agency field, moved the agency | 


from St. Louis to Chicago around 
1900. The only surviving brother 
is Arthur G. Kastor, president of 
the agency. H. Kastor Kahn, a 
nephew, is board chairman of Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton, New York. + 


Headley-Reed Names Atlass Jr. 
Program Development Head 

H. Leslie Atlass Jr. 
named to direct program develop- 
ment for Headley-Reed Co., a new 
post for the radio-tv station rep- 
resentative. Mr. Atlass, who is one 
of three applicants for Channel 8 
in Rock Island-Davenport, for 
many years was director of pro- 
gramming of WIND, Chicago, until 
WIND was purchased by Westing- 
house Broadcasting Co. Since then, 
Mr. Atlass has been with WBBM, 
Chicago. 

Headley-Reed set up the new 
service for its stations because of 
the “stepped up competition for 
audience and the representatives’ 
ncreasing important role in the 
programming area.” Mr. Atlass 


will work from the Chicago office. 


has been| 


| On the advice of legal counsel, 
ithe Times turned down an all- 
|text ad which castigated the Post 
Office for its ruling last week 
that the book is “an obscene and 
filthy work” (AA, June 15). This 
ruling prevents the book or ad- 
vertising for it from going through 
the mails. 


| = The Grove ad appeared in news- 
| papers in Chicago, St. Louis, Dal- 
las, San Francisco, Los Angeles 
‘and Washington. It was sched- 
uled for the New York Times on 
Monday. After it was rejected, 
Grove switched the ad to the New 
York Herald Tribune, which had 
| no objections. 
| Following its rejection of the ad, 
the Times published an editorial 
lon Tuesday attacking the Post Of- 
| fice ban. 


# Grove continued its attack yes- 

|terday with a boxed two-column 
|6” ad containing this solitary sen- 
tence: “The Post Office ban for- 
| bids us to tell you where you can 
,buy a copy of ‘Lady Chatterley’s 
Lover’.” This copy ran in newspa- 
pers in New York, Chicago, Dal- 
las, San Francisco, St. Louis and 
Los Angeles. # 


_ Last Minute News Flashes | 
NIAA Ofticials Get Revamped Assignments 


San FRANCISCO, June 19—In a functional reorganization the following 
areas of operational responsibility have been assigned to these vps of 
the National Industrial Advertisers Assn.: Jay Sharp, Alcoa, advisory 
planning committee; James Borendame, Acme Steel, membership; Jo- 
seph Wood, Jones & Lamson, sustaining membership; Charles Wardell, 
Hyatt Bearing, program; Tom Yellowlees, Canadian General Electric, 


ant, Baroid division, National Lead, special activities; George West, 
Electro Dynamics, education; George Billings, G. H. Tennant Co., me- 
dia. The switch from regional to functional duties was instituted by 
Harold A. (Hi) Harty, new AIA president (see stories on Pages 1, 3, 
and 60). 


NEw YorK, June 19—J. M. Mathes Inc. reportedly has the inside track 
among three finalists bidding for the Underwood Corp. account to suc- 
ceed William Esty Co. 


Hertz to Hear Six Finalists Next Week 


Cuicaco, June 19—The advertising committee of Hertz Corp. will 
view presentations from six “finalist” agencies on June 22, 23 and 24 in 
a Chicago hotel. Campbell-Ewald Co., current agency for Hertz’s $4,- 
000,000 Rent A Car account, is one of the six agencies. The committee 
is expected to decide next week if C-E will be retained. 


Stewart Leaves Post as Texaco Ad Manager 


NEw York, June 19—Donald W. Stewart, longtime advertising man- 
ager of Texaco Inc., has left that post following a “difference of opinion 
or a clash of personalities,’ according to Texaco. 


Preen Waxes Return to Charles W. Hoyt 


NEw York, June 19—A. S. Harrison Co., South Norwalk, Conn., mak- 
er of Preen waxes, has reappointed Charles W. Hoyt Co. to handle its 
advertising, effective Aug. 1. The account moved about a year ago to 
Kastor, Hilton, Chesley, Clifford & Atherton. 


Dow Heads Marketing of Two Warner-Lambert Lines 

Morris PLAIns, N. J., June 19—Henry Dow, formerly vp of Pharma- 
ceuticals Inc., has joined Warner-Lambert Pharmaceutical Co. as mar- 
| keting director for the Richard Hudnut and Sportsman Lines, a newly- 
created position. 


Canada Green Giant to Burnett; Other Late News 

e Green Giant of Canada Ltd. has named Leo Burnett Co. of Canada 
Ltd. to handle advertising for its products in Canada. Walsh Advertising 
Co., Windsor, Ont., is the former agency. Leo Burnett Co. also handles 
advertising for the parent Green Giant Co. in the U. S. 


e Esquire Inc., New York, publisher of Esquire, Coronet and Gentle- 
man’s Quarterly, reported consolidated net revenue of $18,788,290 for 
the fiscal year ended March 31, and net income of $212,591. Comparable 
figures for the year previous were $17,630,121 in revenue and $211,148 
in income. Gross ad revenue in the past year: Esquire, $6,569,102; Coro- 
net, $3,465,501; Gentleman’s Quarterly, $403,966. 


e KTTV, Los Angeles, has appointed a committee of 20 members of 
the advertising trade press and radio-tv writers from newspapers to 
screen commercials for the station’s series of half-hour shows present- 
ing uninterrupted commercials (AA, June 1, 15). Foreign commercials 
and spots for products not distributed in Los Angeles may be included. 
The series begins July 11. There will be no time charges for the com- 
mercials. 

e National Retail Hardware Assn., Indianapolis, has appointed the 
Cleveland office of Fuller & Smith & Ross as advertising agency for all 
of NRHA’s industry activities and for Hardware Retailer. An annual 
Housewares Festival is planned, to be launched with a color spread in 
the Oct. 3 Saturday Evening Post, with eight housewares manufacturers 
participating. The account was formerly handled by Bozell & Jacobs. 


e At Mogul, Lewin, Williams & Saylor, New York, the security lid is 
on tight as ever. Following exclusive publication here last week that 
A. W. Lewin, board chairman, had left the agency under unusual cir- 
cumstances, Emil Mogul, president, said, ‘“‘There’s absolutely nothing to 
add. No comment.” Most of the agency’s clients still profess to be as 
much in the dark as ever, and the agency still informs telephone callers 
that Mr. Lewin is “not in today,” despite the fact that he apparently has 
not been in since April 27. 


e Sy Wassyng has returned to Revlon Inc. from Seagram-Distillers Co. 
as director of packaging. Bertram Reibel, who succeeded Mr. Wassyng 


Rent Suit Adds 
to C&H-Seklemian 
Legal Hassling 


(Continued from Page 1) 
trial had been postponed until fall, 
after day-long negotiations to ef- 
fect an out-of-court settlement had 
failed. According to Richard H. 
McCann, attorney for the landlord, 
a settlement was blocked “after it 
became clear that both parties 
[Seklemian & North and Calkins & 
Holden] wanted to use the rent 
case as a springboard for their own 
actions, also scheduled for the fall.” 

The action, before Justice J. 
Daniel Fink in municipal court 
here, got off on an acrimonious 
note Wednesday. 

In their opening statements, 
lawyers for the three litigants 
moved away from the central issue 
of who-owes-what-rent and moved 
into the disputed area of the le- 
gality of the merger and its sub- 
sequent breakup. Both Calkins & 
Holden (now Fletcher Richards, 
Calkins & Holden) and S&N cur- 
rently are involved in a rash of 
lawsuits on this point. 


s Richard H. McCann, attorney 
for the landlord, aimed most of 
his legal ammunition at Calkins & 
Holden, which he claimed “suc- 
ceeded” Seklemian & North as the 
tenant of the quarters. To back his 
contentions, Mr. McCann _intro- 
duced canceled checks for rent 
paid by Calkins & Holden. He 
charged the agency reneged on the 


rent after its January breakup 
with S&N. 
Under terms of the original 


agreement, the merger of the two 
agencies was to have been sub- 
ject to review after nine months 
and renewable after one year. Ac- 
cording to Mr. McCann, Calkins 
& Holden broke off the agreement 
after five months and therefore is 
liable for debts incurred by S&N 
during the period named in the 
agreement. “There is no such 
thing as a trial merger where 
creditors are involved,” he said. 


s Elliot L. Hoffman, attorney for 
S&N, agreed with Mr. McCann 
and angrily charged C&H with 
“fleecing” his clients. He disputed 


whether the merger was legally 
terminated. 
“We're still married and not 


even legally separated,” he said. 
“We've been thrown out in the 


street, and everything we had is 
in the hands of Calkins & Holden 
[and] if they hold our assets, they 


in the job, has transferred to Paris where he will be a packaging con- 
sultant for Revlon International. Sidney Fread, formerly financial vp 
for Seagram, has joined Revlon as vp and treasurer, replacing Irving | 
Bottner, who recently became president of Revlon’s Knomark subsid- | 
iary (Esquire polish). Revlon has also elected Controller Alec Faber- | 
man a vp. | 
e Exquisite Form Brassiere Co. has appointed Martin Lave as adver-| 
tising manager of the Silfskin division. Wynne McGovern, formerly 
with Flexees Inc., has joined the company’s advertising department. 


e Sincerely Yours, a 35¢ monthly, filled with advice to the lovelorn| 
from 11 different authorities, will bow June 23 with an initial national | 
distribution of 265,000. The publisher is Davis Publications Inc., headed 
by Bernard Davis, formerly of Ziff-Davis. There will be no advertising 
solicitation for the first three months, and no rates are set at present, al- 
though advertising is running in the introductory issue. 


e David Grant, account executive in the New York office of Doyle, 
Kitchen & McCormick, has been named manager of the agency’s Den- 


also must have our liabilities. The 
only thing with no value to C&H 
—the lease—has been returned to 
us.” 

Leonard Lehman, attorney for 
Calkins & Holden, heatedly denied 
the allegations and repeated the 
C&H position, that the August 
agreement, drawn up by Calkins’ 
Sherwood Smith, was simply an 
“agreement” and had no legal in- 
terpretation as an out-and-out 
merger. 

“Mr. Smith has made the great- 
est mistake in his 45 years of ad- 
vertising life in having anything 
to do with these people,” said Mr. 
Lehman. “This is a sordid story, 
and unfortunately we’ve been hurt 
by it. We never took possession, 
and we didn’t receive any assets 
{from S&N]. In fact the [SN] 


| agency was being pressed by cred- 


itors for $100,000, and we'll prove 
it.” # 


ver office, trading locations with Gordon W. Laird, who returns to New | Bell Joins Bad &B j 
York. Both will remain account executives on the Colorado Fuel & Iron | ?® Joins Badger rowning 


Corp. account. 


the 11x14” book will be based on $700 for a 7x10” one-time b&w unit 
Guaranteed circulation will be 35,000. 


| Charles D. Bell has joined 
\the executive staff of Badger & 


e Magazines for Industry, a new subsidiary of Don Gussow Publica- | Browning & Parcher, Boston agen- 
tions, will launch a new bi-weekly, Food & Drug Packaging, Nov. 12, a|cy. Mr. Bell was previously with 
project the company has been working on for five years. Ad rate for Pepperell Mfg. Co., where he was 


. advertising manager for the past 
| seven years. 
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Retailers are 
mighty hep as 
to whom it 

is who buys. 
They back 
their judgment 
of LIVING’s 
buying poten- 
tial with their 
own advertis- 
ing dollars. 


NEWSPAPER TIE-IN ADVERTISING 
JANUARY THROUGH APRIL, 1959 


Total Total 

Ad Store 
LIVING 994 743 
House Beautitu 76\ 584 
House & Garden 529 36] 
During the first four months of 1959 


as with the entire year of ‘58 — 
more store 
own ads to tie-ins 


jevoted more of their 
with LIVING than 
with any other “special interest’ 


home magazine. 


The Time Of Purchase Magazine 


LIVING 


FOR YOUNG HOMEMAKERS 


575 Madison Ave., New York 22, N, Y, 


‘Ad Manager Can Enlarge Stature as 


Total Marketing Expands, NIAA Told 


(Continued from Page 3) 


Advertising Age, June 22, 1959 


|e Fred R. Messner, G. M. Basford; decisions on the job were right or 
Co., and Hal Stebbins, president; wrong. We wanted to know to 
of his own Los Angeles agency,| what extent the psychological fac- 


conducted a copy clinic for the 
| delegates, and other clinics on 
direct mail and industrial catalog- 
ing were addressed by Henry Hoke 


|... It makes advertising and sales J, Reporter of Direct Mail Ad- 


thought out marketing plans. The | promotion more important and the| yertising, and W. M. Dickson, 


advertising manager must 


only recognize the need for co-| the marketing team.” 


ordination of marketing plans by 


various departments in the busi-;# Playing the roles of advertising 


ness, but he can himself develop, 
the coordinating plans, Mr. Dick} 
said, adding: 

“Not nearly enough industrial | 
advertising managers now meas-| 
ure up to the demands of the total | 
marketing concept. The job now 
is to develop them.” 


managers in a series of skits de- 
signed to demonstrate coordinated 
marketing operations were C. D. 
Byrd, Dresser-Ideco Co.; C. V. 
Meconis, Litton Industries; C. B. 
Brandon, Minnesota Mining & Mfg. 
Co.; and Charles C. Wardell, Hyatt 
bearing division, General Motors. 


'They demonstrated various aspects 


s During the 1960s, Mr. Bernstein | 
said, “the transition of the adver-| 
tising manager from a technically | 
competent expert to an expert in 
advertising management will be 
completed. He will cease to be 
merely a technician, or the head 
of a technical department, and will | 
become more and more a general 
staff executive, with strategical 
and tactical authority within his 
| company.” 

By the end of the 1960s, he said, 
practically every industrial com-| 
pany will have someone with the | 
function—if not the title—of mar- 
keting manager, in charge of all, 
phases of company marketing. | 
“And the advertising manager will 
have every bit as good a chance to 
land that job as the sales mana- 
ger,” he said. 


s At the Tuesday morning session, 
G. Herbert Pfeifer, manager of 
sales promotion and advertising, 
Chain Belt Co., Milwaukee, showed 
how the advertising man can be| 
the catalyst in developing greater 
marketing integration. 

The advertising manager is in 
the best possible position to fur- 
ther the integrated marketing con- 
cept because he is one of the few 
people in touch with all manufac- 
turing divisions in his company, 
all personnel and all markets, he 
said. And to prove that he can 
develop the idea successfully, Mr. 
Pfeifer explained how he initiated 
|activity within his company which 
|resulted in the development of a 
|marketing council for the indus- 
\trial equipment section of the 
| business. 

The council is made up of the 
vp in charge of marketing, various 
division sales managers, the ex- 
port manager, manager of market- 
ing development, manager of trade 
relations, advertising manager, 
supervisor of distributors and the 
market analyst—with the adver- 
tising agency invited as a regular 
guest at the bi-monthly meetings. 


le The marketing council has the 
/general responsibility for recom- 
mending specific marketing action 
‘to the vp in charge of marketing 
| and/or various division managers. 
Specifically, it recommends, co- 
/ordinates and unifies marketing 
plans of the various industrial 
divisions of the company and also 
coordinates with the construction 
|machinery division whenever this 
| is necessary. 

“The marketing council has been 
a very successful operation,” Mr. 
Pfeifer reported. “It has truly 
integrated our thoughts and our 
marketing activities. It gives us an 
actual company approach to all 
markets. It offers a planned op- 
portunity for a meeting of minds 
and an interchange of ideas and 
experiences. 

“Even though a question is 
raised that is of interest to only 
j}one or two of our divisions, the 
other members of the council con- 
tribute immeasurably to the solu- 
tion of any problems encoun- 
| tered... 

“Because we in advertising are 
members of the marketing council, 
| we're in on the ground floor of all 


| marketing and product discussions 


of “full circle marketing” and 
showed how it increases the effec- 
tiveness of advertising. 


s The session concluded with Ed- 
ward H. Bick, merchandising 
manager, Detroit diesel engine 
division, General Motors, showing 
the presentation his company used 
to announce a new line of engines 
and the advertising campaign pro- 


butor organization. 


® The Tuesday afternoon program 
featured a panel headed by John 
DeWolf, G. M. Basford Co., 
cussing agency compensation. Pan- 
elists included Ira Rubel, man- 
agement consultant, and _ three 
advertising managers—Dave 
Beard, Reynolds Metals Co.; Don 
McComb, Warner Electric Brake & 


‘lutch Co.; and Harold E. Snyder, | . . 
Clutch Co.; a Ha . |have increased, and not vice ver- 


Arcos Inc. 
Mr. Rubel demonstrated why he 
believes that the 15% commission 


system, augmented by fees based | ee 
. & i | vertising research for the data 


on actual time charges, will 
emerge as the dominant method of 
agency compensation. The 
advertising managers, each using 
a different method of compensat- 
ing agencies—ranging from 
straight fee basis to combinations 
of fees and commission—seemed 
in general agreement. 


dis- j 


three | 


| 


not| advertising manager a real part Of | Douglas Fir Plywood Assn., Ta- 


| coma. 
} 


a The final session on Wednesday 
was devoted to various phases of 
research. Edgar Gunther, director 
of marketing research for Fortune, 
pointed out that the principal diffi- 
culty in measuring advertising 
effectiveness is that advertising is 
only one ingredient in the market- 
ing mix and is difficult to isolate. 

Asserting that four groups of 
approaches currently are being 
used to measure the effectiveness 
of advertising, Mr. Gunther said: 
“One simple correlation analysis 
for measuring advertising effec- 
tiveness is currently being pub- 
licized, together with the claim 
that it does determine to what 


| tors that motivate his private life 
extend into his business life.” 

# Dr. Shoaf then presented a sum- 
mary of the findings (details were 
presented in ADVERTISING AGE, 
April 27, ’59): 

1, “The industrial buyer may be 
more human than we're inclined 
| to realize.” 
| 2. Administrative, production, 
engineering and purchasing man- 
agers are different in function, but 
all share the same management 
interests. 

3. Needs exist everywhere in 
industry, but industrial marketing 
is not doing a sufficiently creative 
job in changing those needs to 
wants. 

4. To the extent that industrial 
products become more alike, emo- 
tional factors become important in 


| 
| 


the selection of brand or supplier. 
5. “Your current customers are 
your best prospects.” 


extent business paper advertising|# “The lesson to the advertising 
affects sales, [Although he did not|man from this study of Steel’s is 


presumably discussing the 
analysis by Vernon Van Diver 
recently published in an advertis- 
ing magazine. ] 

“Since, for many companies, the 
size of the advertising budget is a 
function of sales—i.e., a fixed 
percentage of estimated sales—it 
is not feasible to conclude that 
sales increase with increased ad- 
vertising. So often, the advertising 
budget is increased because sales 


sa,” he said. 
s Murry Harris, in charge of ad- 


processing division of Internation- 
al Business Machines, told how his 
organization went about a com- 
plete advertising research pro- 
gram—measuring the communica- 
tion power of advertising; the 
attitude of customers and pros- 


| pects toward the company and its 


| 


equipment; motivating factors in- 


® Following the panel, W. A. Mar- ducing» buying; the standing of 
steller suggested a move toward | Competition; and in addition pre- 
a single auditing bureau for all| ‘testing proposed ads and cam- 


business papers (reported in detail 
on Page 66), and a concurrrent 
panel of New York NIAA chapter 
members reported on a chapter 
study which showed that indus- 
trial advertising managers believe 
their sales managers consider them 
less important than is actually the 
case—that is, the sales manager 
has a better “image” of his adver- 
tising manager than the advertis- 
ing manager believes he has. 

Participants in the panel were 
Clem Kohlman, American Cyana- 
mid; Mr. DeWolf; Philip Gisser, 
USI Industrial Chemicals; 
Steven Madden, Babcox & Wilcox 
Co. 


@ The final day of the meeting 
was given over entirely to market- 


paigns; evaluating a trade show 
program and the value of promo- 


| tional literature. 


He presented some of the results 
from this type of extensive re- 
search conducted in connection 


with the introduction of new 
check-handling equipment, and 
concluded: 


“Industrial advertising men have 
an obligation to make advertising 
as efficient as possible. . . To do 
| this we must use all the research 
tools now available. 

“Use sophisticated research tools 


and —not just readership scores. Use 


research in three dimensions—not 
|measurement in one dimension,” 
| he urged. 


|s The meeting concluded with a 


ing research, copy, determination | presentation of the findings in 
of corporate image, and other as-| Steel Magazine’s study of emotion- 
pects of advertising techniques and lal factors underlying industrial 


effectiveness. 


e Leo Lionni, art director of For- 
tune and design director, Olivetti 
Corp., said that the most important 
thing advertising can do is help 
business “be itself’ and express 
its true personility. He showed 
pictures from @ new book to be 
printed by Fortine which demon- 
strates how industrial advertising 
can be made more appealing and 
interesting through what he called 
“space tricks.” 

e P. R. Gustkow ski, Line Material 
Co., Milwaukee, and Robert Kline, 
Beaumont, Heller & Sperling, 
Reading, Pa., discussed methods of 
determining and projecting cor- 
porate images and emphasized the 
importance of research which pro- 
vides a picture of existing images 
upon which corrective action can 
be built. 


| purchasing and an analysis of how 
to use them in selling and adver- 
tising. The study was presented by 
D. C. Kiefer, business manager of 
Steel; Dr. F. R. Shoaf, assistant 
professor of marketing at New 
York University, who made the 
study; and Howard G. Sawyer, vp, 
James Thomas Chirurg Co., Bos- 
ton. 

Reporting that Steel has made 
statistical studies of the steel in- 
dustry and the people in it for 
many years, Mr. Kiefer said that 
the facts gathered, although ex- 
tremely important, do not tell 
“what makes the steel executive 
tick. 

“So a little over a year ago, we 
laid plans to study the metalwork- 
ing manager’s motivations on the 
job,” he said. “We wanted to find 
out if the common conceptions 
about how he made or influenced 


, pr” \identify the analysis, Mr. Gunther | 
moting them to the national distri- | wine 


that the buyer’s emotional in- 
volvement is much greater than 
has been suspected,” Mr. Sawyer 
said. “Selling to him—or advertis- 
ing to him—is by no means just a 
matter of describing product vir- 
tues and superiorities and expect- 
ing that he’s sensible enough to 
appreciate and agree with your 
evaluation of your product’s worth 
and to become, forthwith, a 
buyer.” 

Advertising men should under- 
stand and try to compensate for, 
or take advantage of, the types of 
emotional factors which influence 
business decisions, he said. Among 
the unfavorable factors, which 
must be compensated for, are hab- 
it, complacency, inertia, fear of 
decision, security, laziness. Favor- 
able factors, which should be 
taken advantage of, include “the 
gambling instinct—the desire to 
be a hero”; fear of being left 
behind; status. 


s “We are all inclined,” Mr. Saw- 
yer said, “to content ourselves 
with the theory that since it’s the 
salesman who sees the prospect 
face to face, he is in the best posi- 
tion to evaluate and act upon the 
prospect’s emotions. 

“This is not true. It’s advertising 


| that’s in the best position to pre- 


sent information and _ attitudes 
which will create a favorable emo- 
tional response.” 


WESTINGHOUSE WINS 
‘BEST SELLER’ AWARD 


SAN FRANCIscO, June 16—West- 
inghouse Electric Corp., Pittsburgh, 
won the “Best Seller Award” at 
the National Industrial Advertis- 
ers Assn. convention here today. 
The award is a bronze statue cre- 
ated by Rene Shapshak, famous 
sculptor, and signifies unusual ex- 
cellence in advertising. Westing- 
house won out in a field of 61 en- 
tries—50% larger than last year’s 
field. 

Honor Awards 

Exact Weight Co., Columbus, O.; B. F. 
Goodrich Industrial Products Co., Akron; 
General Electric Co., Western Springs, 
Ill.; and Aluminum Co. of America, Pitts- 
burgh. 


Merit Awards 
Burroughs Corp., Detroit; Reynolds 
Metals Co., Richmond, Va.; Polarad 


Electronics Corp., Long Island City, N. Y.; 
U. S. Industrial Chemicals Co., New York; 
and Bomac Laboratories, Beverly, Mass. 


Wilner Elected President 
Theodore J. Wilner, a_ senior 
copywriter with Ross Roy Inc., 
has been elected president of the 
Southeastern Michigan chapter of 
the National Society of Technical 
Writers & Editors. Other officers 
are Bruce Browne, Continental 
Aviation & Engineering Corp., vp; 
Lydia McHenry, Wayne State 
University, secretary; and E. R. 
Chartier, Chrysler Missile Opera- 


tion, treasurer. 
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Systems Engineer 


Company President 


43.1989 


€lectron 


rearuary 


» 4, 


Sales Manager 


|. Allen Mitchell, President, United Transformer Corporation, says: 
To me electronics has a peculiarity. It has excellent techni- 
cal coverage. It has the most pages of advertising, and natu- 
rally I want to keep abreast of the industry in terms of the 
products shown in the ads. 


Dr. Wright, Vice President In-Charge-of-Operations-and-Engineering, 

Tung-Sol Electric Incorporated, says: 
It’s not too highbrow, yet it’s not a gossip sheet. It’s an ex- 
cellent middle-of-the-road job of reporting technical and 
business developments. electronies does a down-to-earth 
reporting job. 


Arthur E. Harrison, Systems Engineer, 

Grumman Aircraft Engineering Corporation, says: 
electronics is a magazine that is edited for the work-a-day 
engineer, his jobs, and his problems. It offers broader cover- 
age of the electronics industry than any other publication. 
I am thinking all the way from computers through instru- 
mentation to communication and navigation. 


Paul Odessey, Executive Vice President of Polarad, says: 
To the individual engineer, it is a matter of personal accom- 
plishment to have a paper published, or a news item appear 
relevant to his standing in the field. electronics is the im- 
portant source for purchasing electronic components, mate- 
rials and services. 


Paul G. Yewell, President, Yewell Associates, Incorporated 

(Manufacturers’ Representative) says: 
... I have been reading electronics for years and consider 
advertising in the publication is fundamental in any sales 
program aimed at the electronics industry. 


Vice President In-Charge-of-Operations-and-Engineering 


ics 


9 men who took the stand for 


President (Manufacturers’ representative) 


Account Supervisor 


Important 
Readers 

: and 
wae 4 Advertisers 
ve in the 
Electronics 

Industry... 


electronics | 


Paul Petrack, Product Manager for silicon products, 

ITT Components Division, says: 
(electronics helps create new business for ITT)... by keep- 
ing me aware of new developments in industry, the state of 
the art, and market potentials for existing products, we are 
better able to direct our efforts toward meeting our product 
goals. 


Norman Allen, Account Supervisor, Mohr & Eicoff, Incorporated, 

(Advertising Agency) says: 
I regard electronics as an indispensable medium of adver- 
tising — because it represents one of the strong ‘thinks’ in 
Burnell’s (a client’s) production plans. 


Edward L. Grayson, Sales Manager, the Daven Company, says: 
electronics is the keystone of our advertising campaign be- 
cause we know engineers and engineering-management read 
electronics first. It carries more weight with our customers 
than any other publication. We spend more advertising dol- 
lars in electronics than any other medium. 


Clark W. Fishel, Merchandising Manager, 

Texas Instruments Incorporated, says: 
Because — due to its editorial format and circulation — it 
covers the industry like a blanket. Certainly I know that we 
can buy magazines with a cheaper rate per gross thousand 
or with more readers in some specific category . . . but no- 
where else can we find such a catholic combination. Natu- 
rally we advertise heavily in it. 


If it’s about electronics, it’s advertised and read in electronics. 


electronics 


Published WEEKLY plus the mid-year electronics BUYERS’ GUIDE 
A McGraw-Hill Publication * 330 West 42nd Street, New York 36, N. Y. 


a Merchandising Manager 


ys ta ae ie “ ; 31, ‘ en , a a Gp Core a 
‘Se te, ie a ag ee ta aaa ays : ae ee FP el ie eae ii fe 
a 5 es eae ae Prete ot, are a ‘ = eee saad , . ies eee. at “Re a Migs S 4 cae e 4 se i a eae 
Bod : * Oe cs, ER Se SE Pee ae ee ie eine i at Pilar = ‘ - = . Be gf ; r ‘ Te ae os. 
—— a ee ea oe eee es — a a eee eee Wee I eS eee ee 
+ cee, a = Bs KG : , *e — ie + , . a Apis ad <i vi . 
i iow oo Le, ‘. i ‘ F Peete 
¥ o ° 
‘ = % 
“ on ; a 
AG 
» | | 4 > Pe 
as a 
7 jm aro Cn a 
{a bisa 
< 7 TT & fj oa 
a iy ay re 
is , 
- | ea a i 
: = ¥ , 7 = SE, a ed ; ‘ 
a / oa — —ee y), J 
a Fe en “if os w ‘ y/ \ . - 
P ; pas = gma }/ ; 
( = : o- > : 
' oe 7 - 
TMLee oe, 0 OT “a 
: an a 
— “ge ome , ; : 
a x: Nt: a 
_ ~__ Manning Meang me f 
Be!” Fisiness ff ‘ 
Product Manager — ae Y 3 
“ ms 
= 4 
* _ 7 * i 
: 
| Siig 
by} 
) ee 
“ie 
_ 
ul 
J = 
bee = 
? 
ayacat a 
% a 
: _ 
. : 
2 ; 
: 
| ee | 
aK 
- " 
ae Ry: 
tah a 
ra se 
* - 
os ma 
fj > 
= 
® @ 
x a 
4 i 
Ss 7 2 ‘ 
. = pars peas. ge Oe Os ee ee RL en Te | al nt ome eS ch Poe. ae er ws Repeater oes oy Ea oy Mamet Se! = © Tegument + GR BEETS! Cee Lee (ba 4 gos ean ee) ae: 7 = 
; at i. aes te ee Mee ct MERE eo, chet oe PSN Meee ar ©) eh erg te hn | 
es Deeg Agta Bee alse coe Fea ieee oe pecmeibaice: di Snel. hs sg a 


ON-TV 


One Minutes Available 
GOLDEN GATE PLAYHOUSE 


ere cf) yf a = E é a a - 7 : 7 } 


All Plans Apply J -SAN FRANCISCO CHRONICLE + NBC AFFILIATE + CHANNEL 4 + PETERS, GRIFFIN, WOODWARD « 


7 Ped 


~ EP <= » ie ah, — wate: Sel ee Pu mae: rs Ves we tae a. + lm — ee eee — 
eo ee hae 2 = i” el, 4% ‘4 ie ee ms nt parole . eid i ee ia ae A ea ae el 
bgt ey: ae Hag ae Po ee ra = Les, see ape Doe ik ae Meee a eb mee he ae sae ee eee = ht ariel GRMN The Um Were Sr ees : 
~ bt Fig casey zich =e =a : ee pee RAPS ye ee © Lille pie. Bara at en meri 3 oy Pa 2 ans Mere | a Mee ephedieale se 
thes om ong n= i - llc Reto pegs: Ac was chun Mean Wirt ~ ee tet Wen ee = aan olla haw Sy ee es es ‘ Sodan! tae aoe 
we aa E Ree Vee, BPN a os pat a Seis re eae Fey Ea eth E a ME al , eae eee ‘ tape. : eu ee anaes ae aaa ib AS 
ee A. | eee Cee ho) Aiud aides ie Aartia tee ot gale cit mare. Be ee ? Stage aes tah re cree dae eee 
i ao ee WT Cane is eae he See: SS ee ie en — Sieess a ae. ee els ae ie Ol 5 eiealc a ies 2 ee meme reel ae ee 
Pee rt z cae ‘a = = i Ra Se Pf = a oe ? ee - = ae as oe Ss et eee eas 
: 
: 
2% ae : : i a 2 a a . 
‘ E e t ~ ; 4 : E ‘ 
i r \ 7 ‘ : 
i > ras = 3 ; : ; 
a Sitetied Wao: = : pee. 
os ae : Seas Reece lear aed : ea im ic : F jog oi Ph ed cy 5 
ee ‘ ae S Menai lener ats Semon pat 2." = (os he ae ee aire ee aul eo eae j 
: ea rhc ke or alas seit, Dea. Mane er PES rane Pe Seah a ees 
i ic eee ee Ses. nat eae os io ae San Yet a ancora : ree Se epee cere ai, Te pipes oer ye. ak ee ee ane ee eee ae 
e ee A, en ea fe? 7 ET NN aN ene etre, Mey eget 2 Cu See cue ae i Rs, tl comms oe eee ekaaoen ch kale 
soe ee se raz oS SS Ss eG A ge ks OnE pera be ia ae i) ren ae ee rr ee ete Sie Aa FT 5c Bs Sigmar Sg oS melt seal t 
a oe Cs a hay, Ks eae, mg Same doe kee ea ae em ee ple a ibe ale i cee Z a gees Re er pee eres 
a , Pepe a ie <<): ae tae sere Ry Sa Ben ol ve Seige Pa er te ecb aka NO MER Real AER FSS wie 4 
Bg SSE ae So aac) a ee a inlet ole AR sy Mea See 2g ae Sen ee ; 
po ae : Bus ae Gr a es ce .) an a we eee eos Se, Kost <7; seer 73 ee ees Dis ‘ Re 9 ei Bn all ‘ey : 
: ct jh dee ome as cs ir a! et, ne let» a a DEK wee, PN ra Si ah ah CM ON eres Ae de x Maa ei } 
uae Pca "ete = N Re ea nae ed TE a eG epee 3 
Mees ESS Nee oy po aaa a. aie” Sg ape eae Se TVS Tae oh, eae eetecue ie Jae: ea Ce de ite. 
eee ae sees Mies". RM ieee eae gr , Gen Mtoe a ig ME Beer ta 
=, ee Sata oe Se a ae eae ae . Deereemiantes Sys eye Mi Me ee Na 
i a SOE ee: tema ct ae ees SVE eT ee: ae (Bi ty et 2: = are 
es ogee oe iagl ee ner ee ial yy Seige me. ee ee yt We 
us ican oh aa ic cree i | 
ae eae: i pies ss: Bi tes igs gS Palas, 
¥ eres gel: ~ | oF: ati aes, aia a seal ms 
‘ fn ee ‘ s° . oe ae ee Migs ie? 
sel 2 his et ; a | Dest. t g é r Aes ty 
F ; oie te eam i Oe iy i | ee oe he aa PAR i 
Chega > , 4. ° a See aa RRS BiB ov ue 8 
: aa 2 eo SO ae a 
re pi a <akers 5 Be a ing CS ‘ ee. 
ues i, * 5 ¢ ?, i OO fe ae F Wage 
ae wr 4 - Bt) hn Sn eae eee ott ae “6 1 Rae 
} ‘ “ 4 : fe a a eg ae ; ’ Seog 5 aaa aS oie 2 
a an { "oe Me oe } “ Fee be, 2 : 
Z eect . Ae ; - Fs SEF ah Pe ee ge PK a3 : 
os Persp ce se eV Ng 4 oo ,: ME iY Oe Ea ; rite Se , es Pet Een 
i Fahy is Sl a te P % ? : pcs ‘ 2G) pty Re ie ee ae 
¥ ieee ye ‘ ins ie \ eo en Oe ANN oy ia ; eee: 
or be | ce ~ ok a a Ni ae a st 4 * ae. ae sie : ‘ 
ae A oe : tag’ 474/s 3 ee es me eae Be BA, “a 
3 GAG — aaa Be if ie . : 
A i a os ee phe» 4 
’ ; 4 4 “ori fi rahi “ , : “es ee. i ; J ef 
. : P Se 4 ee, ‘ a 3 ie = ' 
a ae —— le i. Ae 
eagle ay —— ; eee , 
G oe a hye <e, 2, le 
: ae oe tas “ pastas te 
ae PPe | i oes ae. ae ee 4 ae ‘A , 
Bt oe eek POON bat ss y ie 22, = 5 
y . ¥ a 1) Pi 83 ee AD ae Pa (ee 
“iF - i ~ 2S ‘ ery * Fe % MY é Ps 
” ™ i cgi % “ $* gee OX 
i 4 sao ; wo . oe, \eaey | tice cee Be a 
it y ie 4 a & w* et Pe as 
‘i i * a : ra: - t 3 % ite 
j e . *. ' j < % 
oe. ye we . = ' % Go Pigs 4 . eis 
Re, a, pees a Beal d ae CYL —" ae. te See ss 
it ‘ey Re oS Oe ae aed, ? A ¥ * he ‘v 
wae mee, yt ae 7 . a a eX” , 4 “a ae ae AX aA Be 
il ' ‘pn Wee ant? 4 é C ee 
: a as s . j ee ~ ; On 
: ie b; oof A $ a a "hs ; y * 5 oa . SI Psa #3 ¢ 
Bf : bs re ae |! P & ee B ay ? NK ie : 
* . 4 7 " ; ‘ch - a Be ES ieee 3 Bal lll Ys % 
“ i" f ig * me a 4 5 oe at ? li, 
AA ee en reese aes 
ke . ‘aay : 
‘ Pee r fam : wet i 
cea - / 5 Yy Chae r: pape tine 5s Seg He. ber a 
ea Kf y¥ | 7 Rs yf coe | Sites + ae ie SE a ncaa ne or oat Rr Sh ae ; 
i , Pa . ‘ Pia” uted " ire ceca th te Ss i amare ——— ie a ot ou | EL ae < a A 
a ° f é re ao é TR. career ee ; seeing ait ~ aie 
: P P , é be a ie ; us i “Vip il jot ak ~ eee setae SEL aca 3 cool ee . ica 4 4 ple 3 
Q f ca ; YY ths: tO] ng le” ee ante sae all Be el eee wi : % “ ‘ 
s oa aA a cs ae inn aa eee i 
n : 4 F 3 det eT eS: i ee guess: " pec ps tase : ie" ae : * : 
o er ane 4 Ry ae eo a ® eo] oo Pees - ’ i 
: 7 ete pe ee ek =) een Die oy a ihe oa Pape gs Bk aes } : 
5 y, s a Se re ae 7 ie sete f de bade SEAT i a ae 
ry J 134 ; ribs ie ae bie), reitigt a . ” Ps ae tee el vs. i %, 4 £ % 
’ as en a. Se eae) ee | phi’ Ly 
Dee : . & ieee soe) 5 gi ete ae ‘ lara at ae kn 28 <a ‘ j 
ES / ‘ a ae oo eat : aii ce to eee ™ ~£ 
eh rs Says Soe ge = a = - ” aaa eo. ts, ell 
ap i of od - » a ee ae ple \a! ete ee aie : f, ra 
x : 3B. Bae . ee ee fai ” bes ie <a - -e ee is : 
pe 7 Si ‘ bs eg A re ee —— ce ae ee o : 2 Y Vv 
iw “ , 2 sein erates Ragan aan = Pee Bas i : vi 
ee ae Jr 1% pts Cs east et g : oe a hoagie fae 4. : 
: ; i aon, eS ek; he oy te : “4 a ee " - Zs, j 
; , ig i eB os By ie 4, ao oe oho il irs * rise 2; 
e ~ rae OP ; aiiale i a . Es cae 
ten HO Set & . Sem # si iilidial eS r 
— eS I LEN OND Vane? Ge ‘ . 
i — MS SS ESD . 
wea 4 Pn Cie PAS saa , 
5 eae Se that’ 3 ia 4 i 4 
Be : i waa boas aie g . s 
yeh ae a eS ee _ Fi J 
" i“ i . e . x | “Te 
., a Sj om i = — y i a es ee i q ‘ : : ; 
. ‘ rae ay git, ee Ee “ee f Pres ; : 
: - oF :.. eR |_owx ty Sag a a 
y e. a se: oo) e A ‘B be! ee } y 
‘ ‘ ‘f” uy . ; 4 } : - i ny a : & Pees. 2 OS gt ‘a ie 
: j »: a ‘ a an i ee e.. a ———— Jj Sie see os, Re al ae 
" — ‘ a j o et st i > eres 43 a a i AO 4 ~ o i 
f : * eae a . ns le eine Sp ce i ~ 5 Ee aa cae es 
Mak ee sal neon ive § pe TR ee etirign Ton. oS ELS “Soa a BF a Pe ct ee 
sBcinend re kk Ro. : Dee AS eo oS +. eS eee rae Be * ae fea tele 
Aare el! Se. ee + * ; era. Sm SS hae aoe . ’ Py? . —— Ss ee ae 
pe oe Bigeh  e ji Sener gi oe 4 y , 5 a ' hee F i ie 
pte ae ta. ee ‘ Y ae See as Pt ae Sewers igs j - e ) a 
Fes ae eal oe aes eet ke) he oo S- a. % 
aes oe ee Tits 4 ee og P ay Se ‘ Ret a 7 
eras “ta : ab ad re " 3 > fae Oye sh, © se Bee 4 <P 3 feo), 
? “eae aaitiams. = ~~) Lion ae tite no fed . ‘ ri em rte: 
Sone gees ae ee ei = ee ee > re ae ee 4 
eae ee Fee Ne = ee" , Be,’ » ee * a, Ce ae 7 
ar sy es aa gs ies ay Se 8 =—& ree eee eee 
i hg 2 Mica» Se... ‘ : To ps 38 Powe = ice pee, ke 
5 part ow Yi yee is Fite. ae es te parte ¥ ay i .y Pir 4 b cS ‘2 ae = we eliciss npn aeey si 
2 rea Ng il Cos ae x ; co " ae see ote. F = Py art TS) ene ; A 
aa ee Gy ee baa 4 ge pe pce ee hen ON, ae ee SEE cia geminal Me Iara ‘ can 
su 8 oe ph oy adi, Fy ES ie Oe das ay , te Toph Ree a coe a eed i 
aa : oxi Bie 2p: une i pe ee P . é eee Leas 5, a gor bee r Bush 
: : ee Silt < ster ees ed 2) elaaies A ye Pe Soe is I Pat ie ag oo iG He ae ’ cae 
3) Par Beg es i ee the at i hia Sa aes Rit esse. 2 ri ‘ 
se ‘ ae NEL > Sera : gt ee rem ae . meer ess es gee 2 AREMG Bia eres Head fe’ Pafekd 
4 ra ae te toe cae eS : ean,” be geahe SSS 25, ee iMate 34! Pf Styne ‘ria 
a ee eee , 2) cn om ti , > ek ae erect Fea hat epee Se ee Va 
ee og i eS a yi ec a ae MM cl ag Rae ee 1008 Os i ee a a al 
ee esis een a eee ea piaey eee eee. See Meee Perera fa: 2 
oes 0g Setar gen oye: Pee, eg ot tas ee at ’ eee Se Re Pare Sey Rs Ce OS RON ara cet 
Fe; ee ee eto sebealliblbn San peeaaiia “a 
vagal SE ERE OS rs Rel cs <a a= al RS ag eS Ae . IN i ts hat Ne as Ma . 5 re aa, dae es Mato ree 
ay , ® “ae age oni . i ina : RRS TERNS ee eo = oa Sg eS a 
a : ae Peses eee peat cs ees te Fe ee ge Shen are Me epee cp ser ce en a eee ton : : 
ie 3 Ree cece es oe ‘ mS ne ss Shae = i 5 ee ae eae Bs ara - 5 
ae J: to agki Sar. 3 oor eee ‘ - : pore.” Pi Na SRE cee ANE ¢. 
‘S &. Me eS : Aes iueee eae eee of 
eb s Rey So Site = f : / COR a re vo 
oe - he Ee - 6 ‘ nen ice ee tes a 
ee ‘ es eel ; Begs eva) cae F " ; = ; . y , Sear enya se anger ee = 
i ey P aioe ee 7 pe ee eek ae - oe sh Sahat: ; 
dees Fer SR ies oe tae «eae et Se. Sars bg Soe als 
Pd rn J / 
i 
Bs 2 
ae 
ee | 
rid | \ 
a reset £ Gee ty RES RRL Tee eee 2 , 
ei ee 4 = , ta 1S 4 * = % et # a : 
a a tH i —_ . . ce eae Si fais ee - 3 
ea Oi ae er ist heghhe ue a 2 
Cie tak athe 
nee , 
ey oe. : is «he. i eta te) ey: ap Er TE ORs ee ELT Si eT) 7 be : sah ar lic 7 ; Bh ba ods 
ke a Ms 
ga ee r 
eee ’ 
Ethie A 
ae : 
ae a + Sete 
= Eee 
ws 
Sr’ . 
Tons area gk atresia otis = aa) oy a Sa 4 Lise ee Meaney ath ae Se ae eo 2 : Me ee ova 


